





Learning to COPE—Combing Owned, Paid and Earned Media

In the face of our exploding technology and expanding media, it's no surprise

that traditional media segmentation tactics are beginning to feel antiquated. The
segmentation approach that's gaining ground in business today is all around media
that is either owned, paid or earned (Figure 4).

F Owned media represents media channels where you control the content, cost and
target audiences. Your website, your social media accounts and your direct mail
components are all good illustrations of this.

f Paid media includes banner ads, paid search words and sponsorships—media you
pay for but don’t own. You incur out-of-pocket expenses to reach more customer
wallets. Over time, paid media acts as a catalyst to make your owned media smarter.

T Earned media is a result of owned and/or paid media. It offers what every marketer
dreams of — word-of-mouth, viral campaigns, user recommendations. Easier said
than done, of course. Yet online word-of-mouth impressions in the U.S. in 2009
reached 500 billion.2 Clearly, people are talking.

Figure 4. COPE

It's important to recognize that each of these channels has its challenges. Owned
media limits your reach. Paid media raises credibility questions and is highly
competitive, with hordes of products and services competing for your customers’ clicks
and hits. Earned media holds the risk of a negative viral campaign, which can damage
your brand reputation in a nanosecond.
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Which channel is the most effective for reaching customers? In a recent study on the
subject, marketers were split—a third, a third and a third.® However, the majority of
marketers in the study agreed that success lies in driving traffic to owned media where
measurement is more easily tracked, tangible and understood by executives. But you
can’t drive traffic without raising awareness. And you can’t raise awareness without
having your data and content in order—Step One in a three-step digital decade media
strategy.

Three Steps for Effective Media Management

Although the new media mix is complicated and evolving, it can be managed. In fact,
there’s a life order to its management that is structured around three steps.

1. Get your data in order and capture your customers’ preferences. Understand
which customers favor which media channels. For example, does your customer
prefer receiving a billing statement as a printed invoice or an email or possibly
through a mobile device? Then begin creating a “data ladder” where each activity
builds on the next (Figure 5).
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Figure 5. Get Data in Order

For example, start with all your customers, segment them by common attributes,
further differentiate them based on their response to an activity, track who received
what and so on. Each step will offer a greater opportunity to gain insight, measure
effectiveness and reduce costs. You'll also begin to discern relevant differences
among customers (because all customers shouldn’t be treated equally).

Equally important, your communication will become increasingly more personal,
eventually enabling you to predict a customer’s response. Bottom line, it’s all about
the ability to treat different customers differently for the best results at the lowest
cost-to-serve.
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2. Take control of your content and its distribution. Collect, catalog and centralize

your content and digital assets in a single repository. Include your brand assets,
identity materials, marketing collateral and real-time field data. This will improve
content management while facilitating collaboration, content sharing and reuse.

In addition, you can take advantage of digital media convergence, creating
customized communications such as pURLs and individually targeted collateral
materials. With both data and content moved into the digital world, the power of
personalization can finally be realized.

Your company can also reap the benefits of integrated, enterprise-wide marketing.

By combining the automation of key processes (like creative development and
demand management) with shared access to data and digital assets, you can
improve enterprise lead management, acquisition and customer retention/loyalty
programs.

3. Create awareness and drive traffic. Search and social media do not exist
independently but co-exist in a dependent fashion. As soon as conversations are
under way, preference data is being created, helping you better discern likes and
dislikes. Ford, for example, used a variety of social media to solicit feedback on the

design of its new Fiesta and Chrysler hired college students to blog and tweet during

a cross-country Challenger journey. The results are unchallengeable. Ford started
their digital awareness program earlier than most automotive companies and is
reaping the benefits of top-line revenue at twice the rate of its competitors."

Success lies in understanding how search and social media relate to each other
within the specific area your business is trying to influence. But above all, the path
to awareness demands authenticity. As mentioned earlier, consumers are far less
trusting of marketers and far more willing to listen to their peers. The secret to
selling? Minimize the sales pitch.

Keep the Plan Flexible and the Planning Creative

In light of the digital decade’s plentiful advancements and unknowns, it makes little

sense to develop a static media plan. Dynamic planning is the order of the day. Media

plans must remain flexible enough to adapt to changing technologies and shifting

customer interests. The planning process itself must emphasize creativity, particularly

as new media channels emerge and merge.

It helps to think differently about your plan and its components. Here are several
thought-starters:

Align media spend with your customer’s communication lifecycle. One budget-
size does not fit all. Adapt your media mix and marketing spend to each stage of
the customer’s lifecycle, considering the resources needed for acquisition versus

onboarding versus retention, etc. Treat different customers differently throughout their

lifecycles while managing return on marketing investment (ROMI).

Think in terms of interactions versus transactions. Successful marketers don’t use

social networks to send messages. They use them to build relationships. By examining

the sentiment in customer interactions, you can better understand your customers’
preferences and profiles, which are rich with data and direction—and invaluable in
developing a successful plan.
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“The greatest thing in this world is not
so much where we are, but in what
direction we are moving.”

- Oliver Wendell Holmes




Engage customers in a genuine way. Avoid using media as a Trojan Horse packed
with promotional pitches. Be real and true. Promote two-way conversations and
encourage dialogue among customers. Personalize everything. Every media interaction
is being filtered by your customers for its authenticity and relevancy. Keep your
message genuine.

Respond quickly and honestly. Build a link between your media plan and your
customer service operation using a company-sponsored forum for customer
input. Make sure everyone with a complaint gets a timely answer from someone
knowledgeable. This can strengthen your existing relationships, while minimizing
unwanted rogue viral activity and its many costs.

Positioning Your Media Plan for the Next Digital Decade

It’s critical for marketers to embrace the next digital decade and deeply understand
its channels. Putting it simply, if you hope to hear the voice of your customer or speak
to your target, it helps immeasurably to know where the conversation is most likely to
happen.

It is equally important to remember that what'’s right for one company may be wrong
for another. In the end, it’s not about what's best, it's about what makes the most
sense for you and your customers. Reaching those customers with the right message at
the right time through the right media is fundamental to business success. And it can
mean the difference between an enterprise that barely makes it through the digital
decade and one that comes out ahead.

To find out more about positioning your business for the next digital decade, contact
your local Xerox Sales Rep or email me directly via the Ask a Thought Leader a
Question link.
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