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Program objectives 

• Increase sales of services 

and convenience goods for 

dealers of Ford Motor 

Company. 

Significant results repor ted by user 

• 28% of recipients visit the 

dealer and generate new 

invoices. 
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Segment Direct Marketing: Traffic Generation 

Participants 
 
 Client 
 
 
 Creative & Print 
 Provider 
 
 
 
 
 Other 

 
 
Ford Werke AG, www.ford.de, German affiliate of Ford Motor 
Company 
 
Haehn & Partner GmbH & Co. KG, www.haehnundpartner.com, a 
full service agency that offers creative, production and fulfillment 
services for promotional materials. Haehn produced these direct mail 
pieces utilizing CreoScitex Darwin Desktop on a Xerox DC130 with 
a CreoScitex Spire Color Server. 
 
POLK Deutschland GmbH, www.polk.de - Polk acts as the data 
manager for Ford and sends information weekly to Haehn & Partner 
to print the personalized letters. 

Program 
 
 Target Audience 
 
 Time Period 
 
 Distribution 
 
 Description 
 
 
 
 
 
 
 
 
 
 
  

 
 
Ford Motor Company customers 
 
Program began in July 2000. 
 
Approximately 5,000 to 10,000 letters per week. 
 
To drive business to the service departments of its dealerships Ford 
maintains profiles on its customers and generates mailings based on 
expected service needs. Haehn & Partner receives data weekly from 
Ford’s data provider, Polk, and mails a personalized letter and 
promotion two days later. 
 
The letter is event-driven, e.g. warranty-extension, service check, 
inspection, etc., and is printed on digitally stored dealer letterhead. 
A dealer may also add an individual postscript. The back of the 
letter contains individual dealer and model service offers in different 
categories. 
 
Variable information includes the type of letter, customer name, 
address and type of car, dealer letterhead, signature, postscript, and 
the promotion on back of letter. In all 150 dealer letterheads with 
200 different signatures, plus 1000 different service offers are 
composed on the fly. 

http://www.ford.de/
http://www.haehnundpartner.com/
http://www.polk.de/

