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After 119 years, Mack Trucks still operates as a family business — one based upon relationships with 
  customers. One would think such a historic company might rest on its laurels, but that certainly       
    hasn’t been the case with this American truck-manufacturing brand. 

In a 2017 survey, Mack Trucks asked its customers to identify where the company could improve and 
what was important to them as a customer. The results showed some drivers felt they had not received 
as much information about their trucks when they took delivery (the handover) as they would have liked. 
Homing in on this, Mack Trucks set out to improve the handover process through the development of a 
more consistent process, enhanced with printed and digital handover kits. 

Targeting a better end-to-end process on both sides of the sales desk, the handover kits are used 
by the salesperson as a step-by-step guide for setting up and executing the vehicle handover, while 
the customer components include personalized pieces targeting education in operation, features and 
benefits (such as warranty coverages). For both, the kits elevate the effectiveness of the onboarding 
process, set a foundation for a better relationship, and establish a relationship between the customer and 
the dealership support team — individuals in sales, parts and service — directly responsible for the sale of 
the truck, as well as for after-sales care and maintenance.

PROVIDING NEW RESOURCES BASED UPON PROVEN 
SUCCESS, MACK TRUCKS ENHANCES CUSTOMER 
EXPERIENCE WITH HANDOVER KITS
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LEARNING FROM THE CUSTOMER 
EXPERIENCE EXPERTS
During the truck handover — a process usually around an hour in length — 
the salesperson details the vehicle’s operation and answers questions the 
customer may have about features and benefits — the very area where the 
survey had shown lower ratings for some dealerships. With this in mind, 
Mack met with dealer sales team members who were rating much higher 
in customer satisfaction than colleagues and found those who were most 
successful had developed a more in-depth and informative handover 
process. For some, this included the assembly of branded materials, such 
as brochures and other collateral about the particular truck’s features and 
benefits. These efforts were shown to be at least partially responsible for 
higher-than-average customer ratings. 

“In a boots-on-the-ground effort, we visited with salespeople who had 
rated exceptionally high in customer satisfaction during actual handovers,” 
said Chris Zona, Mack Trucks manager of retail experience.  “With the 
permission of all parties involved, we used a smartphone to film the 
interaction between the salesperson and the customer. This gave us a 
good jumping-off point to begin to develop our handover process and the 
related collateral materials.”

After reviewing the findings of extensive research and reviewing the videos 
with key stakeholders, the Mack team proposed an improved process to 
a group of dealers and customers, and let them weigh in on what they 
thought would work and what wouldn’t. 

Based on the findings, the kits would contain many of the components the 
salespeople were already using — both digital content, such as links to web 
pages, and printed pieces — but new pieces were designed to fill identified 
gaps. With 87 percent of marketers in the U.S. confirming they have seen 
considerable improvements through personalization, and more than half 
experiencing a lift of more than 10 percent,2 Mack knew personalization 
would be a key feature of the kits. This was added through a partnership 
with Pacesetter Enterprises, Inc., a full-service print, marketing and 
fulfillment company based in Allentown, Pa.  

In 2017, Pacesetter produced a set of resources for the inaugural kits 
and deployed them as a 45-day pilot program across two dealer groups, 
encompassing seven locations. During the pilot, about 100 trucks were 
delivered and the handover processes evaluated. Feedback from both the 
dealerships and customers was gathered, reviewed internally and then 
refined. Revised materials were created in three languages — English, 
French and Spanish — and hand-delivered to dealers in September 2017. 
Each participating dealership received training on how to order, how to use 
and how to benefit their customers using the kits.

Less than a year since the rollout, Mack Trucks’ kits are now used in 97 
locations, and 10 more were scheduled for adoption before the end of 2018. 

FIGURE 1:
Customer 
Expectations Hit 
All-Time Highs
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EIGHTY-PERCENT OF CUSTOMERS, 
BOTH B2C AND B2B, REPORT THAT THE 
CUSTOMER EXPERIENCE A COMPANY 
PROVIDES IS JUST AS IMPORTANT AS ITS 
PRODUCTS AND SERVICES, AND 95% OF 
CUSTOMERS CLAIM THAT THEY ARE MORE 
LIKELY TO BE LOYAL TO A COMPANY THEY 
CAN TRUST. 1
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PERFECTING OMNICHANNEL 
STRATEGY WITH 119 YEARS OF 
EXPERIENCE IN BUSINESS 
Initially manufacturing trolleys, buses and trucks, Mack 
Brothers Company was an early entry in the large-vehicle 
manufacturing industry. Founded in Brooklyn, N.Y., in 1900, 
the company delivered its first vehicle — the Mack bus — 
later that year, and its first truck under the new brand of 
Mack Trucks in 1922. One of the largest manufacturers of 
Class 8 trucks, Mack Trucks also manufacturers engines and 
transmissions sold and serviced in more than 45 countries. 
In 2001, Mack Trucks became a subsidiary of AB Volvo, 
one of the world’s leading manufacturers of trucks, buses, 
construction equipment, and marine and industrial engines.

As the marketing organization for Mack Trucks, the department 
behind the new handover kits is tasked with building customer 
awareness, interest and consideration of Mack products and 
services. They identify potential buyers and help move them through the 
sales funnel, measuring their level of engagement and self-identification along 
the way — a practice reportedly used by 68 percent of marketers to qualify 
prospects from one stage to the next.3 Once the buyer demonstrates sufficient 
consideration, based upon an established scoring threshold, they’re designated 
as a qualified lead and turned over to a Mack dealer for follow-up.

John Walsh, VP of marketing at Mack Trucks, said, “We still use traditional 
marketing channels including trade shows, print ads, brochures and the 
like, but we’ve spent the last several years bolting-on a modern marketing 
ecosystem featuring digital ads, social media and content marketing. Today, 
we use both analog and digital channels in all of our campaigns. As the 
customer engages with our campaigns, we gather information about the 
individual and serve up more and more personalized content. At every 
point of contact, we encourage them to increasingly self-identify, so we can 
improve the experience we provide them. Once they score out, we pass their 
information on to the appropriate dealer so a salesperson can reach out.”

“For this handover initiative, we gained valuable knowledge by spending 
time in the field, rather than just strategizing in a conference room. To figure 
out key focus areas, we had to go to the dealerships and work with their 
salespeople during the time the customer was accepting delivery of his or her 
truck. As marketers, we don’t know as much about delivering trucks as our 
sales professionals, so working directly with them — some of whom have been 
selling our trucks for decades — was a vital component. We relied on their 
experience to create the resources with Pacesetter, and we worked together 
to deliver kits and training to the dealers,” Zona said. “If we are expecting to do 
things better, we have to do some things differently than we’ve done in the past. 
We will continue to make these kits better and improve our process in an effort 
to deliver the best possible experience to our customers.”

“You have to deliver 
‘exceptional.’ It’s no 
longer acceptable to 
deliver just ‘good enough.’ 
Customers expect more. 
We’re constantly asking 
ourselves, ‘Can we make 
it easier for our customers 
and their customers?’”

Chris Zona 
manager of retail 
experience,  
Mack Trucks
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FROM RFP TO FULFILLMENT
Zona crafted an RFP to establish a vendor partnership, under which the kits would be created and 
fulfilled. “A lot of the type of content we needed for the kits was already being provided to the operators 
in a digital format, but giving them a physical product was shown in our research to be important. We feel 
the same as the customers — there’s just something about high-quality printed materials that enhances 
an experience such as this,” said Zona.

Though the sales team had access to a great deal of marketing and dealership pre-printed materials, the task 
of choosing pieces and assembling them fell to the salesperson. If the kits were to be improved, new pieces 
would need to be designed especially for print-on-demand personalization, such as the truck handover 
invitation and the “Meet Your Team” card with photos of actual individuals responsible for the sales process 
and the servicing of the truck at the dealership. Other pieces, such as quick-start guides for the model vehicle’s 
operation were also developed, but these could be offset-printed and warehoused for fulfillment.

THE HANDOVER KITS HAVE IMPROVED THE ONBOARDING PROCESS BY ASSISTING THE SALESPERSON IN SETTING UP 
AND EXECUTING THE HANDOVER PROCESS, WHILE PROVIDING THE CUSTOMER WITH PERSONALIZED PIECES TARGETING 
EDUCATION IN OPERATION, FEATURES AND BENEFITS.
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During the RFP process, Pacesetter — already a vendor for Mack Trucks’ print and fulfillment needs for 
other departments since 1990 — stood out as being the best candidate to deliver quality across the 
board: from technology to print and from warehousing to fulfillment. The decision was not based solely — 
or even largely — on price. Said Zona, “When we were vetting vendors, we asked the questions important 
to us: Does this vendor share the same values as Mack Trucks? Do they offer an ease of doing business? 
Can we make it easier for our customer and their customer? With Pacesetter, the answers were, ‘Yes.’”

Mack Trucks recognized Pacesetter’s competitive position and the forward-thinking it displayed in helping to 
modify the RFP to ensure responses from it and other candidates would result in a system capable of delivering 
on Mack Trucks’ goals of ease of use, improving customer satisfaction and establishing brand loyalty. 

With the vendor chosen, implementation became the focus. According to Kim Gross, VP of sales and 
marketing at Pacesetter, “The first phase was to establish an implementation schedule and confirm the 
scope of work outlined in the RFP had not changed. This included reviewing all project components, 
identifying key responsibilities for both parties, as well as stopping points for sign-off before proceeding 
to the next step.”

In the second phase, though Pacesetter has a design department, it received all assets from Mack Trucks’ 
third-party design agency responsible for much of the larger executions. Pacesetter modified these as 
necessary for print-on-demand use.

In the third phase, Pacesetter adapted the existing Mack Trucks online portal, from which dealerships 
were currently ordering branded material, to support single sign-on capability. This meant Mack Trucks’ 
sales team would not have to learn a new tool — instead, the kits would be available in the existing 
dealership portal. Modifications also were made to limit access to the kit to only those dealerships 
participating in the program. 

On the production side, design assets were loaded and tested to ensure personalization worked correctly 
and the system functioned as desired. Since launch, areas for improvement have been identified and new 
content developed, all while increasing participation within the dealership program. 

“We feel the same as the customers —  
there’s just something about high-quality printed materials 

that enhances an experience such as this.”
– Chris Zona
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TURNING TRUST AND 
DIGITAL PRINT INTO 
EXEMPLARY CUSTOMER 
EXPERIENCE
To ensure the handover kits would 
be personalized to the degree Mack 
Trucks required, the company turned 
to Pacesetter Enterprises. Founded 
over 30 years ago as a packaging 
and fulfillment firm, Pacesetter has a 
history of monitoring clients’ needs and 
developing services and processes to 
meet those needs. Pacesetter is primarily 
a Ricoh shop — one focused on evolving 
as its clients’ needs change — and uses a 
RICOH Pro C7110X to personalize select 
print pieces. 

While Pacesetter has solid roots in print, 
about 25 percent of the company’s 
customers are digital-only clients. For 
these clients, Pacesetter provides 
campaign analytics that can often 
lead to conversations about how to 
bolster campaign results using print 
components. 

The relationship with Mack Trucks is 
monumental and the level of trust placed 
in Pacesetter is not lost on VP of Sales 
and Marketing Kim Gross — or any of 
the other department managers. As 
providers of services to Mack Trucks 
for nearly 30 years, the handover kits 
represent yet another opportunity to help 
a valued customer benefit from the use of 
digital print.

Mack Trucks came into this project with a great 
idea: get boots on the ground, talk to the people 
who use their communications and tailor those 
communications to those users’ specific needs. That 
meant revamping the look and feel of their handover 
kits, as well as including personalization elements, 
so drivers could know exactly what to do and whom 
to turn to if they encounter questions or concerns 
about their specific truck and dealer. 

Truck drivers’ livelihoods — and often their lives — 
depend on knowing their trucks, inside and out. With 
these new handover kits, Mack took an important 
step in making crucial information more readily 
accessible to drivers, especially drivers new to 
their trucks. Pacesetter performed magnificently in 
meeting these needs, leveraging the game-changing 
five-color RICOH Pro C7110X to develop new-look 
handover kits. 

While much of the attention around design and 
image quality centers on breathtaking images — 
for which the C7110X is known — a less-lauded, 
but still as important, aspect is creating intuitively 
navigable communications. When a driver needs 
information, they want to be able to find it quickly 
and easily. These excellent new handover kits 
centralize information that was previously located 
across different print and digital sources, putting it all 
right at drivers’ fingertips. That’s smart design — and 
good communication.
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THE IMPACT OF 
PERSONALIZATION AND 
CUSTOMER ONBOARDING 
Mack Trucks first notified the dealerships during a 
corporate summit in September of 2017 and invited 
them to enroll. By November, several dealers had 
signed on, and the system went live in early 2018. 
Less than a year later, of Mack Trucks’ 434 dealerships 
(called “rooftops” in the industry), 95 have received 
training in the handover program — a 21.9 percent 
conversion rate. 

Mack Trucks at first struggled with engaging the 
dealers, but has learned the best approach is to 
go dealer-to-dealer, sit down with them and run 
them through the tools — answering questions not 
just about the kits, but helping with their marketing 
strategies, in general. Dealerships can get help with 
social media, search engine optimization or any other 
sales enablement and marketing-related issues they 
may be experiencing.

Said Zona, “The charge from John Walsh, our vice 
president of marketing, was to get closer to the 
dealership, and the upside is that as we get closer 
to them, we have learned from them. With this, we 
have been able to continually optimize the handover 
kits and have revised the materials five times just this 
year, showing our commitment to delivering the best 
experience and the best truck for the customer’s needs.”

Using the online portal, a Mack Trucks’ salesperson 
logs in from the dealership and navigates to the 
kit-ordering options. After completing required 
fields, such as those used for the personalization 
and identification of the model and the customer, 
Pacesetter prints, personalizes, compiles and delivers 
completed kits in batches of 25 to the dealership. 
The salesperson uses the guide, which details 
preparation to follow-up and everything in between. 
Starting with a call to schedule delivery acceptance, 
the salesperson is guided through the individual 
processes for handling paperwork, explaining the 
benefits of Mack Connect (a monitoring, support 
and response system for the truck), providing the 
dealership tour, guiding the truck walkaround and 
following up with calls at one week, two weeks, three 
months, six months and one year after purchase. 

“As the customer engages 
with our campaigns, 
we gather information 
about the individual and 
serve up more and more 
personalized content.  
At every point of contact, 
we encourage them to 
increasingly self-identify, 
so we can improve  
the experience we 
provide them.”

John Walsh
VP of marketing, 
Mack Trucks



DELIVERING EXCEPTIONAL CUSTOMER EXPERIENCE
The handover kit is just one chapter in a portfolio of customer experience and sales enablement on which 
Mack Trucks focuses. “We brought this program to the dealership’s location and have completed almost 
50 trainings this year and reached about 100 dealership locations,” Walsh said. “Of those, 80 percent said 
they are extremely likely or very likely to recommend this approach to other dealers. We started with the 
top-performing dealers and are using them to build organic support and adoption. We chose the best of 
the best, the most visible, those with the most volume — and are working our way out from there.”

In a strong return of surveys conducted within 48 hours of taking possession, Mack Trucks analyzed 
feedback from the operators looking for indicators the kits were influencing his or her opinion of the 
handover process, as well as of Mack Trucks, as a brand. With the program in its early stages, Mack 
Trucks won’t see KPIs and quantifiable goals for another year or so. This is due to the fact that the typical 
buying cycle for a truck is three years, but Pacesetter is getting positive feedback from the salespeople 
with whom they interact while supporting the use of the portal. 

“You have to deliver ‘exceptional,’” Zona said, “It’s no longer acceptable to deliver just ‘good enough.’ 
Customers expect more. We’re constantly asking ourselves, ‘Can we make it easier for our customers and 
their customers?’ Mack Trucks works hard to ensure customers have a truly exceptional experience with 
our brand, and this program is a big part of that. We have a good partner in Pacesetter, a company that 
excels at marrying the print and digital experience. This partnership and this product align perfectly with 
the goals of Mack Trucks.”  

THE HANDOVER KITS INCLUDE A 
PERSONALIZED “MEET YOUR TEAM” CARD SO 
TRUCK OPERATORS KNOW EXACTLY WHO’S 
ON THEIR DEALERSHIP SUPPORT TEAM — 
INDIVIDUALS IN SALES, PARTS AND SERVICE.

9  
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YES, I WANT TO DO THIS!
Do you have questions about how 
to implement a project like this? 
We’ll connect you with industry 
pros to get them answered.

Are you looking for practical insight 
on how this works? These tips will 
help you generate ideas and make 
sure your project goes smoothly.

Are you ready to find a service 
provider near you and get started? 
We’ve got you covered.

ASK A PRO PRO TIPS SERVICE PROVIDERS

FOOTNOTES
1  Salesforce. “State of the Connected Customer, Second Edition” https://www.salesforce.com/content/dam/web/en_us/www/documents/e-books/state-
of-the-connected-customer-report-second-edition2018.pdf

2 Evergage. “2018 Trends in Personalization Survey Report” https://www.evergage.com/resources/ebooks/trends-in-personalization-survey-report

3 Spear Marketing. “The State of Marketing Automation Maturity” http://info.spearmarketing.com/marketing-automation-survey-report.html
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https://www.brandunited.com/pro-tips/
https://www.brandunited.com/contact-us/?message=I%20want%20to%20learn%20about%20Service%20Providers
https://www.salesforce.com/content/dam/web/en_us/www/documents/e-books/state-of-the-connected-customer-report-second-edition2018.pdf
https://www.salesforce.com/content/dam/web/en_us/www/documents/e-books/state-of-the-connected-customer-report-second-edition2018.pdf
https://www.evergage.com/resources/ebooks/trends-in-personalization-survey-report
http://info.spearmarketing.com/marketing-automation-survey-report.html


WHO 
WE 

ARE

BRAND United was founded by NAPCO Media, a leading 
information source for the markets it serves since 1958. 
With roots in various industries such as commercial print, 
publishing, marketing, consumer technology and promotional 
marketing, NAPCO Media specializes in the creation and 
cross-channel distribution of exceptional content.

Having built communities between our audiences and clients 
for decades, we have seen first-hand the difference it makes 
when a brand creates a cohesive, engaging and united 
customer experience across multiple channels. BRAND 
United’s mission is to educate brand owners and marketers on 
the omnichannel strategies and innovative technologies that 
can be implemented at each stage of the customer journey to 
create a united brand experience.

We offer case studies, research and practical tips from the 
experts that are comprised of data-driven insights from brands 
who have successfully implemented the technologies and 
strategies that are moving the industry forward. At BRAND 
United, we understand where brands and marketers need to 
go and the application of revolutionary technologies that will 
take them there.

A1903003


