




Even the best recipes sometimes need a little tinkering. 
Over the past three years, Hannaford supermarkets, a 
grocery retailer with 158 stores in New York and New 
England, has developed Hannaford fresh magazine, a 
quarterly custom publication that initially consisted 
almost entirely of recipes. But Hannaford realized that it 
could develop a stronger connection with its customers 
by sharing more about its passion: the company’s motto 
is “For the love of food.”

For help with the magazine’s retooling, Hannaford turned 
to The Pohly Company, a custom publisher in Boston. 
Pohly was a good fit for the relaunch of Hannaford 
fresh in part because of its experience publishing other 
retail food magazines. “The Pohly Company offered 
Hannaford a chance to mail out unique content, draw-
ing on the company’s network of cookbook authors 
and food experts,” says Dawn Silvia, Pohly director 
of communications.

In turn, The Pohly Company leverages the Hannaford 
marketing department’s knowledge of what customers 
are interested in as well as current food trends to 
develop editorial that meets customers’ needs. In addi-
tion, the two teams coordinate editorial coverage to 
support product launches. 

“Good customer communications means not only creating 
meaningful experiences to enhance customers’ lives, but 
also creating two-way dialogue that will ultimately help 
the company grow,” explains Diana Pohly, president of 
The Pohly Company. “In Hannaford fresh, we use credible 
journalism and great photography to create an emotional 
connection that engages each customer, while providing 
information that customers want and need.”

Beyond merely printing recipes, the magazine is now 
about fostering the customer’s passion for food and 

building loyalty. “The magazine works to inspire custom-
ers to try new foods and it supports their choice to shop 
at Hannaford,” says Pohly.

The first issue of the newly designed 48-page magazine 
was packed with a range of information — from buying and 
storing seafood to choosing wines for the summer to ideas 
for eating well when you’re short on time and on a budget. 

The magazine also puts Hannaford associates in the 
spotlight, strengthening the personal connection with 
customers. In the premiere issue of the refreshed Hannaford 
fresh, seafood category manager Terry Harriman educates 
readers about seafood — a summertime favorite.

The magazine still contains plenty of recipes to keep 
customers inspired and trying new foods. Features in the 
first relaunch issue helped customers plan for summer 
meals with information and recipes on grilling, planning 
for a picnic and making the most of summer fruit.

“Hannaford customers are curious about trying new foods 
and learning about fresh ways of working with familiar 
foods,” says Silvia. “Hannaford fresh helps them get more 
comfortable with cooking and using new ingredients in a 
practical way. By providing content that they can’t get 
elsewhere, it becomes a valuable resource that reinforces 
their enthusiasm for food.”  *

How do you make your brand leap off the page? Give consumers 
more than just a product pitch.

bursting with ideas

“Good customer communications means 
not only creating meaningful experiences to 
enhance customers’ lives, but also creating 
two-way dialogue that will ultimately help the 
company grow.”

— Diana Pohly
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Back in the Dark Ages of the online world — a decade 
ago, give or take — online companies had a hunch they 
were onto something big. Internet marketers foresaw 
a time when the old bastions of marketing would fall: 
A new world required new rules. 

“Initially, the Internet advertising people didn’t learn a 
thing from direct mail marketers. They thought direct 
mail was a horrible disease spread by people in bad 
clothes,” says Peter Blau, co-founder of Customer 
Growth, Blau Moritz Klang Inc., based in Westport, Conn. 
“The problem was that Internet people didn’t think they 
had anything to do with direct marketing; they wanted to 
avoid it like the plague.” 

On the flip side, says Blau, direct marketers, being 
steeped in the past, often ignored or discounted the 
impact of the Internet. 

Several years and untold dot.com carnage later, both 
sides have come to realize that each has some valuable 
lessons to impart to the other. “The Internet has not 
changed the fundamental rules of direct marketing,” 
says Blau. “You’re still talking about human psychology 
and how to motivate a customer to buy. The methods 
may change, but the principles remain the same.” 

Those principles, according to Blau, fall into three cate-
gories: grabbing customers’ attention, offering them a 
unique selling proposition, and keeping them involved. 
“Learn what key benefit will motivate your customer to 
buy and dramatize it in your creative,” says Blau. “That’s 
important online as well as offline.”

One valuable lesson that direct marketers have taught 
Internet marketers is the strength of segmentation. 
“The initial idea of the Internet was that they’d reach you 
with the right message at the right time, which is a nice 
thought, but the way that really happens is segmentation,” 

says Blau. “Direct mail marketers knew 
about segmentation 50 years ago. Internet 
marketers are learning it as we speak.” 

And at the same time, direct market-
ers learned they had to tie in with 
the Internet to protect and grow 
the businesses. “If you had previ-
ously existed solely on direct mail, 
you now had to allow and encour-
age customers to respond via the 
Internet,” says Blau. 

Blau points to Dell as one clas-
sic example of successfully blending 
old and new marketing: their direct mail 
catalogs drive customers to the Web site 
to purchase the company’s products. Airlines 
have also learned to combine traditional direct mail 
offers with personalized e-mail updates, incorporat-
ing the Internet into the overall marketing plan without 
eschewing direct mail. 

Customer Growth puts those principles to work on 
its own clients by encouraging them to create a “land-
ing page” — an electronic business reply card of sorts 
— to field Web responses to a direct mail piece. That 
practice started years ago and continues today as Web 
responses make up an ever-larger percentage of over-
all direct mail responses. 

“Direct mail is still a fantastic, targetable medium that 
grabs your attention,” says Blau. “Every business that 
serves a mass market audience in America is a multi-
channel business, and paper is one of those channels.”

Which just goes to show you that as much as things have 
changed since the advent of the Internet, they’ve pretty 
much stayed the same too.  *
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Internet and direct mail team up for great results

two-fisted attack 
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the resistance movement
Marketers say they’ve done much to make their efforts more  

consumer friendly. But have they gone far enough? 

Since the late ‘90s, we’ve been hearing about 
the Brave New World of marketing. Consum-
ers, we’re told, are more sophisticated and 
more adept at ignoring marketing messages. 
To be successful, marketers need to get out of 
the clutter business and start giving consum-
ers more power and greater value from the 
brand experience. 

Yet many marketers still operate the way they 
did 10 years ago. Such Old School adherents 
are in for some rough times ahead, accord-
ing to a 2005 Yankelovich study on marketing 
receptivity, which documents record levels of 
consumer resistance to marketing. The resis-
tance is particularly keen when the consumer 
views the message or the method as an inva-
sion of privacy (see chart below). 

Why, then, do such tactics continue? “Market-
ers are certainly trying to figure out ways 
to better engage consumers in the market-
place,” says Yankelovich president J. Walker 
Smith. “But it’s all still based on the notion that 
marketers are in control of the relationship. 
One of the things we’re trying to emphasize 
with our research is that consumers don’t 
want more of the same, they want something 
fundamentally different.”  

The typical response to such resistance is to 
simply increase ad budgets. But according to 
Smith, that has the ironic effect of increasing the 
resistance. “You’re only continuing to increase 
the noise and the clutter, and that’s just going to 
make consumers more disengaged.” 

The challenge, says S mith, is to rethink the 
brand interaction and deliver consumers a 
valuable experience. “The new currency of 
the marketplace is giving people an experi-
ence that’s worth their time,” he says. “I’m not 
going to open up the envelope if it’s just anoth-
er pitch, if it’s not something that’s worth the 
two or three minutes of my time.” 

Tactics might include enhancing a direct mail 
piece with some useful information. “It could 
be a message or useful nugget of information,” 
says Smith. “Or a Web site link to go and get 
something more valuable.”   *
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consumers dislike ...

Sale of e-mail lists without 
permission	

Sale of mailing lists 	
without permission	

Unsolicited marketing 
phone calls

	 	

80%

79%

74%

top 10 	
     marketing preferences
 Respondents prefer marketing that …

1. 	 Is short and to the po
int 

2. 	 They can choose to se
e when it is 	 	 	

	 most convenient for them

3. 	 Is personally communicated to them 		 	

	 by friends or experts
 they trust

4. 	 Provides information about price 	 	 	

	 discounts or special deals

5. 	 Is customized to fit their speci
fic 	 	 	

	 needs and interests

6. 	 Compensates them for their time 	 	 	

	 and attention

7. 	 Provides information about 	

	 competitive brands

8. 	 Has asked for and rece
ived their 	 	 	

	 permission ahead of time

9. 	 They can personalize to fit their own 		 	

	 interests and needs

10. 	 Is associated with a magazine, TV 	 	 	

	 program or organization about 	 	 	 	

	 which they are enthusi
astic 
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direct – it’s in our DNA
The idea of “direct” is central to the DNA of the Dell orga-
nization. As the company has evolved, the one consistent 
element has been direct. When Michael Dell started this 
company 22 years ago, he began with the notion of bringing 
computers directly to the consumer with no middleman. 
And that couldn’t have happened without continued and 
strategic use of direct marketing and direct mail. 

Because we have that direct relationship with consum-
ers, we know more about them. We know their purchase 
history and can direct communications that are relevant 
to them. So it becomes this really positive experience 
because we have this direct relationship. 

We’re currently in the process of fine-tuning our direct 
communication process. We send an amazing amount 
of direct mail, and our data-mining capabilities are finally 
catching up with the richness of our data. 

We’re moving from the typical “spray and pray” approach 
to mailing more but smaller pieces that are much more 
highly segmented and relevant. Direct mail is one of the 
fastest-growing budgets in our marketing spend.

For example, we’re using customized digital printing for our 
back-to-school push this year, targeting customers based 
on the hardware configurations and software selections 
from their original purchases. We’re also doing a very large 
segmentation of our small-business customers. Think 
about people going through their mail, with their business 
problems in the back of their heads. That’s a great time to 
grab their attention with something that will help them. 

But what really makes direct effective is when you pair it 
with an online component. They really complement each 
other. Direct is one of the best ways to engage them 
initially, then online helps with the follow-up information. 

So, even with all the new media options we have avail-
able, I can’t imagine we’d ever reach the point where 
direct wouldn’t be a major part of Dell’s overall marketing 
efforts. In fact, it’s central to our success.  *
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Want fewer than 25 cards? Visit the 
United States Postal Service® NetPost® 
Print and Mail Services (usps.com/
netpost) for orders as low as one card.

They say there’s a Hallmark card for every occasion. Now 
businesses large and small can tap into that classic, feel-good 
medium to help create and build customer relationships.

Hallmark Business Expressions, a division of Hallmark Cards 
Inc., recently launched a Web site (businessgreetings.com) 
and catalog where companies can purchase both custom-
designed and off-the-shelf cards for any occasion.

The company, based in Kansas City, Mo., sees growing 
interest among businesses eager to use greeting cards to 
stand out from the mass of direct mail pieces in consumer 
mailboxes. The Web site and catalog make the service 
more accessible to a wider array of businesses while 
giving them the flexibility to buy these cards for more 
occasions in smaller volumes — a minimum order of only 
25 cards vs. 25,000 under the previous system.

“Companies are looking to reach out to their customers in 
a genuine way,” notes Cindy Mahoney, general manager 
for Hallmark Business Expressions. “If they’re trying to 
give an offer or say thank you, a Hallmark card does so in 
a way that no other direct mail device can.”

As new technologies proliferate to enhance customer 
communication, there’s been less focus on the actual 
messaging media, Mahoney claims. “As the business world 
becomes more sophisticated through technologies such 
as e-mail marketing, the Internet and customer relation-
ship management, there’s a general feeling that companies 
want to create a personal connection between their firms 
and their customers,” she explains. “The technology has 
increased their ability to communicate, but the actual device 
to deliver that communication has been overlooked.”

That’s where Hallmark cards come in. A card, customized 
to pay off for a specific business strategy and personalized 
with a handwritten address, can be a welcome piece of 
correspondence for customers. Hallmark has tens of thou-
sands of business customers for which it’s providing this 
service. Some, like airlines and consumer packaged goods 
companies, are using cards to deliver special offers to good 
customers. Others, like cable TV companies, have used the 
cards to make personal apologies for service outages.

Modell’s Sporting Goods, a sporting goods, footwear and 
apparel company with 131 stores, uses Hallmark cards to 
send its loyalty program customers a birthday card with 
something extra: a coupon off their next purchase. The 
cards ship out to 100,000 customers a month, and since 
Modell’s switched from an in-house designed card to 
the Hallmark version, they’ve seen their response rates 
nearly double, according to Dennis Miller, vice president 
of advertising for the New York–based company.

The Hallmark brand and the fact that the cards are done 
with what appear to be handwritten address fields are what 
persuaded Miller to make the switch. “The personalization 
was the added value that sold us,” he says. “Our customers 
get about four to five pieces of direct mail from us a year. 
We wanted to make this one special because it was for 
their birthday. The Hallmark name really helped.”  *

Hallmark cards add a personalized 
touch to direct mail campaigns

greetings, 	
customer
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