


"WHAT IS IT AND
Y IT IS IMPORTANT
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v PREFE
TELEMARKETING _
| ] !
PREFER EMAIL ABLR DT FRINT NG THREONCERN X 4TI ES
3 _ Know as much as possible about
\ / . - your clients and use that information

to more effectively communicate using

. _ specific targeted marketing messages or
PREFER DIRECT MAIL S report individualized transactional

business information to them.

qﬁtﬁlnp new customers 39.2%
3. Billing/Statement 9.1%
4. Other 2.1%

Source: Xerox



Relevance is the single

mu _before it hits
‘the trash

largest lever on response

in individualized marketing
communications.

Relevant campaigns show at
least 3x increase in response
over those that are just

personalized.

M.

RELEVANT

“John, pharmaceutical companies
like XYZ spend an average of $1.3
millmn perl);lron rental car

\

In less than 3 minutes,
PERSONAL “P“F,?m o ur narsorial ebail
T — | learn the 5 ways Avis’ new

U : o program for pharmaceutical
brodar for g'rz companies can cut XYZ mn'l‘ulfnr
corporation” expenses by 20% annually. RESPONSE RATE

Source: USPS / DMA




HOW DO I JUSTIFY
TARGET MARKETING
APPLICATION?
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Budget
Pieces Mailed

Cost Per Piece

- Response Rate
#of Responses
Cost Per Response

STATIC
$10,000

33,000

$0.33

2%

660

$1 35; 1 5

VARIABLE

$10,000
16,500
$0.61
7%
1,155
$8.66

* Average on:—lagﬁizﬁ |
* Retention [rgpgm 51‘
* Postal Savings

And you get remarkable result t
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PROFIT PER RESPONSE
IS THE TRUE KEY MEASUREMENT

STATIC
MAILER



MAILING LISTS
& DATABASES

* Represents your market of
high potential buyers
* Accounts for 40% of a
mailing’s success
* 60% is in the creafive
* Go beyond name, title,
company and address
* On average, about 2% of listings in a
mail database change sufficiently every

month to make them unusable

OF PEOPLE IN AMERICA

ES
CHANGE ADDRESS
THIS YEAR

FAMILIES WILL m
THIS YEAR ~'C

WHAT DOES SUCCESS LOOK LIKE?
G 70U GEGHT RAIRGE FOUR DATH

* What descriptive data do you have about
your recipients to target their interests¢

i:q[i‘sthe goal of your mailing?
* What response rate would you
PYSCHOGRAPHIC like to achieve? * Should you purchase a list with more

. e iling this? information based on your response goal?
also known as a response list, includes Why are you mailing this?

people who subscribed to a magazine,
ordered a certain product or gave to a o + i
certain charity . * Why will the recipient respond?
* What is the call to action?

* How do you track response?

-*Who is the target recipient?

R

* How do you merge your design
with the data?

DEMOGRAPHIC * What is your budget and how can you
describes who you are with data on maximize your return?
age, gender, marital status and other
defining characteristics

* Is your call to action clear and concise?

* Will the recipient respond to the design?

* What type of mailing is most effective?

* When will it mail?
* |s it promoting an event¢
* When will the responses start?

* Think about the entire picture:
* How does it look?
* How does it feel?
* |s it cost effective to mail @

* When will it be in mail-boxes?

COMPILED

Pulls together public information, which

may be psychographic or demographic

in nature. Vehicle ownership, major
urchases covered by mortgages or

oans, birth date and marital status are
typical compiled data points.

* How are you cataloging responses?




SIMPLE PERSONALIZATION

VARIABLE TEXT (only)
for personalization

) LAMMCOPE N SAY IO FEA N E.
Es=EE "I W AWa EAN.

242 TowER PARK DRIVE
WaATERLOOD, 1A BEOT01

RETURMN SERVICE REQUEGTED

| | ' 123 Main s+
BIRTHDAY Some, Place Tort, 14 20200

Therees A common misconception holds that

sophisticated data sets are required for effective
personalization. Simple personalization often
delivers great results. Romano and Broudy study
found that color name-only personalization
boosted response rates by 135% over static

S black-and-white




VERSIONING

VARIABLE TEXT plus VARIABLE IMAGES per “group”

ONE TO ONE (1:1) MARKETING

VARIABLE TEXT plus VARIABLE IMAGES per recipient
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Most COST-EFFECTIVE format
to produce and mail, bite-sized
content for instant messaging.
Great for service reminders,
quick announcements, teasers,
invitations, information-only
or part of a sequential mailing
program. Typically has low
production costs.

POSTCARDS

Joint Pain

' P e
oelminal
Take the first step towards understanding

your joint pain as local orthopaedic surgeon™

Dr. Benjamin Busfield answers your
guestions and =
» Arthritis of the Hip and Knee
» Surgical and Non-Surgical Joint Pain
Treatment Options

Enjey @ HOT Summer Special from the Makers of Tapricin®
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S8 up a wholssale occount aeed srdar loday
Col Ly ot (8T B B0 sl S

;]lloln ushr“ﬁ"ﬂsmﬂnar
trsday | July 14, 2016 | 5300w

Medical Center

390

L"th-mm,; Provided

Space is Limigeqy

Sﬂ, RWH rﬂdar'

Call 1-888-STR

4l YKER (1. (NN

visit Patients.stry; U 833-?8?@53;,—, or I"'if'I|'!-||r-‘-m"'|“.Ih-rr|'.|""r‘1-pl-l'il,..i|||-.|,f.u,|.,“
o SLCOM 1o regisier ,ﬂﬂmﬂ-ﬁn

T ——— APQT

"I‘:"h:“v::r_':'““muahnp.;,— T —— HOCARY. 1 W2 10-214
1“"’”--..-..;“”“"" "”M—El:..mr:':"‘_""'r N p—
o g g T Pt e
Schrenasi of i it T L N e vy

M'"““"‘""“L—'pn *I“.mm (2]

RNy
b LF T
Primsect i [y




SELF-MAILERS BOOKLET MAILERS

Company ) Booklets offer MULTI-PAGE FORMATS enabling multiple
g—_':f;:'f;u Self-mailers can have multiple panels and be multiple sizes. We et aiel serviies 1o ha:snld simubansously. Can be
ity. State, ZIp ; g . i : !
will always find the best mailing rate for the project you designed. : ) : 5
ot sk it self-mailers and/or contained in envelope. Comprehensive
=0 EA Info Enclosed
presentation of offerings. Multiple shapes and sizes; popular
I A ( N sizes are 7"x10” and 8"x10.5". Cover and photos can impact
R ey T TR H R A : : -

A o Is your CPAP mask ready to be replaced? effectiveness. Superior front covers can increase revenue by

SOMAE . . -
RSET, P 155017367 i yourve reached your insurance deductible this year, now would 30 to 40%. Customized and personalized covers increase the

T lace your mask or other supplies listed 3 g Z i ¥
Eﬁjj,ﬂ'f,f';‘;"fmﬁf?mmmyﬂtelrmwe can process your T;l:r likelihood of opening the catalog. Styling elements include
. i FAMNC . - -
prior to January 1, 2017. We will check with your ins studio or environmental background, bleed or silhouetted
ensure your items are covered

images and substituting images for photos. Booklets tend to be

[0 CPAP Mask

O CPAP Tubing

O Disposable Filter
O Filter

O Cushions e
O PFillows

[J CPAP Chin Strap

0 Full Face Mask

O Full Face Cushion

O Wumidifier Chamber

more informational; popular sizes include
5.5"x8.5", B.5"x11" and 7"x10".
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< <L ompany >
< < Address>>
< <Website>>

REGISTER
BY MAY 22 | SquueTTRIRET A
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Y TOWAM, B4 BO0200- 1040

These formats offers more REAL-ESTATE FOR
INFORMATION. Usually cost effective, and able to use
standard machinable mailing rates. We have the tabs and
finishing necessary to put together any type of self mailer.
And don't forget about adding a perf for return cards.

= <Email>>

< <Phones >

wows, pgiheartiand.cem



WE ARE EXPERIENCED.

Our team of professionals has many years of experience in Printing, Programing,
Prepress, Variable Data and Mailing. This level of knowledge is the key to providing
efficient solutions to your complex projects and ideas.

WE ARE DEDICATED.

From the very beginning of a project to the final details, we strive for perfection and

accept nothing less. You've worked hard to establish the best quality products for your

NO
E‘ “S ‘ ‘Q‘ %% business, so we work hard to ensure the same level of quality is represented in your
“\\“ A\\Q printed materials.

WE ARE SPEEDY.
Don't stress about waiting on your printer any longer.

We offer quick turn-around times-as soon as | to 2 business days!

WE ARE AFFORDABLE.

We understand the importance of budget. Our digital press requires virtually no set-up,

PRINTING MADE PERSONAL SINCE 2008

Strategic Imaging began operating on January 1, 2008 as a division of the VGM

. so we can offer you affordable rates. We will work directly with you to make sure you

get the most out of your money.

WE ARE RELEVANT.

Relevance drives response. When you combine our Variable Data print technologies

Group, Inc. From our first job, we had an eye on the future so we could anticipate

what our customers would be looking for. Our vision was to offer specialized

variable data digital printing to include services like targeted marketing with the with direct mail, you directly target each customer as an individual. The more your

. _ - L
use of analytics, allowing our customers to see a better RO sl'rul'eglc Imaging customers will respond, the more return you will receive on your investment.
so they're budget does more to help their business. —— EMPLOYEE OWNED ——
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