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As marketers work with limited budgets in a slowing economy, they are challenged to develop innovative campaigns using a mix of off- and online media to communicate their brands and positioning. 

But thanks to a wide variety of lower-cost Internet programs, from webinars to white papers, as well as traditional media and guerrilla marketing initiatives, marketers and their agencies are creating effective integrated campaigns that are producing positive results.

For some marketers, such as FedEx Corp., this meant developing a fully integrated marketing program using TV, print, online, in-store and guerrilla marketing to promote FedEx Kinko's print online service.

"We took a 360-degree view of a day in the life of small-business professionals and hit them all through the day with the message, whether they were on their way to work, reading news online or watching TV at home," said Steve Pacheco, director of advertising at FedEx.

Working with its lead agency, BBDO New York, as well as Atmosphere BBDO, New York; the Integer Group, Dallas; and Ketchum New York, FedEx created an integrated campaign that seamlessly wove its message through online and offline media.

Other b-to-b marketers, such as Pitney Bowes MapInfo, have developed more-targeted integrated campaigns that drive users to a specific action.

Working with Mobium Creative Group, Chicago, MapInfo developed an integrated marketing campaign to raise awareness of its "location intelligence" positioning, using direct mail and online marketing tactics to drive users to a white paper download.

Flo Healthcare, a division of Emerson, also used a white paper program as a central part of its integrated campaign. Developed by Arketi Group, Atlanta, the program's goal is to educate customers about the total lower cost of ownership of its premium mobile workstations aimed at the healthcare industry.

The campaign also included print, online, direct and trade show support.

For ITT Corp., a global engineering company, trade shows proved to be the core component of an integrated marketing program, developed by Doremus, New York, to position the company as a leader in the water equipment industry.

Using a combination of print, online and innovative out-of-home media placements, ITT "hijacked" the Aquatech trade show in Amsterdam to break through the clutter.

On the pages that follow, BtoB takes an in-depth look at some of the most successful integrated marketing campaigns of the past year.

The campaigns were nominated by BtoB staff, ad agencies and marketers, and were selected based on their ability to creatively integrate different elements to achieve results. 
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Pitney Bowes intelligently plots strategy for MapInfo
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To communicate its positioning of "location intelligence," while at the same time developing a broader brand campaign, Pitney Bowes MapInfo initiated an integrated marketing program including a white paper, webinar, cover wrap, direct mail and online ads aimed at C-level executives. 

MapInfo, a 20-year-old company acquired by Pitney Bowes in April, provides software, services and data to help business executives make location-based decisions, including site selection, network planning, asset management and risk management.

About two years ago, MapInfo began working on a new positioning platform for "location intelligence," conducting research among its target audience of C-level executives. It also began working on a broader brand plan that would encompass all marketing communications.

"Anytime you do a brand plan, you do a high degree of research, focus groups, qualitative and quantitative analysis," said Reid Hislop, VP-marketing at MapInfo.

"During the research, there was a period of inactivity while collecting the data points, but also a high sense of urgency in getting the message out around location intelligence and its association with MapInfo."

MapInfo worked with its agency, Mobium Creative Group, Chicago, to develop an integrated campaign based on research conducted in partnership with BusinessWeek on the need for location intelligence and how businesses were using it. 

"We wanted to take the survey results and put them into a meaningful context for C-level executives," Hislop said.

So the company authored a white paper about the survey findings and used different marketing tools to promote it, including a BusinessWeek cover wrap, direct mail, a webinar and targeted online communications. The cover wrap promoted the white paper and drove readers to a landing page with the survey results. It also promoted the webinar, co-hosted with BusinessWeek, featuring a MapInfo customer, a Yankee Group analyst and a MapInfo business partner. 

The webinar featured a panel discussion on location intelligence and how it can be used to improve business decision-making. It was moderated by the author of the white paper.

MapInfo also used a dimensional direct mail piece, sent to 2,500 C-level executives in five vertical industries—retail, communications, financial services, insurance and the public sector. The mailing was a box containing one-half of a CD, indicating that without the dimension of location in their business analysis, executives were only seeing half of the picture. The piece was designed to drive users to the white paper to get more information on location intelligence.

Other tactics used to promote the white paper and the webinar included banner ads on BusinessWeek.com, Forbes.com, CNNMoney.com, MSNMoney.com, NYTimes.com, Wired.com and YahooFinance.com; e-newsletter ads in BusinessWeek, Forbes and New York Times products; and targeted e-mail blasts to BusinessWeek's C-level executive list. 

The campaign exceeded expectations, Hislop said. It resulted in more than 3,000 white paper downloads, of which more than 70% were from C-level or senior management executives; more than 1,300 opt-ins to receive e-mail communications from MapInfo; and more than 200 registrations for the webinar.

Moreover, the campaign provided valuable information that MapInfo was able to use in its current brand campaign, which debuted in May.

"What we learned from this is that there is a high need for a white paper-like information source to help people understand location intelligence and the value it provides. We've been able to take advantage of that learning and incorporate that into visual elements in our overall brand plan."

The new brand campaign is called "Listen to Location," and is an extension of "Location Intelligence." It was also created by Mobium. The budget was not disclosed.

The campaign includes print ads in vertical trade publications targeting the retail, insurance and financial services industries; targeted direct mail; e-newsletters; and e-mail blasts.

It also will include cover wraps on six issues of Forbes this year. 

"We went about it the right way in terms of understanding why people currently buy from MapInfo, what their understanding was of location intelligence and what their concerns were," Hislop said. 




