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SUMMARY

Businesses don’t need a large and sophisticated data management system to take advantage of the 

many benefits of personalization and variable data print in their marketing campaigns.  Even with the 

smallest amount of data-  name, address, and gender— a personalized and relevant message can be 

created. 

If you are concerned about the accuracy of your database and the probability of pieces being delivered, 

your suppliers can help you improve it.  List cleansing in the form of merge/purge/de-dupes are offered 

by most providers who work with lists and direct marketing programs.  There are also more sophisti-

cated programs such as CASS, PAVE, and National Change of Address (NCOA) that will further insure 

the deliverability of your mail.  You don’t have to know which services you need, your vendor can look 

at your data and advise you as to how they will clean up  the database and make it more useful and 

deliverable.  (For more information, see text box on page 9.) 

One of the biggest advantages of Variable Data Print (VDP) and 1-to-1 marketing is that it allows you to 

send a more personalized, targeted message to your recipients, thus making it more relevant and more 

likely to be read.  The response rates tend to be much higher, making your cost per acquisition (of cus-

tomers) lower in the long run.  Your success should be measured by return on investment, not neces-

sarily the cost per piece.  Marketing professionals intuitively focus on returns and performance, and 

what a campaign can do for your Company. 

Partner with your distributors and manufacturers to put you squarely on the road to success with 

VDP.  You’ll be glad you did. 

About us 

Blue Group Marketing, founded in 1985, is a consortium of Variable Data Print suppliers who are dedi-

cated to the adoption of VDP and related technologies by businesses large and small.  Their objective in 

writing this whitepaper is to provide education and sound advice to companies who want to explore VDP 

and direct marketing solutions in order to acquire more customers and more revenue at a lower cost of 

sale. 
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Unlocking Your Data II:  
The Key to Launching Successful 
Personalized Marketing Campaigns 

For some small-to-medium businesses, the promise of  tar-
geted, relevant marketing campaigns will never be fully re-
alized until they come to terms with their customer and 
prospect data.  Or lack of data, in many cases.  Where 
does a Direct Marketer begin? 

Data warehouses, data mining and Customer Relationship Management 
(CRM) systems  may promise a seamless flow of customer information 

and intelligence that can be used to build relevant sales campaigns, but  
many companies lack the IT resources to capture the customer data 

and implement such sophisticated tools. 

What does a Marketer do when the customer and prospect files include 
the bare minimum amount of information? Name. Address. Telephone 

number—if you’re fortunate. 

This whitepaper will put you on the right path toward building a strong 
and valid database, while also exploring what companies can do when 

they have too much data.

“
”

If you don’t know where 
you’re going,

you might not get there. 
- Yogi Berra 

none

too much data
out of date-
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For More Information Contact: 

Dispatch, Inc. 
917 Bacon Street 

Erie, PA  16511-1727 
p:  814.870.9600 
f:  814.454.4358 

www.newdispatch.com 
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