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INSIGHTS4PRINT.CIEO

SHORT InTRODUCTION

* Independent consultant: insights4print.ceo
« 8 years at industry association (Febelgra)

* 17 years at innovation center (VIGC)
» Trendwatcher (1998 — 2015)
+ General manager (2006 - 2015)

* Sick leave: fatigue issue
* Long road... Cause found thanks to smart watch and consistent analysis
* Breath related, small surgery fixed the issue... (more info: http://i4p.ceo/cfs)

* Fresh start at insights4print.ceo
* The Innovation.Menu: collaboration with Yiist.com
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INSIGHTS4PRINT.CEO
ConTenTs

* Facts about marketing

* Lesser known facts about marketing
* Action plan for print

* Innovation, the Future
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Marketing spend is 8.1% of company

[ ]
1 | *Question asked in Feb-12 for the first time
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Feb-12  Aug-12 Feb-13  Aug-13 Feb-14 Aug-14 Feb-15 Aug15 Feb-168 Aug-16 Feb-17

revenues
Marketplace Growth Spending Performance Saocial Media Mobile Jobs Qrganization Leadership Analytics
Overall 8.1%
: : g 5
Figure 3.8. Marketing spending as percent of company revenues 398 Product =
B2B Services 6.92%
B2C Product 12.4%
=8~ Marketing Spend B2C Services 7.75%
15% -
12% 1 o
9% -
& | 7.9% 7.8%
3% -
0%

30

Digital spend dominates; positive growth expected for
traditional advertising spend for first time in 5 years
Spending Performance Social Media Mobile Analytics
Figure 3.4. Percent change in traditional advertising* vs. digital marketing spend in next 12 months
=o=Traditional Advertising Spend Digital Marketing Spend
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=. m *Refers to media advertising not using the Internet. Showing only data from February surveys
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DiGITaL GROWS, a LOT

Quarterly Revenue Growth Trends 1996-2017 ($ billions)

§25

INSIGHTS4PRINT.CIEO
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Sourec: IAB/PwC Internet Ad Revenue Estimate, Q1 zo17
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DiGITaL GROWS, a LOT

Digital Ad Spending Worldwide, 2016-2021
billions, % change and % of total media ad spending

$375.80
$341.81

$228.44
$191.87

2016 2017 2018 2019 2020 2021
M Digital ad spending M % change W % of total media ad spending

Note: includes advertising that appears on desktop and laptop computers
as well as mobile phones, tablets and other internet-connected devices,
and includes all the various formats of advertising on those platforms,
excludes SM5, MMS and P2P messaging-based advertising

Source: eMarketer, Sep 2017

230799 wWwiw emarketer.com
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DiGITaL GROWS, espPecCiaLLY moBILe

= Non-Mobile ------- >
m Mobile

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Source: [AB/PwC Internet Ad Revenue Report, FY 2016

8/11/2017 Is there still a place for print in a modern marketing mix?

INSIGHTS4PRINT.CIEO

DiGITaL GROWS, esPecCIaLLY SOCIAL meDIa

Social media advertising revenue 2012-2016 ($ billions)

1H2012 2H 2012 1H2013 2H2013 1H 2014 2H2014 1H2015 2H2015 1H2016 2H 2016

Source: IAB/PwC Internet Ad Revenue Report, FY 2016
* CAGR: Compound Annual Growth Rate
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Average annual growth rate by medium 2016-2019 (%)

Social media
Online video
Paid search
Cinema
Internet classified
Traditional internet display
Outdoor 23
Television 10
Radio 09
54 Newspapers

-58 Magazines

Source: Zenith, Global Intelligence, Q2 2017

58

82
77

9.2

19.7
16.2

Adspend Forecasts | Q2 2017 summary by medium

Social media to overtake
newspaper advertising in 2019

For many consumers, social media is their main source of news, their starting point for content
discovery, and the centre of their social lives. Social media ads sit naturally within the newsfeed and
are anon-intrusive way of communicating with consumers in a very personal environment.

We forecast advertising expendl(uve on social media to
019 e

As we mentioned in the last issue of Global Intelligence,

Share of global adspend by medium [%)

Cinema
Radio
07
Oudoor 62
66
Magazines
52
Newspapers

Internet classified

Onl\ne video

Imdlliuna\ IFIlEHIBl

Socrai media

2017

Source: Zenith, Global Intelligence, Q2 2017

‘ Pald search

53

Television

Telavision

64
Magazines

43

Newspapers
Internet classified

15

Online video

Traditional Internet
display
Paid search

61

Social media

@ .

2019
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US Total Media Ad Spending Share, by Media,
2014-2020
% of total

2014 2015 2016 2017 2018 2019 2020
Tu* 39.1% 37.7% 36.8% 35.8% 34.8% 33.7% 32.9%
Digital 28.3% 32.6% 35.8% 38.4% 40.8% 43.1% 44.9%
—Mobile 10.9% 17.3% 22.7% 26.2% 28.8% 31.0% 32.9%
Print 17.4% 15.4% 13.9% 12.9% 12.2% 11.6% 11.1%
—Newspapers** 21% BO% 72% 66% 61% 57% 5.5%
—Magazines** B8.3% 74% 68% 64% 61% 5.8% 5.6%
Radio*** BA% 78% 74% 7.0% 67% 64% 6.1%
Out-of-home 4.0% 40% 3.9% 3.8% 3.7% 35% 3.4%
Directories** 28% 25% 2.2% 20% 19% 1.7% 1.6%
Note: *excludes digital; **print only, excludes digital; ***excludes off-air
radio & digital
Source: eMarketer, March 2014
205439 www.eMarketer.com
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MaRrKeTeRs: aHeaD OF THe CURVe...

. l".

2,5% 13.5% 34% 34% 16%
INNOVATORS ~ EARLY ADOPTERS  EARLY MAJORITY LATEMAJORITY LAGGARDS
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B & @ 55marketinginfluencer X 4+ = [m] X

é % O E] tune.com/blog/55-marketing-influencers-brands-virtual-reality-augmented-reality-mixed-reality j,A.{ ‘;.Aé Z\, B

TUNE =]

Hillel Fuld @hilzfuld

Cofounder of ZCast, tech blogger, startup advisor

VR, AR, and mixed reality are obviousl to increase in popularity
throughotr S.
425

Brands must learn how to adapt their content to leverage these
technologies and better tell their story.

Jesse Stay @jesse

Futurist, Author, Founder and Principal of Stay N Alive

rands need to be getting ready — by end of 2017 VR and mixé
ality will be much more mainstream, and all brands will

have experiences DUt arma requy 10T Uils.

The world around each customer is now the brand’s canvas.

INSIGHTS4PRINT.CIEO

ReaLITY CHeCK: INTERNET conNnecTions
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(*) EE, LV and SE: data for 2010 is not comparable to 2016 due to a change in the survey methodology.
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% chiefmartec.com Marketing Technology Landscape (“Martech 5000")

Advertising & Promotion Content & Experience Commerce & Sales

8/11/2017 Is there still a place for print in a modern marketing mix?

MaRrKeTING auTOMAaTION: BIG PUSH

INSIGHTS4PRINT.CIEO

May 2017

MaRKeTING aTTRIBUTION: HOT!

INSIGHTS4PRINT.CIEO

US Companies Using Multichannel Attribution

digital attribution models

Models, 2014-2018

2014 2015 2016 2017 2018
% of total companies 229%  30.6% 39.4% | 50.2% | 58.5%
% of companies that use 37.5% 450% 52.5% | 62.0% | 68.0%

channels to a desired outcome
Source: eMarketer, Oct 2016

Note: companies with 100+ employees that use more than one digital
marketing channel, multichannel attribution models are attribution models
that include more than first- or last-touch attribution or a combination of
both to differentiate the respective contributions of various marketing

217119
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LESSER KNOWN

= A(:$.--

INSIGHTS4PRINT.CIEO

WHaT DO THeSe FIGURES TeLL US?

* Focus on marketing spending
* And on point of view from marketers...

* Not on results
* Not on point of view from customers...

* Most studies don’t include print

8/11/2017 Is there still a place for print in a modern marketing mix?
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IKANTAR Mil WARDBROWN

STRONG DIsconnecT BeTween
aGencies anD aDVEeRTISERsS GETTING

MEDIA

RIGHT =

Creating Breakthrough Marketmg A
in a Connected World

IT'S TOUGH TO ASSESS HOW WELL BRANDS PERFORM
ACROSS CHANNELS

Advertiser

L ErYA

ADVERTISER CONFIDENCE IN MEDIA MIX

Agency

0 < e O 9/,

Media

‘ ! L WSEA

2016 2017

Did you (your clients) see an upliftin response rates after personatization'?
(Econsultancy Conversion Rate Optimization Report 2017)

100% 3
80%
60%
40%
20%
0%
Search @ Website E-mail Social media  Mobile apps

mCompanies: Major Uplift = Companies: Minor Uplift m Companies: No Uplift

m Agencies: Major Uplift m Agencies: Minor Uplift Agencies: No Uplift

() insights4print.ceo 11
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STRONG DISsconnecT BeTween
MaRrkeTeRs anD INTERNET USERS

Reasons that UK Internet Users Subscribe to
Marketing Emails According to UK Marketers vs.
Internet Users, Dec 2016

% of respondents

Marketers Internet users

Trustworthy reputation 38% 31%
Offer of exclusive content 29% 5%
Competitions 21% 21%
Percent-off discounts (e.g., 10% off) 20% 41%
Money-off discounts (e.g., £5 off) 14% 45%
User guides 14% 7%
Advance notice of new products 13% 16%
Peer-generated social content 13%

(e.g., blogs, photos, tweets, videos)

As part of transaction process 11% 25%
(e.g., making a purchase)

Clear privacy policy 11% 15%
VIP access 11% 14%
Product reviews 9% 10%
Free samples/gifts 8% 35%
Free delivery 5% 35%
Offer of loyalty program 5% 30%
Other 6% -
None 7% 8%

Note: internet users were surveyed in Aug 2016
Source: Direct Marketing Association UK (DMA UK), "DMA Insight: Marketer
email tracking study 2017" sponsored by dotmailer, Feb ¢, 2017

22331 www.eMarketer.com

InFLUence oF sociaL mebpia
(abveRrTisInG) on PURCHaseS
IS LImITED

Social Commerce
Survey
The Future of eCommerce?

Q Prepared by SUMO Heavy Industries

Q7: How big of an influence is social media on your
purchase decisions?

Answer Choices Responses
None 54.74% / 549
Somewhat 42.17% / 423
Significant 3.09% /31

Total 1,003

Q8: Which of these social media platforms most influence
your purchase decision? Please check all that apply.

Answer Choices Responses
Facebook 37.49% / 376
Twitter 5.38% / 54
Instagram 10.07% / 101
Pinterest 17.15% / 172
Snapchat 2.19% /22
None of these 48.85% / 490

Total 1,003

Q9: Which of these are most likely to influence your
purchase decision on social media sites? Please check all

that apply.

Answer Choices Responses
Banner/display advertisements 12.06% / 121
Posts by friends and family 53.24% / 534
Likes by friends and family 30.81% / 309

Product reviews, news and videos | 53.14% / 533

Sponsored post from the brand
or retailer

Total 1,003

15.55% / 156

() insights4print.ceo
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IS LImITeD

AMONG HEAVY SOCIAL MEDIA USERS (3+ HOURS DAILY)
% OF
BESPONDENTS(EY)

N Visited a friend's profile/page 7%
Commented on a friend's post

Sent a message or e-mail

" Watched a video
5 Posted picture(s) 50%
6 47%
7 Updated your status 42%
3 Updated your profile 30%
Followed or became a “fan of” "
something or someone car
10 Played a game 23%

rce: Nielsen Scarborough USA+ 2016 Releas sights Module

InFLuence oF sociaL mebia
(abveRrTisInG) on PURCHases

TOP SOCIAL NETWORKING ACTIVITIES IN PAST 30 DAYS

57%
o
oF Heavy sociaL
WEoIA USERS VIITED
AFRIEND'S PROFILE O
PAGE WITHIN THE
LasT 30DAYS.

o
13%

OF HEAVY SOCIAL
MEDIA USERS CLICKED
ON AN ADVERTISEMENT

WITHIN THE LAST

30 DAYS

SOCIAL STUDIES: A LOOK AT
THE SOCIAL LANDSCAPE

difficult to prove

The impact of social media remains

The CMO ¢

() insights4print.ceo

Marketplace Growth Spending Performance Social Media Jobs Organization Leadership Analytics
Figure 5.6. Which hest describes how you show the impact of Haenl. || illative: | Rl
your business? shown impact|  sense  |quantitatively
Overall 43.3% 382% 184%
B2B Product 47.3% 36.5% 16.2%
M Have proven the impact quantitatively B2B Services|  444% 432% 12.3%
Have a good qualitative sense of the imact, but not a quantitative impact B2G Product | 39.4% 333% 27 3%
M Haven't been able to show the impact yet B2C Services| 345% 3459 310%
100% =
15.0% 15.0% 11.5% 203% 18.4%
80%
0,
60% e 435% 43.5% s 35.7% 382%
40%
415% 47.9% 441%
=. Aug-14 Feb-15 Aug-15 Feb-16 Aug-16 Feb-17
| |
|  eeeEvesmeecw § SE ] ] H__mem H = 48

8/11/2017
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Social media perceived to contribute little
to company performance

Marketplace Growth Spending Performance Social Media Mobile Jobs

Organization Leadership

urvey

Analytics

Figure 5.7. To what degree does the use ntribute to
your company's performance? (T=iNotatail, 7=Very highly)

Feb-16 | Aug-16 | Feb-17
Overall 32 31 32
B2B Product | 25 27 29
B2B Services| 34 31 31
B2C Product 32 38 39
B2C Services| 40 34 32

=&-Contribution to company performance

Fie
6 -
5
4
3.2 341 32
2
1 T
Feb-16 Aug-16 Feb-17
=.. * Question asked in Feb-16 for the first time.
I Crrove Voorren |1 10 B B | EEE.. IS ] 1] T I ] ] 49

Mobile marketing performance decreases
on key metrics
Marketplace Growth Spending Performance Social Media Mobile Jobs Organization Leadership Analytics
Figure 6.2. Rate the performance of your company’s mobile marketing activities
(7-point scale where 1=Poor, 7=Excellent)
August 2016  m February 2017

? .

6 -

5 .

Y 38

4 35 36 44
31 30 32 34 . 33 30 30

3 : : - 28

2 il

1 T T
Customer Customer Customer Delivering your Sales Profits
acquisition engagement retention brand message

1]
2]
[ un LB | ] T T ] | 53

() insights4print.ceo
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Mobile shows slight gain in contribution to

company performance; still too low

Marketplace Growth Spending Performance Sacial Media Mobile Jobs Organization Leadership Analyics

Figure 6.3. To what degree does the use ¢f mobile marketing)zontribute Feb:A6 || Augit6. | Feb-fy
; - 20 | 23 | 22
to your company's performance? (T=Notatall, 7=Very highl B2D Rroduck
¥ RIEaE ! ry highly) BB Senices| 24 | 23 | 28
B2CProduct | 30 | 31 | 34

B2C Services | 2.8 32 31

—e—Qverall Company Performance

Tie
6 -
5
4 -
24 25 —)
i ; T :
Feb-16 Aug-16 Feb-17
.
—MI_I_II_MI_I_I HEE B HE mum = =§ & 54
INSIGHTS4PRINT.CEEO
DIGITAL RePORTING HAS FLAWS
Hello Fddy
We've noticed you haven’t been opening the E&P newsletmi
coming to an end
Editor & Publisher <webmaster=editorandpublisher.com@mail5.atl111.rsgsv.net> namens Edi &1- wolso7

We Are 1N e [roees F - Ieesr i 3 Tech Companies and U.S. Lawmakers are Clashing Over the Need for New Regulations Targeting Politic...
O Aiser problemen zijn met de weergave van dit bericht, klikt u hier om het in een webbrowser te bekijken.

R ke b ‘ o () Wi, < 4 Klik hier om afbeeldingen te downloaden. Om uw privacy te beschermen, zijn enkele afbeeldingen in dit bericht niet automatisch gedownload.

v

PO ek w Yosighty + Meer invoegtoepassingen downloaden

Y 2

E&P| 10/25/17 View this email in your
(T browser

E
e

Feature | A Section | Columns | News | People | DataBook | Subscribe

‘ &

zra

[E] Kkt e rechtsmuisiona of houd ngei s  afbeelingen vt donmioaden. Tr beschaming v un procy werdt dee fbesing
Chomatich van menat et onmind.
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PRINT IS TRUSTED, DIGITAL NOT REALLY

8/11/2017 Is there still a place for prin

modern marl

Trusted Information Sources According to Consumers
in Germany, Nov 2016
% of respondents

Recommendations from friends/relatives

Ads in newspapers/magazines
54%

Internet presence/company websites

51%
User reviews on online portals

39%

Posters on advertising columns or billboards
37%

Ad spots on radio and TV

35%

Company magazines (e.g., DB-Mobil, Lufthansa Magazin)
31%

Reporting found on blogs

24%

Advertising on websites (e.g., Bild Online, Google)

16%

Note: n=1,009 ages 14+

Source: Gesellschaft Public Relations Agenturen (GPRA),
"GPRA-Vertrauensindex Dezember 2016" conducted by Mentefactum, Dec
14, 2016

221561 www.eMarketer.com

Types of Ads that US Internet Users Trust When
Making a Purchase Decision, Oct 2016

% of respondents
Print ads (newspaper, magazines)

82%
TV ads
Ads/catalogs | receive in the mail

76%
Radio ads

71%

Ads in outdoor and public places (like billboards, transit ads,
posters, etc.)

69%
Search engine ads (Google, Yahoo, Bing, etc.)

61%
Video ads that appear prior to a digital video
47%
Sponsored posts on blogs that I read
43%
Ads embedded in social media (Facebook, Instagram, etc.)
43%
Online banner ads
39%
Mobile phone ads
39%
Ads in podcasts
37%

Digital pop-ups
25%

Note: 1=2,400 ages 18+ -
Source: Marketingsherpa, "Customer Satisfaction Research Study, " Dec 12,
2016

221231 Lom

() insights4print.ceo
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Traditional channels were most trusted by every generation

While TV ads skewed younger, and print ads and direct mail skewed older, the most
trusted channels were the same for every age group.

Q. In general which type of advertising channels do you trust more when you want to make a purchase
decision? Please sort the options into "Ads | trust” and "Ads | don't trust that much" categories.”

Ads | don't trust Ads | trust

that much

@ m Generation X

m Baby Boomers

Ads | don't trust that Ads | trust

much

m The Silent Generation

Chart3.3 Chart8.4 Chart8.5
= N=1,097 N=1,088 Ads/catalogs |
Print ads (newspaper, magazines) TV ads receive in the mail

0.0% 100.0% 100.0%

80.0% 80.0% 80.0%

60.0% 60.0% 60.0%

40.0% 40.0% 40.0%

20.0% 20.0% H 20.0% h
0.0% _ 0.0% 0.0%

Ads | don't trust that
much

Ads | trust

(Dmarketingsherpa

Least trusted channels by every generation
There was more differentiation in the least trusted channels, with older cohorts much
less likely to trust these digital channels than younger generations.

Q. In general which type of advertising channels do you trust more when you want to make a purchase
decision? Please sort the options into "Ads | trust" and "Ads | don't trust that much" categories.

() insights4print.ceo

Ads | don't trust that
much

@ B Generation X

Ads | trust

m Baby Boomers

Ads | don't trust that
much

Ads | trust

B The Silent Generation

Chart 8.6 Chart 8.7 Chart 8.8
N=1,075 N=1,076
Online pop-ups Ads in podcasts Mobile phone ads
100.0% 100.0%
80.0% 80.0% 80.0%
60.0% 60.0% 60.0%
40.0% 40.0% 40.0%
20.0% ‘ 20.0% 20.0%
0.0% 0.0% 0.0%

Ads | don't trust that Ads | trust

much

‘(‘Q marketingsherpa

8/11/2017
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ADVEeRTISING FRAUD IN THe DIGITAL SPAce...

THE WALL STREET JOURNAL, -~

Home World U.S. Politics Economy Business Tech Markets Opinion Life & Arts Real Estate Q

CMO TODAY
BUSINESS | MEDIA & MARKETING | CMO
P&G Cuts More Than $100 Million in ‘Largely
Ineffective’ Digital Ads

Consumer product giant steers clear of 'bot’ traffic and objectionable content

<) > A ] )
Pampers CONTENT FROM OUR SPONSOR

Deloitte.

CMO Insights and Analysis from Deloitte

8/11/2017 Is there still a place for print in a modern marketing mix?
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ATTRIBUTION: VERY DIFFICULT

* Especially with ‘multi touch’

8/11/2017 Is there still a place for print in a modern marketing mix?
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1st Visit
Qrganic Search

$0
Contribution

2nd Visit
Direct

$0
Contribution

LAST TOUCH: OVERSIMPLIFIES THE CUSTOMER DECISION PROCESS

3rd Visit 4th Visit - 5th Visit
Facebook Ad Direct Mail Pay-per-Click

$0 $0 : $100
Contribution Contribution Contribution

Total Spend: $100

Oversimplifies performance measurement
Overestimates last-touch marketing efforts
Underestimates previous interactions
Double-counts conversions

Provides inaccurate cost metrics

4
Last m
Touch ——
Store Visit

0%

First
Touch

Even
Weighting

Sacial Media
25%

Copyright 2015 David L. Birckhead. All Rights Reserved.

I\/Iulti-Chanmel Attribution

oL

| &

Display Ad Mobile
25% 25%

\Nranrhoe
) ( e

D
Direct Mail
0%
D o @

-_"—

D
Display Ad Impression Website
0% 0%

() insights4print.ceo
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Out of an average 24 touchpoints, 19 are digital! Usexl;oakile

on lot

Requested a Filled out

ﬂ ' quote online aform
i - Visited Visited

dealer website newspaper site

Used A brofessional
Browsed loan calculator Read professiona
newspaper ads on 3rd party site review

Viewed Watched

photos video ad Test drove
a vehicle

Visited OEM

website Visitad

Used model
comparisan tool

\parisan too

Searched on i I
Google Clicked Read consumer

display ad reviews

Located a dealer
from mobile

Built-and-priced
on OEM site

Searched Tier 2
dealer inventory

Wuenced by Searched The Automotive Road to Purchase

online ad on mobile
(How In-Market Shoppers Approach a Decision)

QcLo

Watched video
on YouTube

Asked family,
friends, coworkers

Visited a brand's
social page

Process and people failures largest

disruptors of marketing analytics use

Marketplace Growth Spending Performance Social Media Mobile Jobs Organization Leadership Analylics

Figure 10.4. What factors prevent your company from using more marketing analytics?

Does not arrive when needed
Qverly complex

Does not offer sufficient insight
Not highly relevant to our decisions

Lack of people who can link to marketing practice 28.6%

Lack of process/tools to measure success through analytics 32.2%

0% 10% 20% 30% 40% 50%

() insights4print.ceo 20
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MiLLenniaLs aLso Love PRINT!

8/11/2017

Is there still a place for print in a modern marketing mix?

INSIGHTS4PRINT.CIEO

STILL RELEVANT:
A LOOK AT HOW

MILLENNIALS
RESPOND TO
DIRECT MAIL

UNITED STATES
B POSTAL SERVICE.

Breaking through the Clutter

50)

Nearly half of Millennials
ignore digital ads.2

Some marketers believe that the digitally engaged are suffering from digital fat gue.

»

15%

Yet only 15% say they
ignore direct mail.2

What Millennials Think—and Do—about Mail

Let’s look at how Millennials interact with mail. Here are some revealing statistics.

ferttettas
LA

Ledepttate
RN
Fetaee

o, of Millennials
77A' pay attention

to direct mail advertising.!

PEPPINN
LeePPTIE

KeteeeB00S
A4t eReeT
faeeetteed
favattited

97, of Millennials
90" think

direct mail advertising
is reliable?

LERPERDOET | RERADAANT
HeFTeeeeT | APV TAENE

--------------------
--------------------

TP PP
PR M0D
PEPEIRIRE
Feette
57% pna:c?e 87% IcI:;‘“l;’IillenniaIs

purchases based on
direct mail offers?

receiving direct mail.¥

ITED STATES

ERE, Octber 28, 2013 - AL SERVICE o

() insights4print.ceo
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A BIAS
FOR
ACTION

The neuroscience behind the response-driving
power of direct mail. July 31, 2015

INSIGHTS4PRINT.CIEO

PRINT: THE NEUROLOGICAL €FFECT

Motivation to Act Unaided Brand Recall

Average Motivation Scores

Ad Testing
Benchmark: 5.2

~

35

Physical Digital Physical Digital

8/11/2017 Is there still a place for print in a modern marketing mix?

Envelope with scent Physical

Dimensional mailer
Envelope

Dimensional with sound
Email smartphone
Postcard

Banner smartphone
Email laptop

Banner laptop

g

Motivation-to-Cognitive Load Ratio - By Media Format

1.75

1.46

1.12

0.91

0.90

0.89

0.78
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Response rRaTes DM are HIGH!

8/11/2017 Is there still a place for print in a modern marketing mix?

MC Response Rate, by Select Direct Marketing Medium
B ' sample sizes reported per medium, based on a survey that skewed slightly more towards B2C than B2B respondents
June 2017
® House/Total Prospect
5.1%
2.9%
0.6% 0.6%
R p— i
| _

Direct mail* Email* Paid search* Social media* Online display*

(n=98/80) (n=177/111) (n=88) (n=57) (n=49)
*CTR * Convi ate

MarketingCharts.com | Data Source: Data & Marketing Association (DMA) / Demand Metric

() insights4print.ceo
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‘pDOOR DROP' maTeRriaLs rResponse HUGE!

Belgium: 92% 'opening rate’

Netherlands: 95%

UK: 92%

And very actionable: making shopping lists!

Reads publicity Both paper and

folders (total) Pl el digital Dtz
18-35y 90% 37% 50% 3%
35-54y 94% 32% 56% 6%
55+y 90% 40% 46% 4%

8/11/2017 Is there still a place for print in a modern marketing mix?

ACTION PLAN FOR PRINT
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A maRrRKeTeRS CRY FOR HeLP?

Need for personalization
+ But lack of databases and the knowledge to deal with data

Need for reporting
+ But ability to measure offline (including print) is missing

Data & analytics: powerful tool to lower Cost per Acquisition

8/11/2017 Is there still a place for print in a modern marketing mix?

Opportunities for you?

INSIGHTS4PRINT.CIEO

FIGURE 2: ON A SCALE OF 1-5, WHERE 1 IS 'NOT AT ALL CONFIDENT"
AND SIS ‘EXTREMELY CONFIDENT', HOW CONFIDENT ARE YOU IN YOUR
ORGANISATION'S ABILITY TO MEASURE THE FOLLOWING?

Retum on offline ad spend 22% % 319% 13% 5%

|

Return on investrment for offline
markeling programmes

Return on maobile ad spend

Return on investment for mobile marketing
programmes

Retumn on digital ad spend

Return on investment for digital
marketing programmes

20% 40% 60% 80% 100%

Q
&

L3 o2 e3 [ 2] 5

Source’ beonsultony Adobe Quarterty
Dt el Borefing

() insights4print.ceo
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Technology-Driven Actions that Executives Worldwide
Are Taking to Meet Their Customers' Needs, Oct 2016
% of respondents

Personalized marketing
65%

Online product information/services
63%

Product innovation

‘Superior customer experience

52%
Mohile shopping apps
50%

Value pricing/price matching

a9%
Loyalty programs

49%
Transparent pricing

a1%
Omnichannel shopping
32%
Digital (live chat windows) and human customer service
28%

Easy return policy
[

Source: Forbes Insights, “Challenge or Be Challenged" in association with
Gap international, Jan 24, 2017
223101 www eMarketer.com

Leading Barriers to Achieving Their Company's
Personalization Goals According to UK and US
Marketers, April 2017

% of respondents

Lack of resources (e.g., time, people, money)

42%
Challenges around data (don't collect enough, structure, usage)
23%

Strategy/internal knowledge of how to accomplish

hnology chall don't have right tech/difficulty using

Lack of buy-in from the organization/exec team

10%

with cross-t nal /sill
10%

Other
27%

Source: Sailthru, "Decoding Personalization," Oct 16, 2017
231824 ww eMarketer com

() insights4pri
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UsinG paTa & anaLvyTics: LoweRr CPA

How has CPA (cost per action or acquisition) been impacted by your organization’s use of data

and analytics in the past year?

REDUCED CPA BY 20+ PERCENTAGE POINTS E = 8%
2%
6%

REDUCED CPA BY 15-19 PERCENTAGE POINTS
REDUCED CPA BY 7-14 PERCENTAGE POINTS
REDUCED CPA BY 3-6 PERCENTAGE POINTS
REDUCED CPA BY 1-2 PERCENTAGE POINTS
NO POSITIVE IMPACT

NOT SURE

F‘m

0%

Forbes Insights: Data Driven Marketing, 2017

8/11/2017

nt.ceo

5%

B o

MATURITY - LEADERS

# Wl rest

10% 15% 20% 25% 30% 35% 40%

Is there still a place for print in a modern marketing mix?
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MeasuRING ResPONSe: @ TUTORIAL

* Opening rates emails are flawed, therefor not that relevant

* Only good metric: actions taken
+ Did prospect / customer go to the website?

* So: link paper to website and therefor online reporting tool
+ Use specific landing page for every mailing
* If necessary: let it redirect to another page

* But: make it user friendly...
» Can you remember this: http://bit.ly/2xddaTi ?
* And this: http://i4p.ceo/XeroxPP ?

8/11/2017 Is there still a place for print in a modern marketing mix?

INSIGHTS4PRINT.CIEO
MeasuRInG ResPONSe: a3 TUTORIAL

* My 100 euro private URL shortener
* Extra domain name: insights4print.ceo -> i4p.ceo

* WordPress + Redirection plugin
* Redirects 'i4p.ceo’ immediately to ‘insights4print.ceo’
+ Very specific target URL's: containing UTM codes, which show in Google Analytics

* Excel-sheet: random generated unique 3 character strings (numbers + letters)
* 46.656 combinations
* And: rather easy to remember
* Plus: simple QR code...

8/11/2017
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B & ) Campaign URLBuilder- X +

&< > 0O ) ga-dev-tools.appspot.com

mpaign-url-builder

') Google Analytics | Demos & Tools

Demos & Tools

Campaign URL Builder

ccount Explorer

Campaign URL Builder

Dimensions & Metrics Explorer This tool allows you to easily add campaign parameters to URLs so you can track Custom Campaigns in Google
Analytics.

Enter the website URL and campaign information

Fill out the required fields (marked with *) in the form below, and once complete the full campaign URL will
generated for you. Note: the generated URL is automatically updated as you make changes.

* Website URL  https://www.insightsdprint.ceo/2017/04/how-to-get-your-
print-campaigns-into-google-analytics/

The full website URL (e.g. https://ww.example.com )

Share the generated L
* Campaign Source | WTT Use this URL in any promotional cha Jou want to be associated with this custom campaign
The referrer: (e.g. google , newsletter )
https://www.insights4print.ceo/2017/04/he t-your-print-c igns-into-google-analytics/?
Campaign Medium  Comments utm_source=WTT&utm_medium=Comments&utm_campaign=blog
0O set the campai JRL (not recommended),

Marketing medium: (e.g. cpc , banner , email )

[ul 5
Campaign Name blog Copy URL Convert URL to Short Link

Product, promo code, or slogan (e.g. spring_sale )

é 4 O idp.ceo,

Manage all your 301 redirects and monitor 404 errors

ey | \

Version 2.7.3 | By John God

Add new redirection

Source URL
Target URL
Group Madified Posts
I -
301 /DAZ

() insights4print.ceo 28
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Alle websitegegevens ~

T

Zoeken in rapporten en Helj

HOMEPAGE

BY  AANPASSING

Rapporten

(®© REALTIME

2 DOELGROEP

> ACQUISITIE

ET  GEDRAG
Overzicht
Gedragsstroom

v  Site-content
Alle pagina's

Gedetailleerd inhoudsrapport

Primaire dimensie: Pagina  Paginatitel ~ Overige =

Secundaire dimensie: Bron/medium  ~.

Pagina

/2017/02/reality-check-on-digital- @
advertising-vs-print/

/2017/09/x-rite-color-eye-color-id

[J 2. entification-not-color-measureme &
nt/
/2017/02/key-concept-technologi

[0 3. calinnovations-gartner-hype-cycl @
e-perfect-storm/

4 /2017/04/how-to-get-your-print-c

*  ampaigns-into-google-analytics/
5. ]
6. /2017/01/brand-colors-printing-c a

mvk-ketter-safe-sorry/

Bron/medium

google / organic

facebook.com / social

google / organic

WTT / Comments
(direct) / (none)

google / organic

Paginaweergaven
OMANCETINDY 1

56

% van totaal:
100,00% (56)

13 (23,21%)

9 (16,07%)

6 (10,71%)

3 (536%)

2 (357%)

Email Open Rate § /s X

Email Open Rate
19.95%

Deliverad (Sent-Failzd)
4387

Email Opens
875

0 500

1000 1500 2000

Population Size: 5,051

Email Performance

% of Delivered (4387):
W 0% Opened*
80% NotOpened

Email Open Rate

\_Q # [X] | Web Conversion Rate

Print Population by Type q 7/
—] 45.85%
Emai Opens Delvered (Sert-Faded)
22%| OpenRate
FISHING { 2% w84 i
100% | Debvery Rate (% of Sert 4865

CABIN
CAMPING

BOOTS:

Print Response Rate
88.64%
Vietors Pred Recents
an 5051

N Q7 @

Qs M@

Web Conversion Rate
4981%

Responses
pral)

Visttors
an

Web Conversion Rate fromE... . & / [&

Web Conversion Rate from Email
4981%
Responses Vistors
2230 “un

() insights4print.ceo
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ik verzeker me heter

QR codes are deadl
Uniess... oo

Viag
.s’haftphOne
OF tab ey

JA, ik voeg Pack Familiale+ toe aan mijn B.A. G4
De waarborgen worden morgen van kracht.
Ik geniet eerst 3 maanden gratis dekking. Daar|

Wilt u de algemene voorwaarden raadplegen?

Had u graag een bevestiging per e-mail?
Noteer hier dan uw adres.

e-mail

U mag me op dit adres voorstellen sturen om v

| nog beter te verzekeren
PR, ‘

INSIGHTS4PRINT.CIEO

AcTiOn POINT: QUALITY aSSURANCE...

(C) INSIGHTS4APRINT.CEO

(C) INSIGHTS4PRINT.CEC

8/11/2017 Is there still a place for print in a modern marketing mix?
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Eddy Hagen .

2100 Deurne (Antwerpen)

FIRST IMPRESSIONS MaTTeR...

mpkm.cm '

Afzender. @ -
Diam La Redoute -
Po Box 6212 Pe- .
1934 Brussels Airport

2058 WS =

521.491,191-6071—-1500—102

2100-Req-330/539
1 A AR R

Mev Eddy Hagen
Ten tekhovelei 93
2100 DEURNE

MODI \‘xHU\‘\ -
-40% OP DE ZOMERCOL1 ECTIE

Q\'&
S k. coxel\ i

CODE HOLY

@ La Redoute

Onze actie is al begonnen EDDY wo 4/10
tot middernacht met de code Boots > U uits

AT ABAT WV . FIRST imPRessions maTTeR...
B

CUS134453316
Meneer Eddy Hagen
Ten Eekhovelei 93
2100 DEURNE

'-:d‘/fn“f:fedbﬁl:? vindeer;.‘D::rc:(m“willen we ort het ook als Explore More-lid! En daarom geven
EONPDUOges van § SAGy t een gratis shoppingbudget van € 5, dat
kober 2017 vrij kan gebruiken, ook voor de

Yok voor de nieuwe collecties!

k
vanaf € 150, verhogen wij namelijk jouw sankoop vanaf € 150, verhogen wij namelijk jouw

N N

Mt CUS140165737 i CUS134453316
Meneer Eddy Hagen & Meneer Eddy Hagen
Ten Eekhovelei 93
2100 DEURNE

Beste Eddy, Beste eddy,

Kiaar om je grenzen nog eens te verleggen? Zo hoort het ook als Explore More-lid! En daaro)
we Je graag een extra duwtje in de rug. En wel met een gratis shoppingbudget van € 5, da
Je tot en met 2 oktober 2017 vrij kan gebruiken. Ook voor de nieuwe collecties!

Geweldig dat je als trouwe Klant steeds de weg naar A.S.Adventure blijft vinden. Daarom will
Je graag eens extra verwennen. En wel met een gratis shoppingbudget van € 14, dankzij
Je Explore More-kaart. Een budget dat je tot en met 2 oktober 2017 vrij kan gebruiken, 0ok v

nieuwe collecties!
En dat is niet alles...

En dat is niet alles... Je kan je shoppingbudget zelfs gréter maken! Bij aankoop vanaf € 150, verhogen wij nam

Je kan je shoppingbudget zelfs gréter maken! Bij aankoop vanaf € 150, verhogen wij namel shoppingbudget meteen naar € 14!

() insights4print.ceo
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Doubles

Title, gender

8/11/2017

Use of capitals, lower case

Standardizing street names, cities

DaTa cLeanInG IS a necessITY!

* Who delivers this as a service to customers?

Is there still a place for print in a modern marketing mix?

INSIGHTS4PRINT.CIEO

Standard function in

Excel!
(caution withd and v ...)

2 [KEWILXY
3 DONALD CHANDRA
4 |DALE SHEN

5 |PRESTON RODRIGUER
6 |CHRISTIAN A THOMAS
7 JOSEJ HALL

8 |DARRELL GOEL

Customer Name

A

1
2 [KELLILXU =PROPER(A2) G
3 DONALD CHANDRA u

Customer Name

2

KELLI LXU

3 DOMALD CHANDRA

Kelli LXu ﬂ

1
2
3
4
5
]
7
8
el

A

KELLILXU

DONALD CHANDRA
DALE SHEN

PRESTON RODRIGUEZ
CHRISTIAN A THOMAS
JOSEJHALL

DARRELL GOEL
NICOLE J WILLIAMS.

KelliLXu

Donald Chandra
Dale Shen

preston Rodriguez
Christian A Thomas|
Jose J Hall

Darrell Goel

Nicole J Williams

() insights4print.ceo
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Data cleaning add-in Excel (XL Tools)

HOME INSERT XLTools PAGELAYOUT FORMULAS A REVIEW VIEW DEVELOPER
— i3] [=::=:) [ ﬂ"ﬂ Repeat Selection saL ] Lol
: & Y sy 4 3 H B
2 o ¥ >~ Hcombine Data @ z e ! 2
Popup Sheet Data Pnpivot Export F Col Match Enable Execute Create Send Automation Information
Calendar Switched Cleaning | Table to csy 2 Columns Matd SQL  Mailing List Emails N -
Essential Productivity Tools Version Control SQL Queries Mail Merge ~
Al ~ fo o v
- % A B € D E F G H |~
1 [ID  |Product Units id  Product Units
R e bl
Select s range of calis A 2| 4 Water bcttles;ﬂs! 4 Water bottles 1782
SASISCSTI & 3 |5 _!.%or_t:l -‘fu 5 Shorts 629
irts.
Select a type of operation: 4|1 734 1  Shirts 734
Trim spaces and non-printing characters 5 | 2 Sandals 389 2 Sandals 389
6 | 3 Umbrellas 324 3 Umbrellas 324
EEE el e
[w] Trim spaces at the beginning/end of te: 7 | 4 water bottles 842 4 Water bottles 842
r
[v] Remove all excess spaces 1
£ 8| 1 shirts 678 1  Shirts 678
[v] Remove line breaks in cells = r
9 | 2 SANdals 452 2 Sandals 452
. o
[¥] Remove nan-printing characters 10| 3  umbrellas 150 3 Umbrellas 150
11| 4 Water bottles 1684 4 Water bottles 1684
Change characiers case to 12
13|
Proper Case 14 |
®) Sentence case 15 |
lower case 16
v 1 -
R 17
< > q .. | Sheeté6 « »

E‘ tﬁ| Listware Online X B

< 2> O m

(D www.melissadata.com/service/listware_online

0 What Does Listware Online Do?

Listware Online easily cleans and enriches all of your People Data —
names, addresses, phones, and emails — to improve your omnichannel
marketing efforts, speed up deliveries, and strengthen your bottom
line.

Global Address Verify Clean, standardize, and fomw
addresses for U.S. and 240+ countries in real-time

at

Global Email Verify Verify email address is active and
accepting messages using SMTP ping.

U.S. and Canada Data Verify & Enrich Verify and
complete U.S. and Canadian contacts including
name, address, phone, and email.

NCOALink® Change of Address Processing USPS
Move Update (NCOALink®) addresses. Update
Canadian addresses with Canada NCOA.

Business Coder Enrich your data with detailed

firmographic info from 25 million business records
; o <

The Data Quality Life Cycle

Qur full spectrum solutions work acrass the entire data quality life cycle — at the
point-of-entry to prevent bad data from entering your systems in the first place,
to continuously monitor and update your data to combat stale infarmation.

PROFILE & MONITOR YOUR DATA ®
Profiling is the first, necessary step.
It helps identify weaknesses in
your data and monitor data
quality improvements over time.

B CLEANSE YOUR DATA
Use a variety of programmatic
or regular expressions ta
correct data inconsistencies
quickly and easily.

]
VERIFY YOUR DATA
Leverage powerful global
address, name, phone,
and email validation
rautines, and match
name-to-address to

verify ID.

[
MATCH YOUR DATA
Consolidate similar records
and eliminate duplicates i
with advanced fuzzy
matching slgorithms and
survivorship rules for a
a clearer, more accurate PD.
view of your customers. Access up to 20 years of
change-of-address records to
get the most current address
of your custamers, domestically
and internationally,

H YOUR DATA

Add valuable demographics,
& IP location, and property data
¥ for greater insights and better
amnichannel marketing

DATA

WATCH A SHORT VIDEO ON FULL SPECTRUM DATA QUALITY AT www.melissa.com/m-spectrum

() insights4print.ceo
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CHecKING FOR DOUBLES

* A quick (and dirty) way to check the number of doubles

c1 | & S| =m1&""gB1 G5! 7| & Jr | =AANTALARG(C1:C4)
A B @ A B G D E F
1 [Jan Peters Jan Peters | 1 [Jan Peters Jan Peters
2 Piet Peters Piet Peters 1 2 Piet Peters Piet Peters
3 Evelien Peters Evelien Peters 3 |Evelien Peters Evelien Peters
4 JAN PETERS JAN PETERS 4 JAN PETERS JAN PETERS
‘ 5] 4]Total
6 3 Unique
c6 7| # f || =SOMPRODUCT(1/AANTAL.ALS(C1:C4;C1:C4))
A B (& D E F
. . 1 Jan Peters Jan Peters
Engl‘ISh Excel-version: 2 |Piet Peters Piet Peters
=Cou NTA(C]-:CA) 3 |Evelien Peters Evelien Peters
=SUMPRODUCT(1/COUNTIF(C1:C4,C1:C4)) 4 IAN PETERS JAN PETERS
https://nl.excel-translator.de/translator/ 5 4 Total
6 J 3.Unique

8/11/2017

Is there still a place for

print in a modern marketing mix?
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CHecKING FOR DOUBLES

* A quick (and dirty) way to check the number of doubles

¢ One flaw: Peters vs Peters-Janssens

F1 2| 2 v Jx =B1&","&C1&","&D1
A B €

1 \Jan Peters Statiestraat 1

2 \Piet Peters Statiestraat 22

3 \J. Peters Statiestraat 1

4 \J. Peters-Janssens Statiestraat 1

5|

6|

-

8/11/2017

() insights4print.ceo

D E F G
2600 Antwerpen Peters, Statiestraat 1, 2600
2600 Berchem Peters, Statiestraat 22, 2600
2600 Berchem Peters, Statiestraat 1, 2600
2600 Antwerpen Peters-Janssens, Statiestraat 1, 2600
4 Total
3 Unique

Is there still a place for print in a modern marketing mix?
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INSIGHTS4PRINT.CIEO

AcTiOon PLaN FOR PRINT

* Become more than 'print provider’: take responsibility!

* Services BeFoRre and aFTeR print:
+ Conceptual design of campaign: making the link with online
+ Data cleaning: avoiding doubles, waste, bad impressions
+ Data enhancements: profiling, selections
* Reporting: show the value of your work

* Take initiative: altered DM design can lead to fewer service calls!
* 2017 Nobel Prize for Economics: ‘nudging’

8/11/2017 Is there still a place for print in a modern marketing mix?

INSIGHTS4PRINT.CIEO

AcTiOn PLaN FOR PRINT

» Walk the talk...
* Who offers samples?
* Do you show examples on your website? With response rates?
* How do new customers find you?

» Do you - as a private person — collect DM? And what do you learn from that?

8/11/2017 Is there still a place for print in a modern marketing mix?
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INSIGHTS4PRINT.CIZO
AcTiOon PLaN FOR PRINT

* Provide clear, objective information about print in a multichannel
environment
» Not print versus digital
+ But print assisting digital, print as lead generator for digital

8/11/2017 Is there still a place for print in a modern marketing mix?

INNOVATION, T4
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INSIGHTS4PRINT.CIEO

GarTneRr Hype CycLe

PEAK OF
INFLATED
EXPECTATION

PLATEAU OF
PRODUCTIVITY

EXPECTATIONS
(AND ALSO VISIBILITY)

SLOPE OF

ENLIGHTENMENT
TROUGH OF
TECHNOLOGY DISILLUSIONMENT
TRIGGER
TIME
(AND ALSO MATURITY)

8/11/2017 Is there still a place for print in a modern marketing mix?

INSIGHTS4PRINT.CIEO

WHaT BuUSIness are YOU ReaLLY In?

B a 1 B Galahad Services X | + v

8 X
& > 0O 0 (@ galahadservices.com/ Pie v 7 r & -
[}
Home Over Ons Services Contact ENG |

GALAHAD
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JOBS T0 BE DONE:
“PEOPLE DO NOT WANT A QUARTER-INCH DRILL,

THEY WANT A QUARTER INCH HOLE!”
THEODORE LEVITT, 1960

THE INNOVATION.MENU

The Training on Theories, Tools & Techniques

No black magic

No rocket science

Certainly no BLAH BLAH BLAH

Innovation is a set of tools and techniques that you can pick from,
according to your appetite and your needs.

Powered by insights4print.ceo & Yiist.com

() insights4print.ceo
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HANKS!

ConTacT bpeTaiLs

INSIGHTS4PRINT.CEEO

Eddy Hagen

Ten Eekhovelei 93

2100 Deurne - Belgium

E: eddy.hagen@insights4print.ceo
M: +32 496 527 134

Tw: @insights4print

8/11/2017 Is there still a place for print in a modern marketing mix?
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