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“Dynamic publishing is a new technology 
that can facilitate a joint approach to brand 
control and operational flexibility”

Marketing is becoming ever more complex and 
challenging to manage. Customers are more discerning 
and better informed of price and product functionality. 
Low price ‘me-too’ competitors are emerging in every 
market. Enterprises now need to compete everywhere – 
in all geographies and all markets and product categories 
within their domains. No firm can effectively compete 
without partnerships and alliances. Getting relevant and 
potent marketing messages to market in a timely manner 
is a critical success factor.

Amid all this complexity, the one element that ‘holds 
it altogether’ is the corporate brand. This is the core 
differentiation that keeps enterprises out of the commodity 
mire. It is the symbolism and set of values that transcend 
products and services. Corporate brands need to be 
protected at all costs, and this is one of the primary roles of 
Corporate Marketing Departments. 

In the past Corporate Marketing has sought to implement 
a ‘command and control’ ethos upon local country 
operations in an effort to avoid brand dilution. This strategy 
has often had limited success as local country operations 
made their own adaptions to messaging and branding to 
meet their own primary objective – the achievement of 
sales targets. 

A new more collaborative approach will ensure the goals 
of Corporate Marketing and local country operations 
are achieved in harmony. Dynamic publishing is a new 
technology that can facilitate a joint approach to brand 
control and operational flexibility. Dynamic publishing 
embraces both global operations and the multi-channel 
world of marketing communications. It enables rich media 
such as video, hi-resolution pictures and logos to be 
distributed electronically to the global point of need. 

Dynamic publishing enables corporate marketers to 
quickly and easily design marketing promotions templates. 

These templates are held centrally, but can be downloaded 
and customised, within controlled parameters set my 
corporate brand marketers, by local marketers for local 
reuse. Dynamic publishing provides reusable, templated 
designs for:

• Traditional print requirements e.g. Business cards, 
letterheads, envelopes and compliment slips, brochures, 
leaflets, flyers, posters, mailers, presentation folders, 
folder inserts, folio wallets, report covers, hand-outs, and 
invitations

•  Marketing campaign publishing requirements e.g. mini 
catalogues, direct mail, case studies, white papers, and 
display advertising

•  Online marketing e.g. Web site content and online shop 
front, web landing pages, video, digital display advertising, 
digital signage, and email promotions

Today enterprises need to launch products globally to 
maximise market impact, quickly respond to competitor 
incursions into their markets and customer bases, and 
capitalise on emergent market opportunities and new 
customer requirements in real-time both globally and 
locally. 

This white paper aims to inform marketers about dynamic 
publishing and how it can help in the above areas. We 
hope you enjoy reading the paper and find it useful. If 
you have any questions or comments please contact us at 
www.northplains.com
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Dynamic publishing embraces both global operations and the 
multi-channel world of marketing communications. It enables 
rich media such as video, hi-resolution pictures and logos to be 
distributed electronically to the global point of need.

Dynamic Publishing is a new way of aligning corporate 
marketing strategy to operational execution, facilitated by 
technology. This Introduction serves to set a context for 
enterprise requirements for Dynamic Publishing.

Corporate Marketing Directs 
Operational Marketing 
Execution
Marketing today is global. Brands have customers and 
Twitter and Facebook followers from all over the world. 
Brands from across all industries like Manchester United, 
Justin Bieber, Nike, Coca-Cola and McDonalds seek global 
market coverage using a 24/7 marketing communications 
strategy to energise and entertain, create dialogue with, 
and service and monetise a diverse global audience.

Brands seek to create a core homogenous product 
range to meet the needs of a global audience in order to 
establish economies of scale and lower their unit costs 
of production. This approach to efficiency is now being 
replicated in enlightened marketing departments who 
are now being ferociously measured on their revenue 
and profit contributions. Increasingly every dollar spent 
on marketing needs to be attributed to a sales dollar 
uplift. Hence marketing leaders are centralising brand 
promotions and demand generation to similarly achieve 
economies of scale.

Today nearly all Fortune 2000 companies have a primary 
advertising and / or PR agency which controls the 
corporate brand delivery world-wide. Regional and local 
marketing operations’ main responsibility is now focused 
primarily on sales execution and order fulfilment.

But Local Marketers Must Be 
Empowered
However there will always be a need for regional and 
local customisation of centralised marketing programmes 
and marketing materials. There are many examples of 
global branding campaigns that have gone wrong when 
interpreted into local languages. The Ford ‘Pinto’ is a 
derogatory word in Brazilian (Portuguese) as the Mitsubishi 
‘Pajero’ is in Spanish, for example. The Chevy ‘Nova’ means 
“it doesn’t go” in Spanish. 



Corporate Marketing Local Marketing
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Figure 1: Corporate Marketing versus Local Marketing

Phraseology also pertains differently to different countries, 
as do colour schemes, photographs (e.g. pictures of semi-
clad women) print typefaces and virtually all aspects 
of promotional materials are dangerous when applied 
universally.

Even with a centralised marketing strategy it is important 
to empower remote local marketing staff to customise 
marketing materials to meet the needs of their local 
communities in words, pictures, and other content. Equally 
corporate marketers must retain brand consistency so that 
a homogeneous positive image for the company and its 
products can be maintained globally. Brand equity and 
positive brand associations must be protected, especially 
as brand equity now represents over 50% of the market 
capitalisation of most large enterprises.

As Fig 1 below shows, the pressures on corporate and local 
marketing operations are quite different.

How can these two seemingly opposite forces of 
central control and local customisation be reconciled? 
This potential conflict has been at the heart of modern 

marketing thinking and debate from its roots in the early 
20th century.

A Template Solution is a Global 
and Local Collaboration
The solution is for corporate marketing to control the core 
branding elements, which might include logos, creatives 
and corporate positioning statements; whereas product 
positioning and benefits statements, and local contact 
details and calls to action might be best customised 
by local decentralised marketers. This is a ‘templated’ 
approach to marketing materials production. The core 
content is defined centrally, and is not editable by local 
marketers; the supporting supplementary and sales 
execution content can be defined locally. See Fig 2 below 
as an example. This is a blended document or web page 
that incorporates corporate content, local contact details, 
and local advertising copy.
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“There will always be a need for regional and 
local customisation of centralised marketing 

programmes and marketing materials.”



Such an approach ensures compliance with corporate 
guidelines and brand consistency, and yet accommodates 
local tailoring to suit local market conditions. Fig 3 below 
details the differing responsibilities of Corporate and 
Local marketers. Through the sum of their efforts they are 
mutually interdependent for producing sales and profits 
for the corporation.

In the past the available technology was not advanced 
enough to adequately facilitate this combined corporate 
marketing / local marketing collaborative approach. 
Hence brochures and other promotional and marketing 
materials were batch printed centrally and shipped out to 
local destinations. Every local country marketing operation 
typically had a brochure cupboard of unused marketing 
materials destined for the rubbish tip. Waste was enormous 
and financially costly.

Non editable pic

Local 
skyscraper 

advert

Editable 
Contact 
Details

Non Editable Heading

Non 
Editable

logo

Non Editable Copy

Corporate Regional / Local Offices

Responsible for: 
• Brand guidelines
• Corporate positioning
• Investor relations
• Product messaging
• Social Responsibility

Responsible for: 
• Local language
• Local contact
• Local campaigns
• Sales & service revenues
• Execution and Delivery

Figure 2: Blended Document

Figure 3: Responsibilities of Corporate and Local Marketers
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In these challenging economic times, a new approach is 
required to make marketing operations more efficient and 
effective, and streamlined to minimise waste. Dynamic 
Publishing ensures corporate design consistency across 
multiple channels and markets, whilst encouraging both 
central and local reusability of brand assets to radically 
reduce creation, adaption, and production costs.

The Role of Dynamic 
Publishing
The previous generation of systems in this category were 
called ‘web-to-print’ or ‘W2P’ systems. These have been 
superseded by ‘dynamic publishing’ solutions. Web-to-
print was focused on ink-on-paper printing of marketing 
materials and sales collateral, such as Point of Sale (POS) 
materials. Using modern printing machines, customised 
brochures could be printed centrally for distribution to 
local marketers, or printed locally by local marketers for use 
in their local markets.

Dynamic Publishing is Suited to 
a Multi-Channel World
Dynamic publishing is a much wider, all-embracing 
definition that includes the publishing (mostly to a screen 
rather than physical hard copy printing) of customised 
materials to a wide range of media channels (see fig 4 
below).

In today’s real-time multi-channel world a change of 
mindset is required. We are no longer in ‘print’ – marketers 
are ‘publishers’ today whether it be on their personal 
Facebook pages, or in their professional marketing 
communications roles. Publishers seek to create high 
quality content that will attract readership and readership 
subscriptions. An opt-in ‘subscription’ also provides rich 
personal data (contact, demographic, requirements etc) 
which is also of great value for targeting purposes.
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Figure 4: Dynamic Publishing



Such readership (and data) is attractive to brand 
advertisers, who will pay handsomely for exposure in prime 
advertising slots. Gaining direct revenues from customers 
and potential customers allied to indirect revenues from 
advertisers is the commercial business model thinking for 
today’s modern marketers, as pioneered by Google.

In addition, today’s marketers need to consider the 
consistency of the brand message across the plethora 
of fragmented media channels. For example there are 8 
million web sites in the UK alone, and many hundreds of 
cable TV channels.

Media channel promotions need to be target audience 
focused, co-ordinated in real-time, and be consistent so as 
not to confuse the customer and keep brand associations 
clean and on-message. Relevant (for example segmented, 
personalised, behavioural) customer targeting  and high 

quality content using multi-channel integrated marketing 
communications is needed to deliver multiple customer 
communication exposures that resonate above the ‘noise’ 
of thousands of other advertisements and communications 
that clutter consumers’ daily lives. This is summarised in the 
‘Magic’ Formula for marketing communications today:

TPC (Targeted Personalised Communications) + QC 
(Quality Creatives) + (OM) On Message + MCM (Media 
Channels Mix) + RT (Real Time) = CCI (Create Customer 
Interest)

We shall now look at each component of this formula in 
turn to discuss how dynamic publishing can assist brands 
to improve the quality of their marketing communications 
and create customer interest in their messaging and value 
propositions.
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How Dynamic 
Publishing 
Improves Marketing 
Communications

Targeted Personal 
Communications
Personalised promotions and communication have 
been proven to radically increase customer interest 
and engagement, and ultimately conversions to sale. 
Personalised communications are far more relevant to 
us, as they can align with the products we are looking 
for, and the products we have purchased in the past. Also 
personalised communications can align with the products 
and services people of our demographic profile buy, and 
perhaps what our friends and contacts have acquired. 
The concept of ‘a segment of one’ was always a dream for 
marketers. Using modern Dynamic Publishing that dream 
can become a reality.

Today even brochures and flyers can be personalised with 
the customer’s contact details and greeting to deliver an 
image of personal attention. A unique PURL (Personal URL) 
or a QR (Quick Response) code can be embedded within a 
promotion to guide a customer to a personalised landing 
page. The latter are particularly useful for converting a hard 
copy mailing into an online connection.

Personalised SMS’ (Short Message Service) to mobile 
phones can be used to deliver personalised promotions, 
online apps, or reminders for events. Email, video, and 
even digital signage can project personalised messages. 
Dynamic publishing is at the heart of these developments.

Quality Creative
A fully functioning dynamic publishing system should be 
part of a larger ‘complete solution’ for corporate marketing 
management that includes a Digital Asset Management 
(DAM). DAM systems act as a repository for digital 
marketing assets including rich media such as video, high 
resolution graphics and artwork, and photographs of 
models using products. Using a DAM system, operational 
marketers can instantly download the latest creative work 
from Corporate and its marketing agencies in its purest and 
most appropriate form for integration into local marketing 
materials.

On Message
A DAM system should only provide operational marketers 
with access to the latest agreed creatives and copy. There 
should be no risk of using promotional photographs in 
local promotions that are for example are out-of-date, or 
unauthorised for use. There should be no rights issues. 
The central control procedures provided by the system 
should ensure that marketing materials used in the field 
are always current, appropriate, and reinforce corporate 
positioning and a consistent brand image.

Media Channels Mix
Dynamic publishing systems must be flexible and 
adaptable across a wide range of media. This is where 
creativity is required of operational marketers. Social media 
such as Facebook, LinkedIn and Twitter hashtags and 
links can be embedded to initiate a social dialogue with 
customers. Marketing campaigns should be published to 
a variety of devices (including smartphones, tablets and 
laptop computers), integrating messages and promotions 
across multiple channels including direct mail, email, 
online display advertisements, and social and print media
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“The concept of a segment of one was 
always a dream for marketers. Using 
modern Dynamic Publishing that dream 
can become a reality”



Consider the plethora of different screen sizes of mobile 
phones, tablets, and laptop computers. A dynamic 
publishing system should automatically adjust the sizing 
of photographs and promotions to optimally fit within the 
required screen size. Using a process known as ‘responsive 
design’ a dynamic publishing system automatically reflows 
text and resizes repositions and crops images according to 
the rules set by a corporate promotions designer.

This means that operational marketers can disseminate 
promotions across a wide range of appropriate media 
channels without having to refer back to Corporate or 
their marketing agencies for refinements. The result is 
dramatically reduced workload and cost, and much 

improved speed-to-market whilst staying within corporate 
branding guidelines. 

Real Time
A dynamic publishing system should incorporate a 
collaborative workflow capability enabling multiple 
stakeholders such as advertising agencies, marketers, legal 
and compliance, and senior management to have visibility 
into the progress of marketing materials in the supply 
chain through to delivery to the customer. Creative work 
log jams can be quickly isolated and corrected. 
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The supply chain has complete visibility into who needs 
to do what by when, so progress chasing is timely and 
relatively simple. This means that marketing assets can be 
produced quickly to co-incide with aggressive product 
launch and campaign delivery schedules. Hence relevant 
marketing assets are available for front-line operational 
staff in real-time, with a minimum of postponements and 
delays.

How Dynamic 
Publishing Reduces 
Costs and Time to 
Market 
Both Corporate and Operational Marketing will benefit 
from investments in dynamic publishing in the following 
ways:

•   No document version control and no local proof reading 
– these are done once, centrally

•   No physical distribution and shipping costs, and no local 
storage and stock management – only order what you 
need, when you need it, so no wastage. Never have out-
of-date literature

•   No requirement for managing local suppliers of 
marketing materials and their associated costs

•   Higher customer response rate due to promotions 
personalisation and relevance

•   A single source solution – rather than struggling to 
manage different operating characteristics and complex 
user interfaces of multiple publishing systems

•   More measurable operational marketing that delivers 
greater ROI – can measure and assess the results of 
campaigns and scale up or down as appropriate

•      Local marketing operations will become more agile and 
adaptive and better able to respond quicker to requests 
from Corporate, customer and channel partner requests 
for information. 

•   24/7 global access to central Dynamic Publishing systems 
and local empowerment to customise will ensure that 
operational marketers execute more and better marketing 
campaigns leveraging Corporate assets.

From a user adoption perspective there is little to fear. 
Typically designers working in Corporate Marketing build 
a generic marketing promotion template using a suitable 
design, and images and copy created from within a familiar 
creative environment such as Adobe Creative Suite (which 
includes InDesign and Flash) or HTML5. This design is then 
used to populate the dynamic publishing system.
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“From a user adoption perspective 
there is little to fear. No design or 

creative skills are necessary”



Marketers and local users access this template using the 
simple graphical user interface of the dynamic publishing 
system. No design or creative skills are necessary and 
yet users can still create attractive customised online 
advertisements, colourful animations and even video 
presentations. In addition, results are carefully controlled 
ensuring the final production version is always in a suitable 
format, and on message. Full support is provided for 
global language translations and there is a quick and easy 
language translation tool for local marketers.
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About North Plains
North Plains is recognized as the world leader in helping 
companies effectively leverage their visual media including 
images, graphics, videos, presentations, 3D designs and 
others to maximize market success.  Providing a complete 
portfolio of products, services, and solutions, North Plains 
is uniquely positioned to help corporate marketers, 
advertisers, content creaters, and publishers to be more 
agile throughout the creative marketing lifecycle, from 
the creative development process to the management 
and distribution of marketing and brand communications.  
Customers can maintain control of their visual assets and 
support processes globally, while improving collaboration 
and efficiency.

Since 1994, North Plains has helped its customers stay 
ahead of their rapidly changing marketing needs by 
expanding and evolving its suite of offerings to include 
Digital Asset Management (DAM).  Marketing Resource 
Management (MRM), Brand Asset Management (BAM), 
Creative Workflow and more.  With offices in Canada, 
USA and Europe, North Plains counts many of the world’s 
leading companies and brands among its 1,400+ clients 
and 1,000,000+ users
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