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Bridgestone/Firestone Corporate marketing plus more than 1500 dealers across Canada and
the United States.

http://www.bridgestoneamericas.com

Bridgestone/Firestone is one of the largest manufacturers of tires and rubber products in the
world with 38 production facilities in the Americas alone.

CopyCo Solutions Inc.

http://www.copycoinc.com

CopyCo Solutions, headquartered in Des Plaines, IL, specializes in providing customers with
customized print and online communications solutions designed to meet their needs.

HARDWARE

SOFTWARE

FINISHING

Web presses and sheet-fed offset presses at the location closest to the final distribution point;
Heidelberg Quickmaster DI digital press and Océ 900 color laser printer for rush orders.

Pageflex Mpower to print flyers and Pageflex EDIT to facilitate ad layout, MediaBank digital
asset management (DAM) system

Varies according to type of material produced

TARGET AUDIENCE

DISTRIBUTION

DATE

Car owners across United States and Canada.

Average print run for flyers is 20,000; most are printed on offset presses, but about 5% (rush
jobs) are produced on digital printers with similar run lengths.

2000, Bridgestone-Firestone runs six flyer programs per year, plus special events and
individual dealer programs. Orders are processed on demand.

DESCRIPTION

Six times a year Bridgestone/Firestone dealers receive co-op dollars to help them produce
advertising flyers to be distributed to car tire buyers in the United States and Canada.
Bridgestone/Firestone Corporate wanted a better system for producing point of sale (POS)
displays, newspaper ads, flyers and other marketing materials to be distributed in cooperation
with its more than 1,500 dealers.

The existing program was time-consuming and expensive: orders for marketing kits came by
fax, and then a graphic designer produced custom flyers. Often frustrated dealers attempted
to create marketing materials themselves without following Bridgestone’s branding
requirements. “The system was very slow,” says Andy Thomas, President of Copyco Solutions.

SALES PROCESS

Bridgestone, already a Copyco customer, decided it wanted a Web-to-print solution for its
collateral management and fulfillment needs. Copyco had already created some Web-to-print
solutions for other customers, so it was natural for the two companies to talk. Two senior
managers involved with dealer and retail marketing from Bridgestone headed up the project
on the customer-side.

Thomas recalls, “The sales cycle was unusually short for this type of technology. The customer
was looking for the technology and a partner that had it. Within two weeks of them seeing the
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Bridgestone Equips its Dealers to Sell More

demo we were tasked with building a site that we could use internally to process orders.”

He also says that the customer was eager to get going and to quickly have a system that could
handle orders directly from dealers—a task that took about a year. Convincing Bridgestone to
do business with the company was not an issue. The two companies worked as partners to find
the right solution to meet Bridgestone’s short- and long-term goals. “Our challenge was to
prove our ability to make good technology decisions on their behalf, so their investment of
time and dollars would not be a mistake, nor would that investment need to increase
exponentially. We were looking for a better mousetrap from the start,” says Thomas.

VARIABLE DATA ELEMENTS

Variable data and images include tire brand and model, sizes, pricing, service coupons,
logos, and sale dates. In addition to American English, the system supports Spanish, Canadian
French, and Canadian English.

THE PRODUCTION PROCESS

Copyco presented an Intranet-based system in 2002 and continues to add new functions. The
current system includes a number of templates for newspaper ads, flyers and other materials.
Dealers register with the program, build a profile and select templates.

It takes about 15 minutes for a dealer to be trained to use the system with graphic design
knowledge or experience required. Dealers can interactively edit and modify flyers and
newspaper ads in almost any way they want while maintaining the graphic integrity of the
templates. The system prompts for production specifications and sends a watermarked PDF
proof online. The dealer can make revisions or return at a later point to finish it. The system
then sends a high-resolution PDF to Copyco or one of a network of printers across the U.S.
closest to the dealer who requested it.

The system notifies Bridgestone’s Marketing Managers about usage and prices, and also
ensures that all information contained in the documents (prices, and sizes) is correct.
Bridgestone can generate usage reports, add dealers or update dealer profiles, and add or
change content or images in the Digital Asset Management System.

The end result of the flyer program is a letter size sheet, four over four color on either 50#
offset or 50# enamel.

RESULTS

The new system has reduced lead-time required for flyers from 10 weeks to 72 hours. The
structured templates protect Bridgestone’s brand because dealers can’t alter important brand-
related design elements. The checks built into the system ensure that no document is produced
with missing incorrect data.

More than 1,500 dealers have registered with Copyco and 30% of those have chosen to
participate in the custom flyer program. Dealers have placed more than 700 orders in 2004
versus 2003 for a total of 16 million flyers

© 2005 PODi, the Digital Printing Initiative www.podi.org Best Practices in Digital Print FIFTH EDITION




