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Tools...important information

MARKETING
Delivering Messages To Our Customers Made Easy
Consider using the Exchange Radio Network (EXRN) as part of your marketing mix. EXRN broadcasts to more than 600 locations worldwide, including the United States, Europe, Korea, and Japan.  
Submit your request at least 15 days prior to the preferred air date. The new EXRN submission form is available at: http://www.mwrbrandcentral.com/HOMEPAGE/formarketers.html

POC: Robin Hovey, robin.hovey@us.army.mil, 210-466-1862

CHASE Army MWR Card 
Giving Military Families the Support they deserve with Blue Star deployment benefits.
Chase is committed to serving our Military Service Members and their Families. And with our Army MWR MasterCard & Private Label cards, we're proud to offer Blue Star Deployment Benefits to assist families when a loved one is deployed. 

3 Easy Steps to take advantage of CHASE’s Blue Star Benefits
COLLECT - Upon return from deployment, gather your official military documentation indicating your campaign ribbon entitlement and the period of time you served in the deployment campaign.
SUBMIT - Send copies of the documentation noted above along with a letter requesting the Blue Star Benefit refund to Chase at Chase Cardmember Service, P.O. Box 8650, Wilmington, DE 19899-8650.
ENJOY - Upon approval, you will receive a confirmation letter from Chase. Then watch your statements. The amount will be refunded as a credit adjustment on your next billing statement and will display on your statement with the description of "Blue Star Program Refund". 

If Cardmembers prefer to have personal assistance with their request or have questions, they should call the # on the back of their plastic card.

Tips to Drive Awareness:
Garrison Marketing teams are encouraged to reinforce the Blue Star benefits with new and existing Cardholders when the mention of deployment is acknowledged.  Watch for new Blue Star brochures to arrive at your garrison soon. 

POC: Pierre Laxa, pierre.i.laxa.naf@mail.mil, 210-466-1743

IMCOM G9, Family & MWR Programs Direct Reporting Garrisons
Per IMCOM guidance (IMCOM OPORD 12-032:  IMCOM CONUS Garrison Migration), effective 24 Oct 11, Fort A.P. Hill has been added to the list of following garrisons (Fort Belvoir, Carlisle Barracks, Fort Detrick, Fort Hamilton, Fort Leavenworth, Fort Meade, USAG Miami, USAG Presidio of Monterey, West Point, Soto Cano, Joint Base Myer-Henderson Hall and Fort McNair) as a 'Direct Reporting Garrison' who will immediately begin receiving Marketing support and guidance directly from  IMCOM G9, Marketing. To access the OPORD and its Annexes click:  https://www.us.army.mil/suite/files/33510540
POC:  Kelly Jones, Kelly.jones10@us.army.mil , 210.466-1852.  

EVENTS AND PROMOTIONS
Announcing the 2011 Operation Be Fit Event
Submit your local fitness event to the Operation Be Fit website to be listed in the Exchanges (AAFES) monthly event calendar. If you would like to submit photos with your events, please send them via email to: petek@aafes.com
Submit event info at: http://www.shopmyexchange.com/Community/BeFit/submitevent.htm

Important Information about your event submission:
Be brief-limit 150 characters per fitness event 
Be polite-no slang or improper grammar 
Be respectful of vendor relationships and sponsorship conflicts 
Be patient-your information will takes approximately 3 business days to post online 

Army Family Covenant  Promise Renewed  at AUSA
On Monday, Oct. 10, top Army leadership renewed the Army Family Covenant, the Army's formal commitment to support Soldiers and their Families, with a signing at the Association of the United States Army annual conference. 

The signing was conducted by Secretary of the Army John McHugh, Chief of Staff of the Army 
Gen. Raymond Odierno and Sgt. Maj. of the Army Raymond Chandler III.  Accompanying them on stage was Sgt. Jeremy Barnhart and his Family, who were recognized as the 2011 AUSA Volunteer Family of the Year. 

The latest versions of the Army Family Covenant signing poster and display poster are available
 at: http://www.mwrbrandcentral.com/HOMEPAGE/afctoolkit.html


MARKETING RESEARCH & ANALYSIS
Planning a New Marketing Campaign or Event?
Don’t forget to check to see what Marketing Research already has available to help you build your business case.  Sharon Bertschi, Atlantic Region, did just that requesting the latest information regarding the growing usage of food trucks. Sharon used the information to support her plan for using food trucks at Fort Lee: 


Tidbits….
Another helpful tip from the Marketing Professors website:
Don’t want people to automatically delete your email marketing?  Read what Marketing Professors suggest: 
Be personable
Be consistent
Be concise
Be sensitive
Be a pal

http://e.marketin.com/a/hBOxAg0AJaJZfB8ecOdNsiHXyFH/news1

Source:  Source: ND, Marketing Professor website

Upcoming Tools, Tidbits and Readership Study 
Your help is appreciative! Speaking of not wanting you to delete very important emails, in the next couple of weeks, you will be getting an email sent to your work email address from marketing research.  The email will ask you for your feedback to ascertain who is reading Tools, Tidbits, and Trends, and to get your feedback about the newsletter for future editions. Please take a few moments to respond to the survey. All individual responses will be kept confidential and we will report the aggregate findings in an upcoming T3. 

POC : George Brezny, george.brezny@us.army.mil, 210-466-1864

Trends…what’s going on out there!
What’s new in Digital Trends?  
Attached is a copy of the latest Digital Benchmark and Trend Report:
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Food Trucks at Fort Lee





   

Introduction

Food trucks are all the rage, decorating city streets with colorful designs, trendy menus and delicious, budget-friendly cuisine.  Office workers on Wall Street track down their favorite trucks on Twitter before spilling out into the streets at lunchtime.  The Smithsonian’s Museum Row in Washington is notoriously short on restaurants.  A new generation of food trucks is pulling up to the curb to feed flocks of hungry visitors with affordable, high quality food.  The University of Virginia contracts with a fleet of food trucks and carts to enhance their own food service facilities.  It’s a triple win---Vendors pay commissions to the university.  The university budget further benefits by not having to operate or lease as many brick and mortar restaurants.  Students enjoy an endless variety of inexpensive, freshly prepared international cuisine.



Fort Lee’s training center and commercial food trucks compliment each other like burgers and fries.  Limited parking, concentrated lunch periods and too-few nearby restaurants make mealtimes stressful for students and faculty.  Focus groups were conducted last spring to ask students what type of food service they would like in the new lodging facility. Participants frequently said that they enjoyed the lunch trucks currently stationed at the training center and, most people had particular favorites.  Food trucks and carts offer Fort Lee its own winning solution.  Richmond has a growing community of food cart vendors who may be enticed away from their current street corners or, encouraged to expand their business.



Some considerations for attracting appropriate food providers:

		

What menu mix (types of vendors/cuisines) will offer students the variety they’ll need throughout the week?



What can Fort Lee offer to attract high quality vendors?  Exclusivity of menu? A reserved site?  Cold storage, access to a commercial kitchen and other conveniences?



		

You’ll need an information package or webpage that gives prospective vendors an idea of what to expect.  There’s a lot to know… Veterinary regulations, gate access, photos of sales sites, population numbers and academic schedules, commissions to NAF.

Prepared by Sharon Bertschi,                                      Tel. 757-501-8202

Atlantic Region Marketing          Email - sharon.bertschi@us.army.mil





A Food Truck Primer





Compliance with community/Army health regulations and ordinances. 

In addition to local laws and health department codes, food vendors on-post must use products purchased from the Veterinarian’s approved list of providers (Sysco, US Brands, etc.)  In addition to code and health certifications, make sure that vendors are properly insured.

Invite a combination of food vendors who complement each other rather than compete.  Nobody needs three hot dog stands all on the same block.  People want variety and quality---not shriveled hot dogs or stale pretzels.  Don’t invite vendors who have similar menus to those of nearby brick and mortar restaurants.  Trucks can rotate locations or be assigned a daily location.  Rotating sites and, switching different vendors on different days keeps it interesting for customers.

Promote your vendors.

Post signs in lobbies and notices in high traffic areas to let people know what is available, menus, locations and the food truck schedules.



Accommodate your vendors.

Station your vendors so they have convenient access to restrooms.  Some may need temporary or permanent refrigerator or freezer storage.  Some may want access to a commercial kitchen for food prep.  Does your installation have an un-used kitchen that a vendor can rent from you?  Most food truck vendors rent space from commercial catering kitchens and work in the evenings or super-early morning hours. Some vendors may want to store their vehicles on post if there’s an extra lot available.  These are conveniences you can charge for.



Give prospective vendors the facts.

Prospective vendors will need to get a picture of the customer base.  Develop an information packet that describes the population (ages, gender mix).  Provide numbers of how many people populate the training building throughout the year, including slow times and holiday breaks.  Tell prospective vendors about local veterinary rules and health codes they must comply with when working on-post.  Tell them what credentials they’ll need to get on post (green cards, insurance, photo ID, etc.)  Provide them with photos of the building and designated truck sites. Assure vendors exclusivity of food style (that they’ll be the only dumpling truck, kebab vendor, etc.)







The cost for those wheels and, why you need to make your offer worthwhile.

A used hot dog style cart costs about $2,000. Refurbished trucks for driving and vending can run more than $40,000.  Acquiring and retrofitting a new truck can cost $75,000 to $100,000, according to a food-truck analysis by New York Magazine.  A new food truck costs in the neighborhood of $120,000.



Vendors should:

Develop a strong brand that customers can identify with and trust.

When a food truck's brand is likable, followers will go out of their way to find them on the streets.  From the truck design to the logo and Twitter page, the company's look and feel should be cohesive.

2

Remember the little things.

Think about the things you like about your favorite restaurant… The decor, the menus, the signage, the uniforms all contribute to make the food taste better.

3

Become a social media maven.

Social media, especially Twitter, is absolutely essential to running a successful food truck, since it is often the primary way patrons will track you down on a given day.

4

Be unique.

Determine the qualities that make their food and the experience of visiting their truck stand out. Find an angle no one else has covered to help make your menu offerings unique.

Helpful Websites about Food Trucks and Carts:

http://dcfoodtrucks.org/index.html    This is the website for the Washington, DC network of food trucks.  The site has good information about food service code compliance and current issues.  The truckers keep in contact with each other via Twitter.  Many truckers use Twitter to inform the public about daily specials and where they’ll be stationed for the day.   The city requires that the trucks rotate to different sites daily.

 http://socalmfva.com/      The Southern California Mobile Food Vendors Association

http://loncheros.com/        The Loncheras Association

http://en.petitchef.com/feed/mobile-cuisine-magazine-uid-12712

http://www.foodtrucktalk.com

http://www.foodtrucktalk.com/category/virginia

http://www.foodnetwork.com/the-great-food-truck-race/index.html

http://mobile-cuisine.com/

http://smallbusiness.aol.com/2010/10/27/how-to-start-a-food-truck/

National Restaurant Association reveals hottest menu trends in 2011

http://www.restaurant.org/nra_news_blog/2010/12/national-restaurant-association-reveals-hottest-menu-trends-in-2011.cfm

 

Posted by Annika Stensson on December 1, 2010 11:19 AM 

The National Restaurant Association’s “What’s Hot” survey of more than 1,500 professional chefs – members of the American Culinary Federation (ACF) – reveals that local and hyper-local sourcing, healthy children’s meals, sustainable seafood, and gluten-free cuisine will be among the hottest trends on restaurant menus in 2011.



Sustainability and nutrition are becoming key themes in our nation’s nearly one million restaurants.



Rounding out the top 20 hot menu trends are smaller portions for a smaller price, organic produce, nutrition as a culinary theme, culinary cocktails, newly fabricated cuts of meat, fruit/vegetable children’s side 

items, ethnic-inspired breakfast items 

and artisan cheese.



The chefs were also asked about the top operational trends next year. Thirty percent of the chefs said that mobile food trucks and pop-up restaurants will be the hottest operational trend in 2011.



Topping categories within the survey are: street food-inspired items and amuse bouche/bite-size hors d’oeuvre in appetizers; black-forbidden rice and quinoa in sides/starches; ethnic-inspired and traditional ethnic items in breakfast/brunch; house-made ice cream and bite-size items in desserts; regional and fusion in ethnic cuisines; artisan cheeses and ethnic cheeses in ingredients; sous-vide and braising in preparation methods; and specialty iced tea and organic coffee in nonalcoholic beverages.



Food trucks gaining momentum, new research finds

http://www.restaurant.org/nra_news_blog/2011/09/food-trucks-gaining-momentum-new-research-finds.cfm

Posted by Annika Stensson on September 8, 2011 9:45 AM 

Food trucks are one of the hottest trends in the restaurant industry right now, and consumers are showing increasing interest in mobile foodservice, new research by the National Restaurant Association confirms. 

The new research, a consumer survey conducted last month, found that nearly six out of ten (59 percent) American adults say they would be likely to visit a food truck if their favorite restaurant offered one, up from 47 percent just one year ago.

“Our research shows that in just one year, the number of consumers who say they would be likely to visit a food truck has increased significantly. We also found that food trucks have a more noticeable presence in communities in the West and Northeast than in other parts of the United States,” said Hudson Riehle, senior vice president of the Research and Knowledge Group for the National Restaurant Association.

"Though food trucks are often equated with chefs and entrepreneurs, they also present opportunities for operators of established restaurants to expand their operations and presence, as a majority of consumers say they would visit a food truck run by their favorite restaurant. Mobile foodservice can be a good way to extend an existing restaurant brand beyond the four walls of the establishment,” Riehle said.

In addition, the survey found that nearly one-fifth (18 percent) of consumers saw a food truck in their community this summer, and more than one-quarter (28 percent) of those who saw a food truck made a purchase.

When asked how they typically found the food truck they visited, 73 percent said they just saw it on the street, and 54 percent said they selected it from an area where food trucks typically gather, 39 percent found out from a friend, and 13 percent found it through social media.







Richmond Area Food Truck Feature Article

VIRGINIA LIVING MAGAZINE

Street Eats

http://www.virginialiving.com/articles/street-eats

Upscale food trucks now sell everything from Brittany crêpes to duck confit tacos.

by Sara Jackson 

1/3/11 11:00 AM

Forget the clichéd “roach coach”: Food trucks have gone upscale, with gourmet cuisine. The trend started about a decade ago in New York City and Los Angeles, and Virginians are now catching on, influenced partly by the Food Network TV show, “The Great Food Truck Race.”

We found three mobile chefs serving up a variety of surprisingly sophisticated food. They are Sweet Bites Mobile Café, selling red velvet cupcakes and more, in Crystal City; Solar Crêpes, hawking savory and sweet crêpes (including Brittany crêpes with hazelnut butter and chocolate), in Arlington; and Boka Truck, proffering a full gourmet menu of Asian/American/Mexican fusion cuisine (including duck confit tacos with goat cheese), in Richmond. All opened in 2010. “With the popularity of the Food Network, people want to try new things,” says Camille Dierksheide, chef and owner of Solar Crêpes in Arlington. 

With food trucks typically selling for under $40,000, says Dierksheide, the initial investment is far lower than a brick-and-mortar restaurant. And the price can be even lower: Her crêpe station is actually a tow-behind cart that she bought used on Craigslist for less than half the cost of a new truck.

Unlike yesterday’s taco or sandwich wagons, today’s food trucks are full kitchens on wheels, says Patrick Harris, Boka Truck’s chef and creator. “I have a sauté station, grill, full refrigeration, ovens, full prep tables and prep sinks. I can poach, flambé, grill. I can cook anything that I want in there.”

Food truck chefs are savvy about marketing, using social media to get out the word about their locations and their menus. “We are mobile, not stationary, and we have to communicate where we are and when,” says Sandra Panetta, owner of Sweet Bites. These days, says Harris, his customers tell him where to go. Clients ask him to stop at their office or other locations, and once he’s received his Tweets or emails in the morning, he builds his route for the day. While Dierksheide ultimately wants to have several trucks traveling in northern Virginia, Harris aims to parlay Boka Truck into a real restaurant. “I’m keeping the truck, but if I have the chance to open a restaurant, it will be parked.”

Charlottesville Area Food Truck Feature Article

		CHARLOTTESVILLE DAILY PROGRESS

Food trucks serve up alternative   dining options at UVa



By: Ted Strong 
Published: August 28, 2011 



Food trucks, already gone from on-the-fly hotdog-slingers to civic status symbols in foodie-packed cities around the country, are once again breaking new ground. 

		

Students at  UVa frequent local food trucks from morning to night.  Trucks offer everything from kebabs to cupcakes.





The latest frontier: the University of Virginia.

Campus officials are allowing the trucks on Grounds — in the amphitheater to be exact — for a yearlong trial intended to alleviate pressure on dining facilities in Newcomb Hall while the building is renovated.

“I like the idea,” said Nik Philipsen, a second-year from Richmond. “And I’m mostly just happy that Virginia Dining is trying something innovative.”

Students cited novelty and convenience as factors in favor of the trucks, which offer food from 11 a.m. to 2 p.m., Monday to Friday.

The initial six carts include two UVa Dining offerings — Steak Me Home Tonight (cheesesteaks, etc.) and Ka-Pow (noodle bowls, quesadillas) — as well as four independent offerings. Those are Carpe Donut (doughnuts, etc.), Last Call Dogs (hotdogs, barbeque), Nacho Panda (Asian-fusion) and Got Dumplings.

The trucks pay a commission in exchange for being allowed to participate, and will accept plus dollars (flexible spending dollars from student dining accounts) and Cavalier Advantage (a student spending account that can also be used for things such as laundry and printing), as well as cash and cards, said Brent Beringer, director of dining at UVa for Aramark.

There could be changes in the lineup as the year goes on, and officials are looking at the possibility of adding guest carts from time to time, he said.

Officials worked with truck owners to make sure they met standards for everything from fire safety to truck weight (there are steam tunnels below), Beringer said.

Last Call Dogs is owned by Joseph Mills, who also owns the Wahooptie taxi service. And he's in a partnership with The Box on one of the other trucks in the amphitheater, Nacho Panda, the Asian-fusion taco truck.

Mills said he likes working with food trucks because they offer low initial investment, low overhead and lots of interaction with people.

One of the big draws was the exposure the amphitheater offers, Mills said, allowing him to show off his distinctive, brightly painted food trucks to students.

Ben Travis, a fourth-year from Williamsburg, prowled the food trucks for a while before settling on a quesadilla from Ka-Pow, one of the UVa dining-run trucks, as his first meal from the new setup Thursday.

The verdict: “It’s good. It’s a little expensive.”

Menu price for a Korean barbecue quesadilla was $6.79.

Travis said he expects the amphitheater will be a particularly nice place to eat once the weather cools down.

He said he'd come back and try the trucks out at least once more, if only to sample a dumpling truck that was doing booming business.

“I think I’m going to have to hit that one up at least once,” he said.

Irene Vieth, a first-year from Louisville, Ky., was drawn to the trucks by the convenience, she said. Also, she heard the dumplings were really good.

“And they are,” she said.









RICHMOND, VIRGINIA LUNCH CARTS



Is this your restaurant?
Claim it 

Christopher's Runaway Gourmay 

E Main St. and S 12th St., in front of Bank of America, Richmond, VA, 23285

804- 400- FOOD (3663) 

http://www.christophersrunawaygourmay.com/

A favorite with the downtown work crew, Christopher's Runaway Gourmay lunch cart has been serving pasta and salads in divided plastic containers since 1985. Pasta run the gamut from pasta in pesto sauce with green beans and served with a wedge of cheese and French bread or sesame noodles served with two sides and French bread, all for $4. Christopher's signature salads include tarragon chicken salad, lemon and dill tuna salad and creamy shrimp and pasta salad, $5.25 each and served with two sides and French bread. Sides include a wedge of cheese, mixed fruit, sesame pasta, marinated cucumbers and country cole slaw. But be forewarned, they close down in the winter at Christmas and re-open in March. 
Four locations: 
MCV: 12th & Marshall 
12th & E. Main in front of Bank of America 
10th & E. Main in front of Sun Trust 
8th & E. Main





Jay's Grill on Wheels 

E Marshall St. and N 10th St., MCV area, Richmond, VA, 23219 

(804) 539-1551 

Relatively new to the area, Jay's lunch cart has been offering cheese steaks ($5), beef hot dogs ($2) and hot Italian sausage ($4) to the MCV crowd since November 2009. Jay has been bringing his cheese steak cart to festivals around the city on Brown's Island and more for over five years.















Chef Kelly's Taqueria 

E Marshall St. and N 11th St., MCV area, Richmond, VA, 23219 

(804) 648-0044 

Need a taco fix around MCV? Stop by Chef Kelly's Taqueria lunch cart serving chipotle style Mexican tacos, burritos, nachos and salads with flair. The burrito grande is $5.50 and features your choice pulled pork, grilled chicken or ground beef with beans (black or pinto), cilantro rice, cheese and fresh veggies. The veggie burrito is $5, the fiesta salad is $5 or you can get three crispy tacos with a side of rice or beans for $5.50. Specials like shrimp salad ($5), chorizo stuffed chicken ($5.50) and chicken verde ($5.50) crop up on the specials menu often. The Taqueria is one of Chef's Mike & Kelly's groups of carts including Mike's, Toastie's and Cafe Tara. Chef Kelly's carts are also open Wednesday through Friday from 4:30 p.m. to 5:30 p.m. for dinner to go. Specials change daily and feature items like crab cakes, rotisserie chicken or pulled pork platters served with potatoes and broccoli for $6.





Nate's Taco Truck

Grove Ave. and Linden, In front of the VCU Hibbs Building, 

Richmond, VA, 23260 

Nate's Taco Truck is sort of legendary around here. Hot, griddled and dripping with goodness, the concept is simple: pick your fillings from beef, chicken, chorizo, carnitas, potato, black beans or pinto beans, then top with cheese, lettuce, sour cream and salsa and wrap it up in a freshly griddled corn or flour tortilla. All for $2.50. One word: Yum. They also serve quesadillas ($3.50) and Frito pie ($3.50) which combines pintos, cheese, salsa, sour cream and lettuce with Fritos. This lunch cart has been serving fresh tacos to the VCU area for five years. 
Starting in May, they'll be at the Byrd House Farmer's Market from 3 p.m. to 7 p.m. In April, they'll be found at the Forest Hill Farmer's Market from 8 a.m. to 1 p.m. And on most First Fridays, they can be found somewhere along Broad Street, serving up finger-licking good tacos to the artsy set. 
You can find out where Nate's is going to be next by following their Twitter feed: http://twitter.com/NatesTacoTruck
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Toastie's Pannini Grill 

E Marshall St. and N 12th St., MCV area, Richmond, VA, 23298 

(804) 648-0044 

Stop by the Toastie's lunch cart for a hot-pressed panini or fresh grilled wrap for $5.50 served with homemade baker's chips. Panninis include chipotle chicken, the club, the caprese, cordon bleu, grilled veggies, pesto chicken, turkey reuben, tuna melt and classic Italian. Or try a grilled wrap like ranch chicken, chicken Caesar, chicken salad or chicken quesadilla. Also serving sides greek pasta salad or fruit salad for 50 cents to $1.25. Toastie's is one of Chef's Mike & Kelly's groups of carts including Mike's, The Tacqueria and Cafe Tara.



[image: Mikes Since 1991]Mike's Since 1991 

E Marshall St. and N 12th St., MCV area, Richmond, VA, 23298 (804) 648-0044 



Grab a cheese steak or a submarine sandwich at Mike's lunch cart serving the MCV area. Philly cheese steaks or chicken cheese steaks are $4.75, while Cajun grilled chicken sandwiches and chicken subs are $3.75. Mike's also serves taco salad, pulled chicken BBQ, Italian heroes, buffalo chicken breast subs and specials like baked spaghetti ($5) and ham and potato cheddar bake ($5). Mike's Since 1991 is one of Chef's Mike & Kelly's groups 

of carts including Cafe Tara, The Tacqueria and Toastie's.















[image: Thai Cabin]Thai Cabin 

E Main St. and S 10th St., Financial District, Richmond, VA, 23285 

(804) 873-7710 

Stop by the Thai Cabin lunch cart for Japanese and Thai dishes like teriyaki chicken, hibachi shrimp and pad thai featuring rice noodles, chopped peanuts, steamed broccoli and tofu. Thai Cabin has been serving downtown Richmond for 14 years. All dishes served with rice or noodles. $5.50 per meal. Also serves miso soup for $1.50 and egg and spring rolls for $1.25. 
Two locations: 
Financial District: E. Main & 10th Street 
MCV: Marshall & 11th Street





[image: Christies Lunchbox]Christie's Lunchbox 

E Cary St. and S 10th St., Financial District:, Richmond, VA, 23218 

Deli sandwiches made to order from scratch on homemade breads from this downtown lunch cart. Everything is made from scratch, from the chicken and tuna salad to the soups and stews. Try a crab salad wrap, a pork BBQ, Virginia style pit cooked, or the Waterboy, which is oven roasted turkey with guacamole, jack cheese and crisp green leaf lettuce. Served on homemade ciabatta, 7 grain, sourdough and more. All sandwiches $5.50. Add a drink and chips for $7. Specials change daily. Christie's also serves big chocolate chip 

cookies and other varieties. Say hi to Tommy Joe Martin, the 

"man in the can." Christie's Lunchbox has been serving Richmond 

for 10 years. 
Two locations: Financial District: E. Cary St. & 10th St. 
                           MCV: 11th & Marshall St.





















[image: Christies New York]Christie's New York 

E Marshall St. and N 11th St., MCV area, Richmond, VA, 23219 

Deli sandwiches made to order from scratch on homemade breads from this MCV area lunch cart. Everything is made from scratch, from the chicken and tuna salad to the soups and stews. Try a crab salad wrap, a pork BBQ, Virginia style pit cooked, or the Waterboy, which is oven roasted turkey with guacamole, jack cheese and crisp green leaf lettuce. Served on homemade ciabatta, 7 grain, sourdough and more. All sandwiches $5.50. Add a drink and chips for $7. Specials change daily. Christie's also serves big chocolate chip cookies and other varieties. Say hi to Tommy Joe Martin, the "man in the can." Christie's Lunchbox has been serving Richmond for 10 years. Two locations: 
Financial District: E. Cary St. & 10th St. 
MCV: 11th & Marshall St.

[image: Red Deluxe Hot Dogs]

Red Deluxe Hot Dogs 

E Main St. and S 10th St., Financial District, Richmond, VA, 23285 

All beef franks for $2.50 and Hebrew hot dogs for $3.75. Ed Claiborne's bright red hot dog stand is hard to miss right in front of CVS on E. Main Street in the Financial Distric. He also serves half-smokes ($3.25), which are a spicy hot dog out of D.C. According to Claiborne, the Richmond hot dog is mustard, relish and onions. And if you really want to make it southern, add some coleslaw to the mix for a Slaw Dog. He also recommends the Carolina Dog which is mustard, onions, chili and coleslaw.















[image: Bombay Express]

Bombay Express 

9th Streets and E. Main St. between 10th, Financial District, Richmond, VA, 23285 

The Bombay Express lunch cart offers a variety of curry dishes, such as chicken mahkami ($5.50), chicken in a creamed tomato sauce with mild Indian spices, tandoori chicken ($5.75) served with ginger paste and indian spices, and different vegetarian dishes every week such as cabbage masala ($4.50) and ghobi masala ($4.50) which is cauliflower with potatoes in ginger, garlic and spcies. All dishes served with rice and raita. Bombay Express has been serving for over seven years. 
Two locations: 
Finacial District; E. Main St. between 10th & 9th Streets 
MCV: E. Marshall & 11th St.







Cafe Tara Mediterranean 

E Marshall St. and N 12th St., MCV area, Richmond, VA, 23298 

(804) 648-0044 

The Cafe Tara cart serves up gyros ($5.50), felafels ($5) and Mediterranean-inspired sandwiches to the MCV crowd. They also serve chicken souvlaki ($5.50), chicken piccata ($5.50), bruschette pomoodoro ($5.50), Chesapeake crab cakes with potatoes or rice and broccoli ($6) and the Italian bake ($5) with sausage, salami and provolone. They also serve greek salads that can be topped with chicken. Chef Tara is one of Chef's Mike & Kelly's groups of carts including Mike's, The Tacqueria and Toastie's.











[image: Olio Mobile Gourmet Sandwiches]Olio Mobile Gourmet Sandwiches 

Grove Ave. and Linden, In front of the VCU Hibbs Building, Richmond, VA, 23260 

(804) 355-5182 

http://www.oliorichmond.com/Home.html

 

Olio Mobile serves gourmet sandwiches, soups and salads, located just in front of the VCU Hibbs Building. The Arc de Triomphe ($7.95), which is home roasted turkey with French brie and applewood bacon on French baguette with garlic aioli is a popular pick and sells out quickly, as well as the Londoner ($6), roasted beef, red peppers, spicy Dijon, cheddar, balsamic & carmelized onions on grilled ciabatta. They also serve fresh side salads like tuscan white beans or pesto pasta salad with beans for $3. So classy, who knew it could come out of a lunch cart? Also serving San Pellegrino, The teas and Fiji water. It's the mobile cart for Olio Bistro, Market and Caterer at 2001 1/2 W. Main St. Olio is one of the few lunch carts that accepts Visa and debit cards. Check out their website for more: http://www.oliorichmond.com/Home.html. And their Facebook page at Olio Cart VCU.









Mobile Munchies 

Linden and West Main Street in between Harrison, At the VCU Commons, Richmond, VA, 23232



Like an island oasis decorated with bright yellow paint and palm trees, this lunch cart has been serving healthy wraps and big sippy cups of limeade to the VCU crowd for 14 years. Their menu is long and packed with all kinds of crazy-yummy sounding wraps packed with hummus, fresh veggies, tabboulleh, 3-bean mix, grilled chicken and much more. You get to pick your sauces for any wrap and can selecte from sweet onion honey mustard, arabi oriental bbq, rosemary ginger peanut (my personal fave), cucumber, cheddar and more. These big wraps are big and require two hands to hold. A popular wrap is The Jank which is 3-bean mix that can be topped with rice or cream cheese ($2 just beans, $2.50 with basmati, $3 all-the-way), the Fresh Grilled Chicken Excursion combines grilled chicken marinated in soy sauce with basmati rice and can be topped with hummus or cream cheese and veggies ($4 or $4.50 with the extras). 
The menu is long and jam packed with fresh-sounding combinations, read it in full here: http://home.comcast.net/~munchies/site/?/home/



Hawk's BBQ 



E Marshall St. and N 9th St., MCV area, Richmond, VA, 23219 

The mobile version of Hawk's BBQ, which has five restaurant locations in the city, has been bringing its signature BBQ sandwiches and wings to the MCV area for nine months. Hawk's serves pork BBQ sandwiches ($4 or $5.50 with chips and soda), beef bologna burgers ($5.25 with chips and a soda), smoked sausage ($3.75), beef hot dogs ($1.75), and hamburgers and cheeseburgers ($3.75-$4). Wing fan? Try the wings, five wings for $3.50 or $5 with fries.





Street Deli 

900 E. Byrd Street (between 9th & 10th), Richmond, VA, 23219 

(804) 852-6821  

www.streetdelirva.com



Lunch Cart in downtown Richmond on E. Byrd Street between 9th & 10th Streets. Serving fresh deli sandwiches ($6): 

Homemade Southern-style Chicken Salad, Club, Smoked Turkey & Swiss, Roast Beef & Cheddar. Hot Paninis ($7): Caprese with Prosciutto, Grilled cheese with Bacon & Tomato, Turkey Pesto, Roast Beef & Cheddar. Salads ($6) Street Deli Garden Salad, Greek Salad, Chef Salad & Caesar Salad. Open Monday - Friday 11 am - 2 pm. Corporate catering is also available. Visit us online at www.streetdelirva.com



[image: Sweet Melissa Cupcakes]

[image: Sweet Melissa Cupcakes]

Sweet Melissa Cupcakes 

E Main St. and S 12th St., Downtown, Richmond, VA, 23298 

(804) 325-3672

http://www.sweetmelissacupcake.com/

Got a sweet tooth on your lunch hour? Stop by Sweet Melissa Cupcakes on 12th and Main for a gourmet treat. Sweet Melissa has four classic flavors every day to choose from including Vanilla, Chocolate, Red Velvet, Carrot, Strawberry, Italian Cream, Hummingbird, and many more!! 11am-2pm Tuesday - Friday

16



image14.jpeg







image15.jpeg







image16.jpeg

5

SOS

=






image17.jpeg

\’ﬂ

;-






image18.jpeg







image19.jpeg







image20.jpeg







image22.jpeg







image26.jpeg



image27.jpeg










The 2010 digital marketer:  
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Foreword


When I meet a new client, I usually start our discussion by asking a series of 
simple questions: How well do you know your customers? Who are they? How 
do they behave? What motivates them to buy your product or service?


On its face, it seems the answers to these very basic questions would be 
obvious. Yet if you get to the bottom of understanding your customer in today’s 
digitally enabled world, you’ll most likely find that your target’s behaviors and 
characteristics are constantly evolving, becoming more elusive every day.


With the current economic environment and the increasing pressure to improve 
the return on marketing spend, it’s imperative that you arm yourself with as 
much data as possible to understand the evolution of the digital consumer.


At Experian Marketing Services,® we look at consumers from many perspectives 
to provide a complete picture of their online and offline activities — including 
the observed online behavior of more than 10 million U.S. Internet users who 
comprise our Experian® Hitwise® panel; our consumer behavior studies at 
Experian SimmonsSM covering 60,000-plus variables; and our rich demographic 
data, compiling information from more than 3,200 sources covering more 
than 215 million households. We help marketers to distill this information into 
effective customer segments with our analytical and consulting services and 
combine it with digital marketing platforms like Experian CheetahMail,® our best-
in-class email marketing service, providing actionable consumer and customer 
data across channels. In this report, we’ve highlighted some key points to 
provide you with an understanding of today’s digital consumer and how best to 
reach them.


Before you continue on, ask yourself this basic question: How well do I know 
my customer — or, more specifically, what assumptions have I made about 
marketing to my prospects and customers?


I am confident that with these questions in mind, the following pages will provide 
some confirmation but also some surprising and actionable insights.


Bill Tancer 
General Manager, Global Research, Experian 
Author of Click: What Millions of People Are Doing Online and Why It Matters







Experian Marketing Services helps leading companies 
from around the world effectively target and engage their 
customers through a full suite of marketing services, 
including email marketing, addressable advertising, data 
enrichment, modeling and analytics, strategic services, 
and consumer and competitive insights.
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Executive summary


Digital marketing has proved its value and effectiveness to the point where it 
is an essential part of any marketing mix. As leading companies worldwide 
continue to shift dollars and resources to digital channels at a faster pace, 
marketers are challenged to develop and execute customer engagement 
strategies that take full advantage of this critically important medium.


Taking into account data-driven benchmarks and trends, it looks like 2010 will 
be a year of growth for marketers, but the weak job market will continue to make 
consumers cautious. In 2009, year-end sales showed improvement in many 
key sectors, and data suggests that marketers can anticipate better results in 
the near future. For example, based on an early look at Experian’s email data, 
transactions were up 2.8 percent for the peak of the 2009 holiday season, and 
overall sales increased 15.2 percent. Looking at the longer period encompassing 
all of December, email-driven sales were up 11 percent, indicating a strong finish 
for 2009. These trends highlight the effectiveness and importance of digital 
marketing even in the face of a challenging economy. 


With marketing effectiveness and accountability on the top of the list for 2010, 
the following report contains trend information; predictive benchmark data; and 
analytical insight necessary for business leaders to maximize digital marketing 
opportunities and return on investment (ROI), including:


A quantifiable analysis on all facets of the digital landscape. It should 
come as no surprise that the Internet is the most important digital media channel 
and email is the most preferred messaging channel for consumers, but how can 
marketers use data to strategically leverage these channels? When it comes 
to email, nine or more of the top 25 keywords utilized in subject lines indicated 
a sale or an offer through words such as free, sale and % off across almost all 
industries last year. In search marketing, most searches tend to be comprised of 
only one to two keywords.


Benchmark information pertaining to the latest emerging digital 
channels. Digital advertising is poised to return to double-digit annual growth, 
increasing 17 percent annually to become a $55 billion industry by 2014. In 
addition, smartphone usage is quickly on the rise, with more than 30 percent 
of consumers using their mobile devices for personal email, maintaining their 
calendars and accessing the Internet. How can marketers capitalize on these 
trends? One idea is through the use of location-based services, which have 
doubled in use in the past year.
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Insight on the multichannel attitudes and behaviors of consumers today. 
More than 40 percent of 18- to 24-year-olds see their mobile phones as the 
primary entertainment device in the future. However, there is a huge generation 
gap for media choice, with consumers 50 and older preferring to use email and 
the Internet as main sources of information and entertainment.


Customer data statistics and tips for digital marketers. Only half of 
businesses said that they have good levels of trust in their data in terms of 
it being clean, accurate and up-to-date, according to recent surveys. Those 
who dedicate more time and resources to leveraging high-quality data can see 
great gains. The use of data modeling has been shown to produce significant 
increases in email performance metrics, with lifts in transactions as high as  
8 percent. 
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Introduction


There is no better way to engage today’s consumer than by using precise, 
data-driven strategies that present the most relevant offers across channels. 
Some of the most valuable and efficient digital channels for marketers include 
email, digital advertising, mobile, search, online communities and social media. 
Infusing these interactive mediums with deep consumer insight helps marketers 
create relevant and engaging multichannel customer experiences that will lead 
to competitive advantage in 2010 and beyond. The following report contains 
benchmark data and recommendations based on anticipated future trends and 
expert analysis. 







Consumer insight
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Consumer insight


At an even faster pace than last year, consumers’ behaviors and preferences 
are shifting in favor of digital experiences and constant connectivity. Social 
networks, GPS-enabled communication devices and interactive video games 
are all a large part of consumers’ lives. They are doing more on the Internet 
than ever before — from banking and booking travel to gambling and sending 
greeting cards, saturating the online channel more every minute while still using 
traditional channels at will.


Recognizing consumers’ behaviors and understanding their attitudes about 
digital mediums is important for any marketer hoping to target their messages 
better and deepen customer engagement. 


Key findings
The Internet is the most important digital media channel, and email is •	
the most preferred messaging channel across all age groups


Online shopping has become a mainstream activity for adults ages  •	
25 to 49


Adults ages 18 to 34 prefer instant messaging, text messaging, •	
mobile phones and social sites as main sources of information and 
entertainment; however, there is a huge generation gap for media 
choice, with consumers 50 and older preferring the Internet to their 
mobile phones


Adults over age 50 tend to engage in online activities like researching •	
financial and medical information, while those ages 25 to 49 spend 
more Internet time managing their daily lives with activities such as 
online banking and reading news
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Media they can’t live without
While consumers’ reliance on certain media varies with age, the Internet is the 
most important medium across all age groups. For secondary channels, older 
groups continue to look to traditional media like television and books while 
young consumers rely on their mobile phones.


 
Media they can’t live without, by age


Source: Experian Simmons Spring 2009 New Media study 


Tip: Consider a mix of mobile marketing for the younger market and targeted 
television advertising for more mature segments.
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Most popular digital messaging channels
Email is still the most preferred electronic messaging channel among all adults; 
however, there is a significant difference by age group. Young adults utilize all 
messaging channels, with text messaging being the most popular. Contrasted 
to that are adults ages 50 and older who clearly prefer email messaging over  
all others.


Sent or received in the last 30 days, by age


Source: Experian Simmons Spring 2009 New Media study


 
Trend spotting: Companies should focus on improving customer 
measurement programs in 2010. In a recent Experian survey of marketing 
technology executives, 42 percent of respondents indicated that they do 
not measure or have customer metrics in place to measure campaign 
response or marketing return on investment.
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Researching before making a purchase
Researching products and comparing prices online before making a purchase is 
nearly ubiquitous for all age groups. Younger consumers tend to use blogs and 
social networking sites for product research more than older consumers.


Researching online products first, by age


Source: Experian Simmons Spring 2009 New Media study 


Tip: Considering that most consumers are using the Internet to do their homework 
before making a purchase, a focus on search optimization, comparison shopping 
sites and banner ads can prove extremely valuable for today’s marketers. 
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Attitudes toward online shopping
Online shopping has become a mainstream activity for adults 25 to 49. 
Compared to all other age groups, they are most comfortable shopping online 
and indicate that the Internet has changed the way they shop, as they use it 
throughout the purchase cycle. Younger consumers appreciate emails about 
new products and services more than older consumers.


Attitudes toward online shopping and the Internet, by age


Source: Experian Simmons Summer 2009 National Consumer Study
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First place people go for information
While the Internet is important to all age groups, how consumers view it as the 
primary resource for information by product category varies by age. Consistent 
patterns across all age groups indicate that the Internet is the source for health, 
automotive and travel information. Younger consumers tend to use the Internet 
first for everyday activities like news, entertainment and shopping for  
consumer electronics.


Percent of adults who go to the Internet first when looking for information


Source: Experian Simmons Spring 2009 New Media study 
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Role of video games in social lives
Consumers ages 18 to 24 view video games as an important part of their social 
lives with friends and family. The social aspect of video gaming extends beyond 
the home for this age group, as they seek to play video games online with others. 
In fact, a majority of younger consumers in the 18- to 24-year-old age bracket say 
video games are a way to connect with others. Older consumers tend to not view 
video games as an important activity.


Attitudes towards video games, by age


Source: Experian Simmons Spring 2009 New Media study
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New media choices for information and entertainment
The importance that adults ages 18 to 34 place on instant messaging, text 
messaging, mobile phones and social sites points to the interconnectedness 
of information and entertainment for these consumers. This always-on/always-
available media mash-up correlates to how important mobile phones are to 
consumers of these age groups. However, there is a huge generation gap for 
media choice, with consumers 50 and older preferring to use email and the 
Internet while connected via landline.


Importance of select media as source of information and entertainment 


Source: Experian Simmons Spring 2009 New Media study
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Traditional media choices for information or entertainment
Most age groups place similar levels of importance on radio and magazines as 
forms of information and entertainment. However, older adults tend to place 
greater importance on newspapers and television to fulfill these needs. 


Importance of select media as source of information and entertainment


Source: Experian Simmons Spring 2009 New Media study


 
Trend spotting: Traditional media continues to play a significant role, 
making it increasingly important for marketers to integrate their online 
and offline messaging and offers.
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Popular online activities
As the Internet has matured, it has become a mirror of the primary activities that 
dominate the lives of different age groups. Adults over the age of 50 engage in 
activities like managing their finances and researching medical inquiries. They 
also devote time to sending electronic greeting cards to friends and loved ones. 
Adults 25 to 49 tend to spend time managing their daily lives online, engaging in 
online banking, shopping, reading news and booking travel. Meanwhile,  
younger adults under the age of 25 spend time online focused on entertainment 
and socializing.


Online activities, by age


Source: Experian Simmons Summer 2009 National Consumer Study


Tip: Reach your customers by using advanced segmentation. A study conducted 
by Experian revealed that 75 percent of businesses use “clustering” techniques to 
understand customers and prospects versus using only basic demographic data.


0% 25% 50% 75% 100% 125% 150% 175% 200% 225% 250% 275%


Watch videos, TV programs/
movies online


Shopping: made
a purchase


Shopping: gather 
information for shopping


Send electronic 
greeting cards


Real estate listings


Read magazines/
newspapers


Online gambling


News/weather


Medical service
and information


Listen to Internet-
only radio stations


Financial information/
stock trading


Download music files


Download/listen
to podcasts


Digital imaging/
photo albums online


Chat forums


Blogs/blogging


Banking


Auctions


Airline/car/hotel info 
or reservations


50+35–4925–3418–24







An Experian benchmark and trend report  |  Page 14


Cost-saving through digital channels
Two-thirds of American households (67 percent) use coupons. Although 
newspapers are still the number-one coupon source, a quarter of American 
households get coupons online today, up 46 percent over the last three years.


Percent of coupon-using households that  
get coupons from select sources


Source: Experian Simmons National Consumer Study, Spring 2006 and Spring 2009 Full Year
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Digital advertising


The economic downturn of 2009 caused the total measure of U.S. advertising 
expenditures to decrease by 14.7 percent, but digital advertising expenditures 
actually grew 7 percent during that same period, representing roughly  
12 percent of all U.S. advertising expenditures.1 Given the exceptional degree 
of accuracy, targeting sophistication and accountability that digital advertising 
offers compared to traditional advertising, it is no wonder that marketers are 
increasingly turning to digital advertising as a means of connecting  
with customers.


Rapid advances in targeting technology and measurability motivate major 
advertisers to reallocate their marketing dollars toward digital advertising.


.


1	 TNS Media Intelligence, Jan-Sept 2009 vs. Jan-Sept 2008


Key findings 
2010 will see the continued shift of advertising dollars from offline to •	
online, growing 13 percent to almost $30 billion


Digital advertising is poised to return to double digit annual growth, •	
increasing 17 percent annually to become a $55 billion industry by 2014


A recent telecommunications trial study found that digital addressable •	
advertising delivered to targeted households improved media 
efficiency by 56 percent, based on the per-spot costs of addressable 
vs. non-addressable ads


Digital advertising technology utilized to instantaneously connect •	
anonymous web users to custom segments has increased clicks and 
conversions by 30 percent and 25 percent, respectively
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Market opportunity
With the economic recovery already underway, 2010 will see the continued shift 
of advertising dollars from offline to online, growing 13 percent from more than 
$25 billion in 2009 to almost $30 billion this year. In fact, after the single-digit 
growth year in 2009, digital advertising is poised to return to double-digit annual 
growth, increasing 17 percent annually to become a $55 billion industry by 2014.2 


2009 2010 2011 2012 2013 2014 CAGR


Mobile 
marketing $391 $561 $748 $950 $1,131 $1,274 27%


Social media $716 $935 $1,217 $1,649 $2,254 $3,113 34%


Email 
marketing $1,248 $1,355 $1,504 $1,676 $1,867 $2,081 11%


Display 
advertising $7,829 $8,395 $9,846 $11,732 $14,339 $16,900 17%


Search 
marketing $15,393 $17,765 $20,763 $24,299 $27,786 $31,588 15%


Total $25,577 $29,012 $34,077 $40,306 $47,378 $54,956 17%


Percent of all 
ad spend 12% 13% 15% 17% 19% 21%


Source: Forrester’s Interactive Advertising Models, 4/09 and 10/08 (US only)


2	 “US Interactive Marketing Forecast, 2009 to 2014,” Forrester Research, Inc., July 2009
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Trend spotting: Going forward in 2010 and beyond, there will be 
increased emphasis on media accountability, advanced analytics, 
audience addressability and stronger attention to customer data privacy.


Addressable advertising
Addressable advertising is the ability to tailor advertisements to audiences 
composed of people sharing similar characteristics. This powerful marketing 
tactic allows advertisers to send highly relevant and data-driven messages to 
specific audience segments across online, television and mobile channels. 
For example, addressable advertising technology could allow an automobile 
manufacturer to serve an advertisement for a luxury model (rather than a base 
model) to only those households within a particular geographic region known to 
have higher average household incomes than other nearby areas.  


Though relatively new, digital addressable advertising helps solve a key problem 
that has plagued marketers since the dawn of mass-media — namely, how to 
identify and target consumers within a particular segment but with enough scale 
and reach to make it cost-effective.


Target audience
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Prospect
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Advertising on digital devices
Today’s consumers have more ways to access, consume and interact with 
digital content and media than ever before. The growth of the smartphone and 
digital video recorder (DVR) are two key indicators of consumers’ preferences 
shifting toward content and media consumption to fit their individual lifestyles. 
Given this trend, it is becoming increasingly critical for marketers to understand 
the linkages between digital devices to help pinpoint when, where and how to 
reach their target audience.


Percent change —2008 versus 2009


People watching TV and using the Internet 
simultaneously at least once per month — June 2009


Percent of people using TV/Internet simultaneously 56.9%


Estimated number of people using TV/Internet simultaneously (000) 128,047


Time spent simultaneously using TV/Internet per person in hours:minutes 2:39


Average percent of TV time panelists spent also using the Internet 2.7%


Average percent of Internet time panelists spent also watching TV 27.9%


Source: The Nielsen Company, A2/M2 Three Screen Report, Volume 5: 2nd Quarter 2009
Figures are from the Nielson’s TV/Internet convergence panel, a sample of 1000 homes and approximately 2800 
people (age 2+)
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Case study: Addressable television advertising
Challenge/objective:  
Comcast Spotlight, the advertising sales division of Comcast Cable, and leading 
media agency network, Starcom MediaVest Group (SMG), were looking to test 
the effectiveness of addressable advertising. The goal was to deliver different 
ads within the same commercial break to different household groupings, based 
on demographics and advertiser segments (but not personally identifiable 
information), in the interest of increasing ad relevance and resonance with the 
target audience. 


Solution:  
Comcast’s data services partner, Experian Marketing Services, assisted 
Comcast in segmenting the market and matching relevant messages to 
groupings of households. During the trial, SMG received reports and analysis 
based on aggregated, anonymized viewership information from Comcast and its 
research partner, TNS Media Research.


Results:  
The trial revealed that viewers who saw advertisements directed at their 
particular segment were less likely to change channels. Comcast and SMG 
found that, overall, homes receiving addressable advertising tuned away 38 
percent less of the time available than homes that received non-addressable 
advertising. The trial also demonstrated a 56 percent greater efficiency from 
sending ads only to relevant groupings.


Sending ads only to relevant groupings 
offered the following result


Efficiency: 56 percent greater


“Across the board, we — like all marketers — have increasingly 
demanded more accountability in our marketing efforts. In a world 
with increased digital resources, converging technologies and 
greater need for fine-tuned consumer focus, there is no reason not to 
demand this accountability from TV advertising. We believe that this 
effort by Comcast in partnership with Starcom MediaVest Group is a 
momentous step towards the future.” 
 
Betsy Lazar 
Executive Director of Advertising and Media Operations, General Motors 
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Case study: Online addressability
Challenge/objective: 
One of the five largest credit card businesses in the world wanted to increase 
online card member acquisitions by targeting product offers to anonymous 
Website visitors. 


Solution:  
To reach this goal, Experian’s lifestyle segmentation tool, Mosaic®, was used 
to build a custom product propensity model. Mosaic is a geo-demographic 
segmentation system developed by Experian including nearly one-quarter 
million block groups classified into 60 segments on the basis of a wide range of 
demographic characteristics.


Results:  
Once the propensity model was developed, Experian’s digital advertising 
platform was utilized to instantaneously assign anonymous Web users to one 
of the custom segments. The creative display and card offers most relevant 
to each segment were then displayed, increasing clicks and conversions by 30 
percent and 25 percent, respectively.


Creative display and card offers displayed to custom  
segments offered these results


Clicks: 30 percent greater


Conversions: 25 percent greater







Email marketing
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Email marketing


Email marketing continues to prosper in the digital landscape as consumers 
and marketers alike look to their inboxes for everything from shopping deals 
and daily news to personal greeting cards and social networking updates. The 
advancement of mobile device technology and prevalence of Internet-enabled 
devices has also amplified customer engagement and revenue generation 
opportunities presented by the email channel. 


Key findings:
Fifty-three percent of online adults say they are either very likely or •	
likely to open an email that contains promotions or coupons


In 2009, emails promoting in-store visits increased by 50 percent  •	
over 2008


The percent of online adults who say they are either very likely or likely •	
to forward emails containing promotions or discounts on to others 
rose to 30 percent in 2009 from 28 percent in 2008


On average, shopping and classifieds received the highest share of •	
traffic referred from Web-based email compared to other industries, 
with 9 percent, followed by news and media, from December 2008 
through November 2009


There was an increase in email volume from the business-to-business •	
vertical on Cyber Monday in 2009, which was much higher than most 
Mondays in November


Holiday email volume rose significantly in 2009, indicated by the 15 •	
percent increase in mid-November 2009 until year-end over the same 
time period in 2008


Across nearly all industries, except travel, nine or more of the top 25 •	
keywords utilized in subject lines indicated a sale or an offer through 
words such as free, sale and % off


The use of the terms •	 Black Friday and Cyber Monday in subject lines 
increased by more than 100 percent each from 2008 to 2009


Although point-of-sale (POS) email data capture yields high •	
acquisition rates, the average bounce rate on initial registration 
confirmation emails is significantly higher than industry bounce rates
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Email offers
Consumers are increasingly focused on getting deals in their inbox. Fifty-
three percent of online adults3 say they are either very likely or likely to open 
an email that contains promotions or coupons. A year ago, only 47 percent of 
online adults said they were likely to open emails sent to them that contained 
promotions or coupons.  


Trend spotting: In 2009, emails promoting in-store visits increased 
by 50 percent over 2008, highlighting the increased usage of email for 
cross-channel marketing.


Likewise, consumers are increasingly likely to pass those deals on. The share 
of online adults who say that they are either likely or very likely to forward emails 
containing promotions or discounts on to others rose to 30 percent in 2009 from 
28 percent in 2008.


Share of upstream traffic from Web-based email
Email continues to be a critical tool for marketers to communicate with 
consumers online. Based on a 12-month average of the share of traffic referred 
from Web-based email services (e.g., Gmail, Yahoo! Mail and Windows Live 
Mail) to select key industries online, shopping and classifieds received the 
highest share with 9 percent, followed by news and media, then banks and 
financial institutions. 


For most retailers, email messages are an important driver for return visits to 
their Websites. For example, in November 2009, 11 percent of the traffic to 
Overstock.com was referred from email, and 62 percent were returning visitors 
who had not visited the Website in the past 30 days. 


Conversely, auto manufacturer corporate and brand sites received the lowest 
share of email-referred traffic with only 3.5 percent and accounted for a much 
smaller portion of the marketing mix. In November 2009, the Websites for both 
Ford Vehicles and General Motors received approximately 4 percent of traffic 
from email, with 83 percent and 81 percent coming from new visitors, 
respectively. This analysis does not reflect email-referred traffic driven to auto 
dealer sites where email is commonly used as a customer acquisition tool.


3	 Defined by Experian Hitwise as adults who spend at least an hour online in a week doing something 		
	 other than email
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Share of upstream traffic from Web-based email


Source: Experian Hitwise, based upon a 12 month average for Dec 2008 through Nov 2009


Year-end email trends by industry
Many companies from across industries bring in nearly half or more of their 
annual goals during the last three months of the year. This year was no 
exception, as email marketers started their holiday campaigns earlier in the 2009 
season and promoted them heavily throughout the last quarter. In fact, mid-
November through year-end had a 15 percent increase in volume in 2009 over 
2008, and the last 12 days of the year had 28 percent higher volume in 2009.


Catalogers
Catalogers mailed more on nearly every day of November 2009 than in 2008. In 
the past, catalogers started mentioning the holidays in mid-November and had 
high volumes on Black Friday and Cyber Monday. However, the largest increase 
in mailing volume came in the first two weeks of December 2009. Catalogers 
increased volumes on Black Friday and Cyber Monday by 4 percent, but the days 
leading up to them had increases as high as 33 percent over 2008.


Multichannel retailers
Multichannel retailers also increased volumes on Black Friday and Cyber 
Monday by 4 percent and 11 percent, respectively. Every day but one (Nov. 2) 
saw more mailings in 2009 than in 2008, with the largest percent increases 
occurring on the weekends. Weekend mailings increased throughout the month 
of November, with Sunday, Nov. 22, coming in with the highest increase of 63 
percent compared to 2008.
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	 Cost cutter:


If you are utilizing remarketing campaigns to re-engage Website visitors 
who have abandoned their online shopping carts, do not feel compelled to 
include a discount offer. Campaigns without an offer tend to garner higher 
unique open and click rates (15 percent and 12 percent, respectively). 


Business-to-business
Interestingly, there was an increase in business-to-business email on Cyber 
Monday in 2009, which was much higher than most Mondays in November. It 
is evident that business-to-business brands took advantage of the high rate of 
email usage during the holidays by sending end-of-year specials and clearance 
emails as well as messages thanking customers for their business.


Consumer products and services
Consumer products and services mailed slightly more on Black Friday and 
Cyber Monday (4 percent and 2 percent, respectively) and had a larger,  
20 percent increase in the Christmas to New Year week. Like business-to-
business marketers, it can be concluded that businesses in the consumer 
products and services industry capitalized on the holiday season by providing a 
context for using their products during this often retail-centric time period (for 
example, recipes for parties or food storage tips for consumers). 


Tip: During the winter holiday season or other retail-centric periods, businesses 
that do not sell products directly to consumers can leverage the use of editorial 
content in email marketing to provide information about products and services from 
their areas of expertise.


Travel and entertainment 
Businesses in the travel and entertainment industries actually mailed  
less during Thanksgiving week of 2009, but the volume increased during  
the beginning (Sunday through Wednesday) of the second and third week  
of November.
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Top words in subject lines
The most popular terms utilized in subject lines are extremely indicative of the 
latest marketing trends. They can also provide insight into the most effective 
triggers for customer response. 


The most popular keywords used in email subject lines continue to indicate a 
sale or an offer. Across nearly all verticals, except travel, nine or more of the top 
25 keywords utilized in subject lines indicated a sale or an offer through words 
such as free, sale, % off, save, $, off and offer. Of particular note, the use of the 
terms Black Friday and Cyber Monday in subject lines increased by more than  
100 percent each from 2008 to 2009. 


	 Top 25 subject line terms


All industry
November 2008 


percent of usage
November 2009 


percent of usage


you/your 17.2% 20.9%


free 16.9% 12.4%


% off 14.2% 9.4%


$ 7.7% 9.2%


ship 12.6% 9.1%


off 10.6% 8.8%


get 6.8% 8.0%


save 7.1% 7.8%


welcome 4.8% 6.5%


gift 4.7% 6.0%


thank 7.0% 5.7%


only 5.0% 5.2%


sale 3.8% 4.6%


shop 5.4% 4.6%


holiday 7.1% 4.2%


new 5.5% 4.2%


now 3.7% 3.8%


offer 3.9% 3.8%


20% 4.2% 3.6%


today 2.1% 3.5%


special 3.3% 3.3%


last 3.5% 3.2%


days 2.3% 3.1%


season 3.3% 2.8%


remind 2.3% 2.3%


Percentages in grey 
represent an increase
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The increase in usage of the term •	 you/your illustrates increased emphasis 
on businesses building more personal relationships with customers by 
addressing them directly


Free•	  and ship remain important subject line terms but appear less frequently. 
One reason for this trend is the increase in customer expectations for free 
shipping offers


Offers and sales were major subject line topics in both years•	


Get•	  is in the top 25 terms for all verticals, but give did not make the list, 
scoring just 0.7 percent


Today•	 , special, last, days and remind all remain popular terms as they work to 
create a sense of urgency amongst consumers


November 2009 top 25 subject line terms 


Business 
products and 
services


Catalogers
Consumer 
products and 
services


Multichannel 
retail


Travel and 
entertainment


you/
your 19.4% free 26.7% you/your 20.3% you/your 16.4% you/your 19.6%


free 15.1% ship 24.1% free 7.0% save 12.0% $ 16.7%


save 7.6% you/your 24.0% $ 6.5% off 11.8% welcome 9.9%


get 6.5% % off 22.0% get 5.6% % off 11.8% free 5.9%


% off 6.0% off 20.1% welcome 5.1% welcome 10.4% save 5.1%


ship 5.7% get 16.0% gift 3.8% $ 9.6% get 4.9%


today 5.5% $ 14.6% ship 3.4% free 9.5% new 4.7%


thank 5.1% save 10.0% now 3.3% only 8.4% last 4.6%


only 4.6% shop 9.5% new 3.2% gift 8.4% time 4.5%


holiday 4.6% 20% 8.8% save 3.2% ship 8.2% today 4.4%


$ 4.6% gift 8.6% thank 3.0% sale 8.1% now 3.5%


sale 4.5% thank 8.0% % off 2.6% thank 6.9% sale 3.5%


new 4.1% only 7.5% birthday 2.6% days 6.2% final 2.8%


now 4.0% last 7.2% special 2.5% offer 5.7% holiday 2.5%


off 3.7% welcome 5.8% today 2.5% shop 5.6% thank 2.3%


offer 3.3% deliver 5.4% off 2.4% get 5.4% only 2.0%


30% 3.2% holiday 5.4% holiday 2.0% special 5.1% win 1.9%


20% 2.9% 30% 4.9% last 1.8% holiday 5.0% birthday 1.9%


special 2.5% clearance 4.5% shop 1.7% new 4.3% special 1.8%


last 2.4% sale 4.4% only 1.7% 20% 4.2% offer 1.6%


time 2.4% offer 4.3% offer 1.6% season 4.0% what 1.6%


$50 2.4% remind 4.2% season 1.6% now 3.9% exclusive 1.4%


best 2.3% season 3.7% time 1.6% today 3.7% rate 1.3%


rate 2.1% days 3.6% sale 1.5% store 3.3% ship 1.1%


season 2.1% our 3.3% 10% 1.3% $10 3.0% off 1.0%
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The business products and services sector utilized a wide variety of offer-•	
based terms, with 30%, $50, best and rate making it into the top 25


Free•	 , ship and deliver are clearly major offers for catalogers. Save and clearance 
were being used more by catalogers in the height of the holiday season


The top term — •	 you/your — indicates a clear connection between consumer 
product and service businesses and their individual customers. The 
percentages of any “top” word are lower given the wide mix of businesses 
and product types in this vertical


The top term — •	 you/your — is lowest for multichannel retailers when 
compared to all other industries. There is a great deal of emphasis on 
offers. Coming in at number 24, the term store made the list for this vertical 
due to the high volume of multichannel businesses using email to promote 
in-store sales


Email address verification
For the many businesses that utilize email as a core marketing channel, it is 
imperative to increase the number of correct addresses being captured through 
the implementation of email address verification practices. Wrong addresses 
in a database represent a loss in potential revenue from future marketing 
campaigns. Below are five steps to help ensure email address quality, both at the 
point of entry and on the back end.


The five layers of email address verification:
Look for syntax errors1.	  
The most common form of email validation: Is there an “@” sign? Are there 
forbidden characters such as a space or an asterisk? Does the address 
contain the necessary number of characters, e.g., not a@b.c? 


Check for spelling mistakes2.	  
Online forms will often request users to enter their email a second time to 
“confirm email address” and check if both addresses match. It should come 
as no surprise, however, that many people simply copy and paste into this 
field, leaving high potential for erroneous entries.


Ensure domain validity3.	  
Many domains do not accept or transmit email. For some, this is overtly 
defined, while for others — such as recently purchased domains — the 
necessary functionality may just not have been turned on.


Compare against a list of known spammers4.	  
This little-known tactic can help weed out illegitimate registrations and 
defend the quality of your data. Some providers of email verification 
services have master lists of known spammers and fake email addresses, 
such as test@test.com. 







Page 29  |  The 2010 digital marketer


Check the user name5.	  
Many email servers are configured to allow the existence of an email 
account to be verified without a fully formed email address actually being 
sent or received. This is done, often through a third-party vendor, by 
sending an email to that particular server and waiting for a response. 
Enforcing this layer, in combination with the four layers on the previous 
page, should enable marketers to ensure the receipt of a deliverable email 
address when requested.


Point-of-sale (POS) email address capture
Looking at 45 million emails from a subset of 12 companies that acquire data at 
their brick-and-mortar POS locations, Experian CheetahMail Strategic Services 
found that POS data capture yields high acquisition rates. However, the average 
bounce rate of initial registration confirmation emails is significantly higher 
than industry bounce rates, as well as other organic acquisition sources, such 
as online checkout and email signup. For example, welcome emails tend to 
see bounce rates of around 5 percent, which is higher than the overall industry 
benchmark of 3.7 percent.


Trend spotting: Acquisition is only part of most marketers’ plans.  
An Experian QAS survey from March 2008 found that 85 percent of 
businesses are focused on some form of retention to drive  
business growth. 







Mobile marketing
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Mobile marketing


While the recession slowed the adoption of mobile marketing in 2009, the 
percentage of U.S. consumers with a mobile phone rose, making this important 
channel a sure bet for continued investment by marketers. Text-message-based 
marketing continues to dominate; however, as smartphone penetration grows, 
the success of Apple’s iPhone and the RIM Blackberry coupled with investments 
in 3G mobile broadband by AT&T and Verizon, the nation’s largest wireless 
carriers, have put the Internet into the pocket of millions of consumers. The 
tidal wave of new smartphones entering the market is expected to dramatically 
increase the number of mobile Web users, making display advertising and 
mobile search viable options for marketers wanting to reach the U.S. population.


Key findings:
The number of mobile phones in the United States is now at  •	
276.6 million, nearly 90 percent of the U.S. population


Smartphone usage is quickly on the rise, with more than 30 percent of •	
consumers using their mobile phones for personal email, maintaining 
their calendars and accessing the Internet


Use of GPS-based services has doubled in the past year, driven by •	
smartphone applications


More than 40 percent of 18- to 24-year-olds see their mobile phones as •	
the primary entertainment device in the future
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Marketing opportunity
Predictions for mobile marketing’s breakout took a back seat to the recession 
over the past year. eMarketer has estimated that the market for mobile 
advertising will exceed $500 million in 2010 as marketers continue to test various 
mobile strategies and is expected to reach $1.5 billion in 2013. While marketers 
have yet to scale up their mobile marketing efforts, mobile phone adoption has 
reached maturity, ensuring that growth in mobile advertising is sure to follow. 
Current reports indicate that the number of mobile phones in the United States 
is now at 276.6 million — nearly 90 percent of the U.S. population.4 In addition, 
Experian Simmons research has found that the future of telephony is mobile, 
with more than 75 percent of 18- to 24-year-olds using their mobile phones as the 
primary device to make and receive phone calls. 


U.S. mobile advertising spending, 2008–2013 (millions)


Source: eMarketer, Mobile Advertising and Usage, April 2009


Prior to the introduction of the iPhone in 2007, the vast majority of mobile phones 
only supported text-based messaging (SMS), and the majority of mobile users 
continue to take full advantage of SMS, with more than 70 percent of consumers 
using their mobile phones for text messaging. Catering to the communication 
preferences of this SMS-savvy audience, mobile marketing programs such as 
click-to-call, mobile coupons and sponsored news alerts currently dominate 
most mobile marketing strategies. However, with the introduction of more 
smartphones and the expansion of 3G networks, mobile Internet marketing 
methods of display and search advertising are each projected to overtake text-
based ads by 2013.


4	 ctia.org, Wireless Quick Facts, CTIA 2009
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U.S. mobile advertising spending by format— 2008–2013 (millions)


2008 2009 2010 2011 2012 2013 CAGR


Messaging $192.0 $228.8 $284.6 $340.3 $387.6 $436.8 17.9%


Display $70.4 $104.0 $166.0 $257.3 $376.2 $546.0 50.6%


Search $57.6 $83.2 $142.3 $232.4 $376.2 $577.2 58.6%


Total $320.0 $416.0 $593.0 $830.0 $1,140.0 $1,560.0 37.3%


Note: numbers may not add up to total due to rounding. 
Source: eMarketer, September 2009


Consumers’ behaviors and attitudes towards mobile devices
While there is significant divergence among different age groups and their 
attitudes about their mobile phones, one thing is for sure: Consumers always 
carry their mobile phones. More than 70 percent of mobile phone owners across 
all age groups report that they don’t leave home without their mobile phones. 
This should come as no surprise, given the evolution of how people use their 
mobile devices. 


Importance of mobile phone, by age  
(among mobile phone owners)


Apple’s iPhone, as well as the Apple iTouch, have undeniably changed the 
way consumers think about their mobile phones. eMarketer reports that these 
two devices represented 57.6 percent of mobile Web usage in August 2009. 
Blackberry was a distant second at 16.9 percent. 
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The utility of smartphones is represented in the following chart identifying 
mobile phone activities engaged in the last 30 days, based on information from 
the Experian Simmons Spring 2009 New Media Study. The 30 percent of mobile 
phone users who have played games, sent or received personal email, and 
maintained calendars or appointments represent a strong adoption of standard 
personal digital assistant (PDA) features. At the same time, the engagement 
power of smartphone features is evident in the 30 percent who accessed the 
Internet, the 13 percent who downloaded music, the 10 percent who accessed 
their social network account and the 8 percent who shopped with their phone. 


Trend spotting: With the recent introduction of the Apple iPhone 
3Gs, Palm Pre, HTC Droid and Google’s Nexus One, consumers will 
have more access to mobile Web applications in 2010, providing more 
advertising opportunities for marketers.


Mobile phone activities engaged in last 30 days


Source: Spring 2009 Experian Simmons New media Study
Base population: adults who spent one hour or more online per week doing something other than email


Trend spotting: Mobile advertising including mobile search, social 
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Trend spotting: Mobile advertising, including mobile search, 
social networks and location-specific services, will become more 
viable marketing strategies as consumers continue to adopt 
smartphone technology.


Consumer response to mobile advertising
The mounting utilization of mobile technology combined with the 
concurrent expansion of mobile services creates a powerful new channel 
through which marketing messages can be effectively delivered to 
individuals. Consumers respond differently to text-based ads, especially 
by age group. In general, older consumers don’t find text-based ads useful, 
while younger consumers ages 18 to 24 find all text-based advertising 
useful. Interestingly, there is very little difference in the way consumers 
view the usefulness of advertising received from companies that have 
permission to send them messages as opposed to those that do not. 


Usefulness of certain ads on mobile phones, by age 


(among mobile phone owners)


Tip: Consider offering coupons or special offers that can be redeemed locally 
when planning incentive-based mobile marketing programs. 
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Case study: Mobile couponing
Challenge:
EZ Lube, a privately held fast oil change company with 80 locations in Southern 
California, wanted to acquire new customers and deliver coupons for EZ Lube 
car care services via the mobile channel. The goal was to build a network of 
clients who were open to receiving loyalty and retention messages via their 
mobile phones.


Solution:  
The address of each EZ Lube location was matched with the SmartReply Mobile 
Network publisher coverage. Leveraging requested subscription-based text 
message alerts, EZ Lube delivered 500,000 sponsored text messages in six 
weeks via the network. 


EZ Lube executed an A/B Split in creative for the following two variations:


“Win 1 Year Free Oil Changes. Reply EZ”•	


“Oil change? SAVE @ EZ Lube now! Rply EZ1” •	


Consumer response rate 30-day ROI


Responders 1.4% 210%


Mobile Club 21% N/A


Results:
EZ Lube converted approximately 0.3 percent of impressions as opt-ins to 
a mobile network. They expect to build a network of more than 1,700 mobile 
numbers that can be reached at any time. Consumers are being acquired at a 
cost of less than $6 each. 


ROI: Assuming 5 percent of responders redeem offer at EZ Lube and 15 percent of EZ Mobile Club Marketing 
members redeem offer at EZ Lube
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Multichannel customer experience


While digital channels are extremely efficient mediums for many businesses, 
most companies are still experiencing true gains from traditional channels 
such as direct mail. Furthermore, foundational marketing elements such as 
data quality and hygiene are vital to marketing efforts through all channels. 
Understanding the trends in traditional marketing channels and utilizing best 
practices pertaining to data acquisition, cleansing and storage can prove 
valuable for even the most digitally attuned businesses.


Key findings:
Only half of businesses said that they trust their data in terms of it •	
being clean, accurate and up-to-date, according to a recent survey 
conducted by Experian QAS 


In 2008, about 17.3 billion catalogs were mailed (down significantly •	
from 2007). In 2009, that number looks to be even lower


According to a USPS•	 ® study, consumers who received a catalog spent 
28 percent more on the retailer’s site than those who did not receive  
a catalog


The use of data modeling has been shown to produce significant •	
increases in email performance metrics, with lifts in transactions as 
high as 8 percent
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Data quality
The quality of a business’s data can have a significant and direct impact on its 
digital efforts. For example, targeted marketing programs can be completely 
ineffective if external data, such as demographic or lifestyle information, is 
incorrect. Duplicate customer entries within a customer file can also negatively 
skew customer engagement initiatives and lead to missed opportunities 
for marketers. If a business has confidence in its data, its marketers can be 
confident that the offers they create from analysis of that data results in effective 
and relevant marketing that compels customers to act.


Data quality today
Data quality problems cost most companies about 10 percent of their annual 
revenue.5 Despite this known fact, a recent survey conducted by Experian 
QAS revealed that only half of businesses trust their data to be clean, accurate 
and up-to-date. Furthermore, only 45 percent of organizations surveyed had a 
documented data-quality strategy, and 50 percent of them update their database 
less than once a quarter. The three main reasons for these situations were 
insufficient internal resources, lack of budget and lack of data strategy. The 
strong disconnect between what organizations hope to get out of their data  
and how much they actually take care of it shows the need for an overall data-
quality strategy.6


Case study: Data hygiene 
Using Experian’s proprietary tools to fix incorrect addresses (for example, 
correcting the address “19786” to “19786 NW 62nd Ave” or “136 Way” to  
“3260 SW 136th Way”) and link the same individual to multiple geographic 
addresses, one organization was able to identify nearly 20 percent more 
duplicate entries in its customer file. 


Results:  
These entries were projected to affect more than $5 billion of total sales, 
dramatically improving how this company marketed to its best and most  
loyal customers.


Trend spotting: Technology which enables organizations to 
understand their customers and target them more effectively is 
predicted to continue to attract investment.


5	 Data Quality, The Field Guide, by Thomas Redman
6	 Contact data management: the wise investor. March 2009. Experian QAS. Research performed by 		
	 Dynamic Markets.
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Case study: Real-time address verification
Challenge: 
Incorrect addresses compromised drugstore.com’s ability to fulfill customer 
orders within desired service times. As a solution, drugstore.com installed real-
time address verification at the point of entry.


Solution:
Using real-time address verification software from Experian QAS, drugstore.
com was able to significantly reduce costs associated with incorrect addresses 
by more than two-thirds and increase the number of packages delivered on time, 
both of which led to improved customer satisfaction levels. 


“We have the potential to realize even greater savings. But we’ve 
chosen to take a less intrusive approach that allows us to use the 
software to correct a significant number of addresses, yet limits the 
burden placed on our customer, preserving the overall experience – a 
philosophy that works well with our business model.” 
 
Ron Kelly 
VP of Customer and Pharmacy Services, drugstore.com 


Tip: To improve data quality, verify information before it enters a  
database — correcting contact information is always easier when the customer 
is engaged. Use verification tools that prompt either the staff representative or 
audience member to complete missing contact details and comply with  
formatting standards. 
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Direct mail
Over the last two years, marketers have significantly trended away from using 
direct mail to engage their customers. In 2007, about 19.5 billion catalogs were 
mailed. That number dropped to 17.3 billion in 2008, and it appears to have 
dropped even lower in 2009. According to the USPS, approximately 215 billion 
direct mail pieces (overall) were mailed in 2007. In 2008, that number dropped  
to 203 billion pieces, and, in 2009, the amount of direct mail sent was even  
lower — coming in at just over 170 billion pieces total.7  


Trend spotting: The United States Postal Service is projecting a 
volume of 166 billion pieces for 2010.


Change in volumes by mail class  
(indicated by the United States Postal Service)


First Class Mail -8.6% in FY09 -7.9% projected in FY10


Standard Mail -16.5% in FY09 -4.6% projected in FY10


Periodicals -7.6% in FY09 -5.9% projected in FY10


Total -12.7% in FY09 -6.2% projected in FY10


Despite these trends, reducing direct mail volumes may not be in the best 
interest of a company’s bottom line. According to a USPS study, consumers 
who received a catalog spent 28 percent more on the retailer’s site than those 
who did not get a catalog.8


Trend spotting: Regardless of the movement of advertising dollars from 
printed mail to digital mediums, feedback from a number of Experian 
Marketing Services’ clients indicates that many businesses are going to 
slightly increase their use of printed mail this year.


7	 The Journal of Postal Commerce, PostCom Bulletin, Dec. 4, 2009
8	  The Wall Street Journal, “In Digital Era, Marketers Still Prefer a Paper Trail,” Oct. 16, 2009
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	 Cost cutter


Instead of mailing a catalog for each mail event, consider sending out First-
Class Mail® postcards with a discount or special offer to drive recipients to 
your Website or online catalog. The cost of doing this is much lower, and 
the positive impact can be just as strong.
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Case study: Driving dynamic content with data modeling
To model the propensity for customers to match a given persona for more 
targeted marketing, 1-800-FLOWERS utilizes customer data collected 
organically in-store and online as well as information from third-party sources 
such as Experian’s INSOURCESM database. INSOURCE includes up-to-date 
information on approximately 215 million individuals and 110 million living units 
across the United States. Combining INSOURCE information with collected 
customer information allowed 1-800-FLOWERS to anticipate future behaviors 
and buying trends, cross-sell more effectively, develop new products and 
services and modify customer contact strategies.


Results:
There were significant increases in performance metrics after the inclusion of 
modeled content in 1-800-FLOWERS’ marketing programs. In tests, modeled 
dynamic content lifted transactions by as much as 8 percent. In addition, emails 
utilizing modeled dynamic content had higher initial total opens and clicks than 
standard emails without modeled content.







Online communities 
and social media
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Online communities and social media


Online communities and social media Websites have started one of the most 
remarkable social evolutions of our time. As today’s businesses seek new  
ways to create networks that cater to consumers’ ever-changing needs and 
interests, the networks of today are just the beginning in finding ways to connect 
and share. 


Key findings:
There are currently more than 5,580 social networks beyond top sites, •	
such as Facebook, MySpace and Twitter


Social networking has continued to be one of the most popular •	
activities online, with the number of users nearly equal to those 
utilizing online search


The average visit time for social networking Websites was 17 minutes •	
and three seconds in November 2009


The social networking audience is increasingly shifting toward an •	
older demographic


Facebook captured 64 percent of visits to the social networking •	
category in November 2009, and visits increased 172 percent when 
compared to 2008


Facebook was the top-searched term overall in 2009 and moved up •	
from the 10th spot in 2008


Although Twitter is fourth in social networking site popularity, its •	
share of the category and visits grew 585 percent from 2008  
to 2009
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Social networking industry snapshot
Today, there are more than 5,580 social networks beyond top sites, such  
as Facebook, MySpace and Twitter. Social networking has continued to be one 
of the most popular activities online, with the number of users nearly equal to 
those utilizing online search. The social networking category has experienced a 
resurgence of growth as Websites like Facebook and Twitter have increased in 
popularity. Visits to a custom category of 155 social networking Websites 
increased 67 percent in November 2009 when compared to August of 2008 and 
represent one in 10 of all Internet visits. Furthermore, the average visit time for 
social networking Websites was 17 minutes and 3 seconds in November 2009.


Monthly market share of visits to social networking Websites


Monthly market share in “All categories,” measured by visits, based on U.S. usage.
Created: 12/18/2009. © 1998–2009 Hitwise Pty. Ltd.


 
Trend spotting: Many of today’s consumers now recognize social 
networking brand logos for most sites, and this intrinsic identification is 
becoming more prominent with time.
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Tip: Consider adding social networking site logos to your email creative. It is 
recommended that images be sliced and coded so that both the width and height 
are greater than 50 pixels. 


Age of visitors to social networks
More than half of the visits to social networks continue to be from Internet  
users under the age of 34, but the audience is increasingly shifting toward an 
older demographic. For the 12 weeks ending Nov. 28, 2009, visitors 55 and over 
to the social networking category increased 77 percent to represent 12 percent 
of total visits, up from 7 percent the previous year. The aging of the social 
networking category has attracted a large number of marketers who hope to 
reach an audience that is beginning to mirror the general population both online 
and offline. 


Trend spotting: Successful social media strategies will offer more 
relevant content and meaningful interactions that cater to specific age 
groups and interests.   


Age of visitors to social networking


RepresentationAge
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Most popular social networking websites 
Facebook captured 64 percent of visits to the social networking category in 
November 2009, and visits increased 172 percent when compared to November 
2008. In addition, Facebook was the top-searched term overall in 2009 — 
moving up from the 10th spot in 2008. Twitter also captured a higher share of the 
category, and visits grew 585 percent from the previous year. It is important to 
note that the growth for both Facebook and Twitter only includes visits to the 
Websites, so the inclusion of mobile applications would likely provide higher 
growth for each of the networks. 


Most popular Websites in social networking


November 2009 November 2008 YoY% Change


Facebook 64.00% 23.50% 172%


MySpace 26.46% 62.85% -58%


Tagged 2.12% 2.25% -6%


Twitter 1.44%  0.21% 585%


myYearbook 0.90% 1.76% -49%







Search marketing
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Search marketing


Search is the online navigation tool of choice for today’s consumer, with paid 
search still dominating as one of the top online marketing channels. Businesses 
can achieve major lifts in revenue, grow market share and significantly 
strengthen brand integrity by gaining a deep understanding of the terms that 
drive paid and organic traffic to competitor Websites. This knowledge will 
provide an added advantage when planning, monitoring and measuring search 
marketing campaigns.


Key findings:
The majority of searches continue to take place on Google, followed by •	
Yahoo! Search and Bing


Many searches tend to be branded or navigational and comprised of •	
only one to two keywords


Consumers continue to start offline shopping trips while online at •	
home, with the searches for the portfolios of terms related to printable 
coupons and store locators increasing 61 percent and 77 percent, 
respectively, year over year
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State of the global search market 
In the United States, visits to search engines represented 10.24 percent of all 
Internet visits in November 2009, with the majority of searches taking place on 
Google. Across five countries, Google captured the highest share of searches 
among major search engines for the 12 weeks ending November 28, 2009. Brazil 
was the market leader, with the highest share of Google searches coming in at 
nearly 97 percent during that time frame, followed by Australia and the United 
Kingdom with 82 percent. 


Share of searches by search engine, 
12 weeks ending November 28, 2009


US Canada UK AUS Brazil


Google 71.1% 81.7% 89.0% 89.2% 96.8%


Yahoo! Search 15.9% 7.1% 5.4% 4.9% 0.5%


Bing 9.3% 7.3% 2.8% 4.5% 1.3%


Ask 2.6% 3.5% 1.9% 0.3% 0.2% 


Source: Experian Hitwise, 12 rolling weeks ending November 28, 2009
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Search keyword trends
Many searches tend to be branded or navigational and comprised of only one to 
two keywords. This holds particularly true in the United Kingdom and Australia, 
where the share of searches that contain one to two keywords represent 56 
percent and 51 percent, respectively, of all searches during the 12 weeks ending 
Nov. 28, 2009. The longest search queries took place in Brazil and the United 
States, where 23 percent and 18 percent of searches contained five or more 
keywords, respectively. 


Share of searches by number of keywords, 
12 weeks ending November 28, 2009


Source: Experian Hitwise, 12 Rolling Weeks ending November 28, 2009
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Searches influencing offline purchases
Consumers continue to start offline shopping trips while online at home. 
Searches for store locators and printable coupons reached the second highest 
peak since the week of Thanksgiving and Black Friday during the week ending 
Dec. 12, 2009. Searches for the portfolios of terms related to printable coupons 
and store locators increased 61 percent and 77 percent, respectively, year  
over year. 


Searches for store locators and printable coupons


Weekly share of traffic from each portfolio to “All categories,” based on US usage. 
Created 12/16/2009. ©1998–2009 Hitwise Pty. Ltd.
Source: Experian Hitwise, based weekly data for the weeks ending Dec. 15, 2007 through Dec. 12, 2009
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Searches for ‘walmart store locator’ were the most popular among the portfolio 
of store locator terms during the 2009 holiday season and received 4.6 times 
more clicks than the second-ranked term, “marshalls store locator.” Staples, 
Target and Toys“R”Us followed in terms of the top five store locators being 
searched for during the week ending Dec. 12, 2009.


Search terms in store locator,
week ending December 12, 2009


 


Clicks


walmart store locator


marshalls store locator


staples store locator


target store locator


toys r us store locator


hallmark store locator


big lots store locator


apple store locator


kroger store locator


best buy store locator


Search terms
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Searches for the generic term ‘printable coupon’ were the most common among 
the search terms in the printable coupon portfolio and were primarily driving 
traffic to coupon aggregator websites like Coupons.com and Coupon Cabin.  


Search terms in printable coupons,
week ending December 12, 2009


 


Clicks


printable coupons


kohls printable coupons


old navy printable coupons


toys r us printable coupons


bath and body works printable coupons


printable grocery coupons


free printable grocery coupons


free printable coupons
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printable victoria’s secret coupons
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Conclusion


Understanding the digital landscape as it exists today and combining this 
knowledge with consumer insight and data-driven best practices is key to 
marketing success. Businesses continue to advance their marketing strategies 
as consumers engage with new technologies and competition stiffens across 
the industry. Those marketers who strategically incorporate data analysis and 
key trends into their marketing strategies will deepen customer engagement and 
increase ROI now and into the future.


For more information, please call Experian Marketing Services at 1 888 404 6911 
or visit us online at www.experianmarketingservices.com.


Experian Marketing Services helps leading companies from around the  
world effectively target and engage their customers through a full suite of 
marketing services, including email marketing, addressable advertising, data 
enrichment, modeling and analytics, strategic services, and consumer and 
competitive insights.



http://www.experianmarketingservices.com
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