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TITLE OF CASE STUDY: Communication Targeting Program – PACCAR Parts Case Study  

 

SUMMARY: 

PACCAR is a global technology leader in the design, manufacturing and customer support of 
premium medium and heavy duty trucks under the Kenworth, Peterbilt and DAF brands.  
PACCAR Parts Division is the aftermarket parts provider that delivers its products and services 
to customers worldwide through their extensive Kenworth, Peterbilt and DAF dealer network of 
nearly 1,800 locations worldwide.  PACCAR Parts invests a significant amount of dollars to 
provide marketing tools and support for its dealer network, to sell parts purchased from 
PACCAR Parts.  Limited dealer end-user insights caused the marketing communications 
messaging and targeting to be broad, which in turn caused dealer speculation around program 
effectiveness as well as impact power on end-users.  To remedy this, PACCAR Parts developed 
the Communication Targeting Program (CTP) as an evergreen platform to optimize current 
market communication touchpoints.  Survey research was conducted with end-user customers 
and prospects, and subsequently the program launched in 2011 in the U.S.  The CTP has 
garnered full support from PACCAR Parts and its dealer network based on the significant 
impact on sales and ROI for both dealers and PACCAR Parts. 

 

 

CAMPAIGN DESCRIPTION: 

The Communication Targeting Program (CTP) is a coordinated series of direct marketing 
touchpoints, focused on delivering key messaging of availability, value and quality to motivate 
current, dormant and prospective end-user customers. It launched in the U.S. in January 2011.  
It included direct mail and email, with localized dealer offers.  Current customers received a 
unique customized direct mail and email. Dormant and prospective customers each received 
unique customized direct mail pieces.   
 
PACCAR Parts developed three communication paths within the Communication Targeting 
Program:  
 

 Existing Customer Communications – Maintain and/or increase customer share of 
wallet   

 Dormant Customer Communications  -- Re-engage and “win-back” former customers  

 Prospective Customer Communications – Expand customer universe by acquiring 
high valued new customers 

 

 

BUSINESS OBJECTIVE: 
PACCAR Parts’ business goal is to increase sales at the dealer level, in turn gaining overall 
market share.  By helping their dealer network sell more effectively to existing, dormant and 
prospective customers, PACCAR Parts can attain this goal.   
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STRATEGY: 
In order to increase sales at the dealer level and expand market share, it was necessary for 
PACCAR Parts to think outside of selling parts and service to Kenworth and Peterbilt truck 
owners.  The U.S. aftermarket parts market is competitive, including multiple local and national 
shops in addition to the truck OEM dealerships.  End-users don’t have much time to shop and 
purchase truck parts, and often make decisions within a day of need and choose the supplier 
based on proximity.  
 
Kenworth and Peterbilt independently owned dealers hold the relationship (not PACCAR Parts) 
with the end-user customer.  The Kenworth and Peterbilt brands support the dealer by providing 
well-known and trusted brand names.  
 
In an effort to increase dealer sales and maximize ROI, PACCAR Parts employed a strategy to 
optimize and target local offers to individual customer segments - - existing, dormant and 
prospective customers.  All communications to customer segments must include: 
 

 Kenworth and Peterbilt parts and service branding 

 Dealer name and branding 

 Customer personalization 

 Parts availability messaging (for all makes of truck brands) 

 Local offers/values 
 

 

RESEARCH CONTRIBUTION TO CAMPAIGN SUCCESS: 

 
Define target/customer segments 
Acquiring and collating disparate data from multiple dealers and discrepant business systems 
was the first of several steps in this exercise.  Working with its dealer network, PACCAR Parts 
acquired and aggregated customer lists, enriched this data with additional profiling variables 
from 3rd party resources, and used statistical methods to generate more granular texture on 
the universe of customers within PACCAR Parts’ reach.   
 
The K-means clustering technique was used to segment customers, combining RFM 
(Recency, Frequency, Monetary) variables to create distinct and meaningful clusters.  This 
customer segmentation provided a deeper understanding of consumers by studying the 
distinguishable and noticeable aspects of their purchase behavior, demographics, as well as 
geographic location in relation to dealer.  With a more robust understanding of customers, 
PACCAR Parts was able to more effectively identify the three target segments (existing, 
dormant and prospective customers).   
 
 
Determine relevant messaging 
PACCAR Parts invested in valuable survey research built around the consumer shopping 
decision journey.  It identified how end-users shop for truck parts, what matters to them when 
deciding where to shop for truck parts and their preferences for communications from truck 
parts suppliers. 
 
Several opportunities were identified based on the research including the importance of the 
dealer relationship and how efforts to address parts availability, pricing and quality in 
communications will help maintain that dealer relationship.  Repeat visits to the Kenworth or 
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Peterbilt dealer lead to commitment to that dealer, which results in increased sales of parts 
and service for the dealer. 
  
In addition, the survey research addressed the value of the direct mail flyer and emails sent 
by Kenworth and Peterbilt dealers. End-user customers are contacted by multiple parts 
suppliers on a regular basis via mail flyers and emails.  While they approach more than one 
supplier when shopping for parts and service, the bulk of the customer’s wallet goes to a 
“primary” supplier.  To maintain and/or increase sales, the supplier must engage and stay top-
of-mind for that customer. Mail flyers and emails are preferred communication vehicles, and 
ideal solutions for targeted communications.  
 
 
Identify relevant offers 
PACCAR Parts’ offer optimization approach was based on a Market Basket Analysis 
technique, which utilized the Apriori Algorithm to identify frequent “baskets” and applied 
association rules to determine product offer combinations that would boost overall sales to 
existing customers. This basket analysis enabled offer refinement and targeting for direct mail 
and email communications.  
 
The market basket analysis was then implemented as an interactive planning tool that 
effectively served as a recommendation engine to optimize product offers.  This tool 
significantly streamlined the communications planning and execution for PACCAR Parts’ 
dealer network. 
 
 

RESEARCH LINK TO CAMPAIGN DEVELOPMENT: 
Prior to 2011, targeting efforts were constrained due to limited customer and profiling 
information.  Once data were available, analyses were performed which helped demonstrate 
the effectiveness of PACCAR Parts marketing and propose well-thought out opportunities to 
make PACCAR Parts marketing work even harder, ultimately increasing dealer and PACCAR 
Parts sales. 
 
Research inputs led to: 
 

 Better understanding of the customer universe, clearly indicating differences between 
best and passive customer segments and their profiles 

 The importance of the end-user’s relationship with the Kenworth or Peterbilt dealer, 
including making sure the dealer name and branding are clearly and easily identified 
for the end-user to contact and/or visit for their next truck parts purchase 

 The value of clear communications around a parts availability message and link for all 
makes of truck brands, to attract end-users who don’t currently own Kenworth and/or 
Peterbilt trucks 

 Optimized offers from Kenworth and Peterbilt dealers, to motivate customer segments 
to visit their local dealer for these and other truck parts purchases 

 
Results to date have been spectacular: 
 

 The average Monthly Invoice Value per customer increased 83% in dollar values and 
94% in units vs. the pre-optimization period  

 The ROI for Dormant Customers (“win back”) was 117% and 96% for Prospective 
Customers  

 In the 5-weeks following the offer optimization test, conversion rate increased by 300% 
(8% vs. 2% pre-optimization) 


