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The world has changed
for companies who print

(yeah….that’s you and that’s us)



sos

Major Impacts

Global Economy

Green Initiatives

Role of the Internet

Regulatory Requirements



sossos

Implication: 
A Transformation is Underway
From Print-Centric to Communications-Centric

Communications = Marketing

‘Must-Read’ Documents  Marketing Vehicles

The Consumer

The CMO



The world has changed
for the consumer 



Direct Mail
1:1Marketing

Advertising
TV

Transactions

Newsletters

NOISE:  know me or NO me

BLOGS



Customers Are Defecting

• 91% are opting out of emails

• 63% may defect from brands due to 
irrelevant content:

 41% of consumers say they would consider 
ending a brand relationship due to irrelevance

 22% already have



Implication: 
Get Relevant, Get Precise

Data, Data, Data

The Customer is in Control

Cut Through the Clutter

Data, Data, Data

New Capabilities Required



The world has changed
for the CMO 



Only about half of all Companies have 

a formal marketing plan

• 55% have a formal marketing plan

• 45% Do not have a formal Marketing plan

© 2001-2011 Sagefrog Marketing Group, LLC. All rights reserved.



Most Companies Outsource to fulfill at 

least some of the marketing needs

• In-house 48%

• Both 4%

• Outsource 4%

© 2001-2011 Sagefrog Marketing Group, LLC. All rights reserved.
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40% of Companies expect their 

Marketing budgets to increase in 2012

• Stay the same 56%

• Increase 40%

• Decrease 4%

© 2001-2011 Sagefrog Marketing Group, LLC. All rights reserved.



Traditional Marketing

Relevant to an Individual

Fewer yet more meaningful, targeted 

messaging and promotions to your loyal 

customers.

One message to many

Marketing 2.0



56% of marketers

perceive themselves as being

extremely customer-centric

Only 12% of

customers agree



CMO Top Challenges for 2011

• Turn loyal customers into Brand Advocates

• ROI - Prove value back to business

• Drive Relevancy 

• Brand Consistency 

• Build Trust

• Integrate all channels 

• Stay employed



If you can’t measure your 
marketing success, 
good luck.

Know your business impact.

ROI

Email, website, search engine, direct mail, 
social media, mobile marketing…



Implication: 
New Capabilities Required

Precision Marketing

Data-Driven Customer Insights

Integrated Multi-Channel Communications

Color, Personalization, Relevance

ROI



Precision Marketing
Precision Marketing:

using data to get the right 
message, to the right person, at 

the right time, in the right 
channel 

Provides the Foundation for
Targeted & Trusted Customer Communication



start small and grow loyalty

Business 
Rules

Segmentation Profiling
(look alikes)

Predictive 
Modeling

(behavior based)

Low High

#1 #2 #3 #4

Volume of Data

Minimal Extensive



Data Drives Relevance
Relevance Drives Loyalty
Loyalty Drives Revenue 

.

Loyal Customers 
spend more and
buy more than

non-loyal
customers 

Precision Marketing

Enables Achievement of CMO Top Priorities for 2011



Example:  Product Benchmark
for Checking Account Customers

2009 Avg. # of 2 2+ Average Average
Accts. Tenure Accts Accounts HH Bal HH Dep

With DDA 4.4 14 yr 23% 77% $16,578 $12,520

No DDA 2.1 12 yr 76% 24% $12,459 $10,639



HIGH

LOW

ATTRITION

RISK

CROSS SELL POTENTIAL

CROSS SELL ENGAGED

DORMANT TRANSACTORS

(HIGH RISK / HIGH 

POTENTIAL)

(HIGH RISK / HIGH 

POTENTIAL)

(LOW RISK / LOW 

POTENTIAL)

(LOW RISK / HIGH 

POTENTIAL)

CROSS 

SELL

ELITE

ENGAGED

ELITE

HIGH

Creating the customer strategy



The Power of Analytics
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Mobile Web / EmailStatement

Deploy Your Message to the Right Channel

Engaged
Elite

High 
Volume

Elite

Precision Marketing



Social Network Landscape
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The Question:

How does a company get 
communications to more 
effectively drive Revenue, 

Response and ROI?



Maximizing Revenue, Response, ROI

Via Three Levers 
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Low High

Revenue, Response, ROI

2-digit

3-digit

4-digit
3.  Relevant Content 

(Analytics)

2.  Statement Design 
(Composition)

1.  Color Monochrome 
(Strategy)



Customer Strategy Customer 

Analytics
Composition 

& Deployment

1. Color 2. Design 3. Relevancy

PRECISION MARKETING
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Mapping Needs/Levers to Solutions



Precision Marketing 
In Action:

Proof Points



 Proof Points
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Large Cable Provider

1.  Color Monochrome (Strategy)

2.  Statement Design (Composition)

3.  Relevant Content (Analytics)



Large Digital Cable Provider

The challenge:

 Promote VOIP to customers that did not 

have the service  

 Reduce direct mail costs by including in 

the cable transaction statement 

 Measure and prove ROI

 Color vs. Monochrome

33



Color vs. Monochrome Case Study
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27%



Color Adds Value  

 Cable Operator experienced 27% increase in 

the number of customers responding to the 

color images

 50% of the color offers replied in the first 2 

weeks of the 4 week campaign

 2% of the black & white offers replied in the first 

2 weeks of the 4 week campaign

35
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 M&G Investments

1.  Color Monochrome (Strategy)

2.  Statement Design (Composition)

3.  Relevant Content (Analytics)



Financial Services

The challenge:

 M&G Investments, one of the world’s biggest 
financial services company with more than 
$320 billion under management. 

 In response to client feedback, M&G wanted 
to reengineer its client documents from the 
existing non-personalized 100-page Fund 
Manager’s Report to a highly personalized 
communication to be sent to 450,000 clients. 

 Reduce costs
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Letter
• Laser print on 

Preprinted stock
• Double-sided page

Statement
• Laser print on 

Preprinted stock 
• Minimum 3 double-

sided pages

Form
• Laser print on 

Preprinted stock
• 1 page duplex

Booklets
3 Generic preprinted
• 8 pages
• 36 pages
• 4 pages

Statement Prior to Redesign
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Personalized 

Funds summary

Up Sell Cross Sell

Clear Performance graphs

Re-enforced Branding 

Redesign: Integrated & Personalized
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The Result

 Improved branding, personalization, and customer 
satisfaction

 Reduced Costs: 44 Tons Per Year

 Increased Customer Satisfaction

 Dramatically Reduced Inbound Call Center Volume

40
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Los Angeles Dept.

of 

Water and Power

(LADWP)

1.  Color Monochrome (Strategy)

2.  Statement Design (Composition)

3.  Relevant Content (Analytics)



Utility: Los Angeles Dept. of Water & 

Power

Challenges:

 Improve Customer Engagement, Experience, 

Satisfaction  

 Reduce Call Center Volume by 20%

 1.  Color vs. Monochrome 

 2.  Statement Design

 3.  Relevant Content (Phase 2)
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Wall Street Journal, September 7, 2010,  Probes Find Energy Meters Accurate, Service Lacking “…the probe found that some utilities are 
falling down in the way they handle customer complaints and monitor data transmitted by the new digital meters…commission to 
investigate the matter faulted the firm for doing too little to educate customers about the switch and for failing to respond to the full suite 
of data it gets from the meters.”



Before: 6 pages of Billing Information
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After: Reduced 6 to 4 Pages of Billing
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Plus: Two Pages of Relevant Marketing 

To Grow Program Awareness & Value
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Summary of New Statement 

Design Features 
 Improved Bill Remittance: Customer total due presented clearly on page 1

 Color: Color used to draw attention to key sections of bill as well as payment. 

 Graphical Diagrams: Graphs to  show history patterns and peak usage.

 Visually show when product is used at what times it is optimal

 Improved Clarity: Clear, crisp font makes reading easier on the eye.

 Swiss font allows for more content to fit in less space, thus saving paper

 Sustainability: Eliminate inserts by using onserts. 

 Messaging nearly guaranteed to be read (as opposed to throwing 

away a piece of paper) 

 and reduces paper (supporting green practices)
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Reduce Customer Call Center volume by 20%



Precision Marketing 

Thought Leadership



Insurance Research:
September 2010



• CMO Council and InfoPrint Solutions study titled: 

“What’s Critical in the Insurance Vertical”?

• 7% - 21% - 93%

• 40% of respondents valued easy-to-understand 
policies, contracts, and billing statements.

• 55% of consumers have held policy(s) 5+ years
- But, 42% “shopped around” in the past 12 months

What’s Critical in the Vertical: Insurance



Thought Leadership  and Resources

TRANSPROMO 

 Tools - ROI calculator and 
Case Studies

 Discussing the benefits of 
TransPromo

Download at 
transpromomadesimple.com

When you are talking 
about…

TransPromo Made Simple

To educate IT and print 

production managers in 

service bureaus about the 

TransPromo opportunity that 

is emerging worldwide



Tools At Your Disposal

DATA & CUSTOMER 
INSIGHTS
 Connecting with existing or 

dormant customers

 Finding new revenue 
opportunities

 Activating through engaging

Download at 
precisionpromotion.org

When you are talking 
about…



Tools At Your Disposal

RETENTION & 
REACTIVATION

 Engaging with your most 
loyal customers

 Building engagements to 
create loyal advocates

 Reactivating loyalty 
through personalization

Download at 
loyaltyleaders.org

When you are talking 
about…



Tools At Your Disposal

RELEVANCE

 Customer demands for 
relevance and engagement

 Over messaging without 
stimulating

 Valued channels of 
communication

Download at 
precisionpromotion.org

When you are talking 
about…



What Do You 
Need To Do?



Evaluate and Commit

Opportunity | Investigate the Following
• Evaluate your Data

• Execute Focus Group and Survey

• Determine Goals
Strategy

• Understand Churn, retention issues and opportunity for cross sell

• Execute analysis and modeling

• Determine Specific Campaign Objectives
Marketing Analytics

• Design and Composition

• Integrated composition with workflow

• Multi-Channel delivery
Delivery

• Establish Document Integrity - Trackability

• Collect Responses to Call to Action

• Analyze and Report on Results
Measurement

• Learn to Talk the Talk of a CMO

• SMEs to meet with your customers

• Understand your customer’s needs Proposition
Education

• Conduct Pilot to “Try it”, Measure Results

• Implement Components “as needed”

• Deploy  full solution Solution

Pilot and 
Implementation



A Potential Starting Point 

 Average Balance

 Cross Sell Ratio

 Balance 

Diminishment

 Wealth Mgmt Product

 Segment Migration

Wealth

Mgmt

Segment

Current 

Statement

New

Statement

Direct

Mail

Current 

Statement
Control

Key Metrics



Thank You!
Carrie T. Murphy, M-EDP
carrie.murphy@infoprint.com
Twitter: CarrieTMurphy
339.236.0764

www.infoprint.com

mailto:Carrie.murphy@infoprint.com

