
Gaining Speecl
With virtually every company

being challenged to deliver infor­
mation more quickly, highly auto­
mated literature fulfillment systems
can provide a true competitive advan­
tage. And some of the most advanced
systems go well beyond ordering,

continued on page 46...

The Cost Issue
There's no escaping the ongoing

need to drive down costs, and analy­
sis of internal fulfillment systems
often reveals significant inefficien­
cies. What's more, the expense of
upgrading systems generally is diffi­
cult to justify for a non-eore compe-
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Why and When to Outsource
Your Operation

The Demands of
Literature Fulfillment

Speed and agiJity mean everything teney. Today, it's not unusual for out-
in today's market, which is why sourcing decisions to be initiated by
companies large and small are financial departments that want to

evaluating whether it makes sense to more closely track costs by marketing
outsource their literature fulfillment channel, business unit or even indi-
process. It's a particularly big issue in vidual sales representative.
the B-to-B sector where manufac- Outsourcing fulfillment can save
turers, wholesalers and distributors you money in a variety of ways. To
often incorporate significant non- begin with, you don't have to invest
catalog literature into their direct in building a state-of-the-art fulfillment
marketing programs. infrastructure, freeing capital for

Ifyou're making a fulfillment out- more productive investments in areas
sourcing decision, here are several trig- such as product development and mar-
ger points that could mean you need keting. Access to better forecasting
a better solution: tools from your outsourcing part-

• Is your in ternal fulfillment ner, as well as the incorporation ofon-
world-elass? Would another compa- demand print and real-time inventory
ny hire you to perform this service? control can significantly reduce obso-

• Are you experiencing exces- lescence costs \vithout generating
sive obsolescence because ofan inabil- stock-outage problems.
ity to accurately forecast usage? How much might you save? For one

• Conversely, do you have stock major producer of electrical, engi-
outages and then ,....------------.... neering and auto-

need to pay rush BY FERGUSON NEALE mated solutions,
charges to replenish outsourcing ful-
materials? fillment helped the firm realize a 42-

• Is your fulfillment system percent hard cost savings in the first
Internet-based to allow ordering, year ofuse, after deducting relocation
payment and inventory reporting and Web-site customization costs.
in real time?
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-Hallie Mummert ~
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Presentation Counts
The goal of a healthy fulfillment
operation is to help your firm
deliver on its promise ofa pleasant
shopping or information-gathering
experience. This objective must be
managed across a variety ofback-end
processes. In this special report, we
take a look at literarw-e fulfillment,
gift-messaging options, returns
management and more.

According to a survey sponsored
by returns management solutions
finn N~tics Inc., 85 percentofcon­
sumers would not buy from an online
or catalog merchant that does not
offer a convenient returns process.
We asked Newgistics' vice president
ofRetail Business Solutions, Michael
Smith, to define "convenient" in
'Just 1 Question," on page 48.

While it's not likely that anyone
who receives a gift ofchocolate from
Godiva will return it, this marketer
takes steps to enhance both the gift­
giver's and gift recipient's experience
with personalized greeting cards;
read the full story on page 50.

And while the literature fulfill­
ment process generally does not
involve returns either, its success
depends on delivering the request­
ed information quickly and accu­
rately. As we learn from Banta Corp. 's
director of business development,
Ferguson Neale, in 'The Demands
ofLiterature Fulfillment" (at right),
the introduction ofdigital printing )
technology into
the literature ful­
fillment process
can take your
conversion
results from soro
to stupendous.
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inventory and billing functions to

include Web-based creation of cus­
tomized marketing materials such
as full-color product sheets, pre­
sentations and many other items
that can be put into template for­
mat. Dealers, distributors or field
sales representatives can log on to
a Web interface and create cus­
tomized literature within prede­
termined parameters that can be
sent to an office, a local quick­
print shop or a regional fulfill­
ment center for virtually on-demand
output.

Increasing Sales
Although reducing costs and speed­

ing information to market are major
components ofa print management
program, the addition of methods
aimed at increasing sales revenues
yields the ultimate winning combi-

nation. The key to marketing success
now means getting to know a great deal
about your customer or prospect, and
effectively applying that data to your
marketing promotions.

The more personalized and cus­
tomized the materials, the bigger the
return. According to extensive stud­
ies by research and consulting firm CAP
Ventures, marketers can expect a five­
fold to tenfold increase in response rates

from well-designed, personalized
campaigns as compared to traditional,
static print materials. Agood print man­
agement program will incorporate
both offSet and digital technologies that
allow you to cost-effectively personalize
marketing materials in virtually any
quantity, from one to millions, for
greater response returns.

Managing the RFP
Process

If you've made the decision to

outsource, you need to determine
how to best solicit proposals. Start
by gathering some information inter­
nally that will help you construct a cred­
ible RFP. Here are some of the key
issues you should address:

• What options for order trans­
mission do you need? A custom­
designed Web tool? Or will you also
need a toll-free nwnber, e-mail address
or fax nwnber? Will any new options
you choose work with your current
system/personnel, or will they require
additional integration/ training?

• How many orders a day, a month
or a year, on average, do you expect
a vendor to handle? And, what is the
average number ofSKUs per order?

• Does your program involve
returns, and, if so, in what volume?

• What square footage of ware­
housing do you anticipate will be
required?
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Paper Packaging That
Packs Some Strength
Storopack Inc., a Cincinnati manufacturer of
protective packaging materials that also designs
product storage and delivery systems, has patented

a paper cushion­
ing machine.

The PAPERplus
Classic line of
machines works
with kraft paper of
assorted weights to
create a "paper

mattress" that is both lightweight arui strong enough to
prevent the breakage or deformation ofproducts rang­
ing from glassware and electronics to automotive parts.

Machines are available for manual, automatic, foot
pedal or other special mode operations. Marketers
can choose from output lengths that are 6 inches and
longer; the packaging complements coil, S-shape,
fold-over, criss-cross, and block and brace packing
methods.

For more information, visit www.storopackinc.com.

Software That Keeps
Delivery In Full View
For fulfillment managers who want to keep a closer
eye on their shipments' movements in the UPS deliv­
ery system, UPS launched Quantum View Manage ear­
lier this year.

Part of the overall Quantum View Web-based
application available to UPS customers, Quantum
View Manage offers marketers the ability to view ship­
ping information for multiple accounts without a track­
ing number. Users can see when packages are
processed, placed in transit and then delivered;
they also can check for delays and verify the reason
for hang-ups.

A customization tool allows users to access the data
that is most relevant to their operational needs. A cus­
tomer service manager, for example, might want to
track delivery stages to determine when to drop e-mail
notification to customers of their shipment's impend­
ing arrival. UPS plans later this year to add a customs
brokerage reporting function.

To learn more about Quantum View, visit
www.ups.com.
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• How accurate is your forecasting
system?

• What type of reporting will you
require?

These questions, of course, are just
a starting point for your RFP prepara­
tion. Finding the right partner means
o~ectivelyassessing your current system's
assets and liabilities, as well as thinking
about what improvements would have
the greatest impact in lowering yom costs,
reducing your fulfillment cycle and
increasing sales.

Selecting a
Solutions Partner

Every company is unique and has
specific requirements, but there are
certain attributes to look for in all
potential vendors, regardless of the
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scope ofyour particular needs. Strong
project management capabilities, for
example, are critical. Evaluate the
vendor's skills with a sharp eye for
whether or not it is able to effective­
ly manage and integrate the entire sup­
ply chain. Remember that achieving
the righ t balance of speed and total
cost control is your goal, and that
requires "big picture" vision and
capabilities.

Another important consideration
is your partner's print-on-demand
strategy. Determine how successfully
the vendor's strategy has worked for
other customers and ifyour potential
partner has the right capabilities to meet
your needs.

Finally, ensure that your poten­
tial partner clearly possesses superi­
or IT strength and has the financial
stability to keep up with technology

changes. Software-driven auto
mation is a key to achieving.significant
improvements in your literature ful­
fillment program, so make sure the
firepower you need is there.

Most important, outsourcing your
Ii terature fulfillmen t should allow you
more time for activities that go beyon(
managing a process that is outsid
the core competencies ofyour business
To obtain the best results, prepare i'
advance, understand your marke'
dynamics and determine what yc
want to achieve from a literatur
fulfillment program.

FERGUSON NEALE is director, bili

ness development for Banta Corp. He h
more than 18 years of printing solutio£
experience with an emphasis on suppl
chain management. He can be reached al
(253) 372-9801.
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Just 1 Question
Target Marketing: Where do com­
panies' returns-management pro­
grams fail to meet customers' expec­
tations, and how can they fLX those
weaknesses?
Michael Smith, vice president, Retail
Business Solutions at Newgistics Inc.:
Traditionally, product returns have
been viewed as a "necessary cost of

doing business," and returns man­
agement was an afterthought. Many
marketers handle returns as indi­
vidual transactions and fu.il to consider
the entire "returns process," which
begins at the point ofsale. In this con­
text, product returns create two key
business problems:

..FIrSt, returns are a hassle for cus­
tomers, resulting in dissatisfaction, attri­
tion and lost revenue.

.. Second,
returns are costly
to process; it's
four times the
cost of forward
fulfillment (The
average cost for
processing a
returned pack-
age is $42.97'.) Michael Smith

Direct retailers can employ many
returns-management best practices
to turn their returns into a profit
center and a significant touch point
for improving customer retention
and loyalty.

Merchants should provide a
hassle-free return process. Customers
should have the convenience of
prepaid return labels and [conve­
niently located] drop-off points. For
increased ease, make return labels
accessible within the [fulfilled] order
and on demand-Web, print and
e-mail-for replacement or appease­
ment scenarios.

Product returns should be a com­
ponent in a marketer's overall cus­
tomer loyalty program. Personalize
customer communications with select
customer knowledge, such as for
''first-time buyer" and 'VIP buyer" cus­
tomer segments.

Provide visibility of inbound returns
to customer service representatives and
operations, so they can effectively
answer inquiries from customers,
reducing multiple customer calls
attempting to confum the status of
their packages and refunds.

Like the purchase process, the
returns process has a significant
impact on customer loyalty and
retention. A positive returns expe­
rience drives repeat purchases, while
a frustrating experience triggers
unnecessary customer attrition.
Consumers want to shop with con­
fidence and return with ease.

-Hallie Mummert

, Modern Materials Handling, 2002
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