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Objectives & Scope

* Objectives

- Administer objective test of the relative benefits, in the eyes of both
the document recipients and the document owners, of documents
with greater or more effective use of color versus those without

* Scope
— Quantitative survey with 22 questions

* 307 office document producer (business) interviews

* 319 consumer interviews
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Summary

Anticipated effectiveness of color with printed direct mail items

_ More like to read because of color

Consumer
Flyer / postcard 90%
Newsletter 92%
Brochure 79%
Invoice 64% (28% indifferent)

Presentation n/a

Business (view on consumers)
91%

91%

82%

63% (22% indifferent)

82%

* Readership of invoices is the least affected by the addition of color
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Summary

Consumer Business (view on consumers)

My customers and prospects/l am more likely to 4.7 4.4
NOTICE a mail piece that that is printed in full color
than one that uses little to no color.

My customers and prospects/l am are more likely 3.5 3.9
to RESPOND to a mail piece that that is printed in
full color than one that uses little to no color.

My customers and prospect/ I’'m more likely to pay 2.6 33
bills sooner when the due date and other key
pieces of information are highlighted in color

Use of colored paper is a good substitute for 3.0 3.1
printed color pictures and / or graphics

* Businesses perceptions of how consumers respond to color are mostly
accurate

— Color is slightly more effective in helping consumer NOTICE mail than what
businesses anticipate

- The use of color for invoices does very little to encourage faster bill pay

Infols
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Recommendations (1 of 2)

* Utilize color in direct mail items that are soliciting a response in
order to be the most effective in getting notice by consumers

— Consumers are inundated with direct mail, so getting NOTICED is half the
challenge for businesses

* Understand that the subject matter is the primary reason that
direct mail is or is not read and/or discarded before opening

— Color’s main purpose is to get the consumer to look at the document, but
ultimately the consumer has to care about what he/she is looking at

- Document owners should do a better job of using the available data
mining tools to reduce the volume of mail sent to those who will not be
interested

Infols
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Recommendations (2 of 2)

e Utilize less color in direct-mail that is not soliciting a response
(primarily invoices)

— Consumers are almost always going to look at invoices and business
documents because the mail is not a solicitation and it requires action

— People are going to respond eventually, and color does not encourage
people to pay faster

Infols
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Business Survey Results
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Key Findings
* Over 50% of small business office document producers communicate with
consumers via invoices or business documents

- Brochures, flyers, greeting cards, and other promotional documents are the next
most common and these are typically printed in color

— On average they send out mailings 9 times per month

- 60% of companies print and send 50 pieces or less per mailing

*  65% of small businesses utilize a third party to help print some of their
documents/mailings

*  56% of documents mailed are printed in B&W only

— Consumers GREATLY prefer receiving color documents. The document owners are
aware of this preference but are still sensitive to the greater cost of color.

— Only 21% said they were more likely to use color when printing documents in house

* 87% cited cost of toner/ink costs as the primary deterrent for printing color

*  62% of businesses feel their mailings are effective to some degree
Infols
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Key Findings Cont’d.

* Overall, businesses feel that customers are much more likely to read
documents that contain color, but this benefit applies much more to
promotional documents than to transactional documents

- 91% feel that customers would respond better to a full color flyer/postcard or
newsletter versus spot color or no color

- 82% feel that customers would respond better to presentations and brochures that
contain full color versus spot color or no color

- 63% feel that customers would respond better to invoices that contain color versus
spot color or no color

* However, nearly 22% of businesses feel there is no additional benefit to printing invoices in
color vs. printing without (more than any other document type)

 On ascale of 1-5, with 5 as strongly agree, business averaged only 3.3 in
believing that invoices with color highlights help customer pay bills sooner

* On the 1-5 scale, using color paper vs. printing in color had the lowest
average of 3.1

Infols
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Q3: What types of documents do you mail to your
customers and prospects?

Invoices 64%

usiness Documents 52%

Brochures 40%

Greetings / Holiday Cards 38%
Promotional post cards 37%

Flyers

Newsletters

Invitations

Catalogs

Order forms

Other

Multiple Responses Permitted

I T T T 1

0% 20% 40% 60% 80%

N = 307 small businesses (fewer than 100 employees)
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Proclivity To Print

* Based on comparison of documents mailed to documents
printed in-house, certain document types stand out:

- Invoices and business documents are both the most commonly
mailed document types AND the most commonly printed in-house

— Order forms are not commonly used, but when they are, are quite
likely to be printed in-house

— Catalogs are the type least likely to be printed in-house versus the
rate of usage

- Brochures, greeting cards, promotional postcards are much more
likely to be printed by an outside service than in-house

- Flyers, newsletters, invitations are somewhat more likely to be
printed by an outside service than in-house

- Although not as likely to be printed in-house, there is still a significant
percentage of promotional documents that are printed in-house

Infols
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Q6: Which of these types of documents does your
company print in-house?

Invoices 58%

usiness Documents 45%

Flyers 24%
Newsletters

Brochures

Invitations

Promotional post cards
Greetings / Holiday Cards

Order forms

Other

Catalogs Multiple Responses Permitted

r T T T 1

0% 20% 40% 60% 80%

N = 307 small businesses (fewer than 100 employees)
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Q6: Which of these types of documents does your company print in-

house?

80%

20% Company
Size

60% +— W <6

50% - — 6to 10

40% - m10to 49

30% 50to 99
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Q7: How often do you print these types of
documents?

Mean = 5.2 times per month
Median = 3.4 times per month

Twice a year Less often
3% 2%

Quarterly
11% Several times a
week
32%

Once a month
17%

Once a week
9%
Several times a
month
26%

N = 307 small businesses (fewer than 100 employees)

Infols
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Q8: How many times per month do you send printed
customer communication that you print yourself?

Median=1to 5

Mean= 9.6 Prints Per Month

31+

Mailings of internally
printed material occur
nearly twice as many
times as the print runs
occur, in terms of
means.

N = 307 small businesses (fewer than 100 employees)

© 2011 InfoTrends

9%

21to 30

11to 20
11%

1to5
56%

6to 10
17%
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Q4: Do you/your organization design any of these
documents yourselves/in-house?

No, we hire a
third party
17%

Availability of online,
easy to use design tools
and templates is an
enabler of this
capability. It could also
be driven by the need
to keep costs down

Yes
83%

N = 307 small businesses (fewer than 100 employees)
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Q5: Do you print any of these documents at your

company (in house), or do you send to a copy shop or
commercial printer?

Yes, we print ALL
of these
documents
ourselves
35%

Significant size of
market, considering the
number of small

Yes, we print business in the US

SOME of these
documents
ourselves and
send others out
to a third party
65%

N =307 small businesses (fewer than 100 employees) | f -
NTO!
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Q9: What is an average number of pieces for each of
these mailings, that your company prints itself?

75110 1,000 Over 1,000

Mean= 154.5
. o 1% 5%
Prints per Mailing 501 to 750
Median =11 to 50 5% Print runs are short,
251 to 500 1to 5 which is favorable
2% 31% when using a small
office color printer
101 to 250
9%
60% of companies
send 50 pieces or less
per mailing
51 to 100
13% 6to 10
10%
11 to 50
19%
N = 307 small businesses (fewer than 100 employees) e
Info)
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Q10: What percent of them fall into the following
categories regarding the amount of color printing used?

Full/multi-color -
color
photos/images,
multi-color logos,
etc.
29%

Full and/or Spot
color use is still
signficant

Black & White
Only
56%

Some highlight or
block color is
used
15%

N = 307 small businesses (fewer than 100 employees)

Infols
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Q10: What percent of documents printed in-house fall into the
following categories regarding the amount of color printing used?

70%
60%
Company
50% - Size
<6
40% -
6to 10
30% - ~ m10to49
50to0 99
20% - —
- 1 I :
0% - ; .
Black & White Only Some highlight or block color is Full/multi-color - color
used photos/images, multi-color
logos, etc.

N =307 -
Infols

© 2011 InfoTrends www.infotrends.com 22



Q21: Are you more likely or less likely to use relatively large
amounts of color when you print the materials yourselves?

Mean= 2.7
Slightly less likely

Much more likely
6%

Much less likely

Somewhat more 25%

likely
15%

Neither less likely
or more likely
36%

Somewhat less
likely
18%

N = 298 small businesses (fewer than 100 employees)
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Q21: Are you more likely or less likely to use relatively large amounts
of color when you print the materials yourselves?

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

N =307

Somewhat less
likely
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Much less
likely

Neither less

likely or more

likely

Somewhat

more likely

Much more
likely

Company
Size
H<6

6to 10
m10to 49

50 to 99

Mean

2.5

2.7

2.8

2.8
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Q22: Why are you less likely to use relatively large amounts of color
when you print the materials yourselves?

The cost of the ink or toner 87%

l I

The increased amount of time it takes to print high
color documents versus lower-color or black-and-
white

40%

l I

Businesses only use
color when and
21% where it is
appropriate

The increased complexity of the graphic design

l l

The availability of appropriate color images 17%

Multiple Responses Permitted
I I I I |

0% 20% 40% 60% 80% 100%

il

N=126 -
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Q22: Why are you less likely to use relatively large amounts of color
when you print the materials yourselves?

100%
Mailing

90% Pieces
80% - H1to10
70% - 11 to 50
0% m 51 to 100
=0% - 101 to 500
0% W 500+
30% - B
20% - For longer runs, time
10% - —1 | toprintisa

0% significant

The cost of theink  The increased

or toner amount of time it complexity of the appropriate color

takes to print high
color documents

versus lower-color

or black-and-white

N =307
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The increased  The availability of | consideration

graphic design images
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Q11: Postcard/Flyer - Which of the examples do you think your
customers or prospects would be the most likely to read?

It makes no B [P——
difference 3%
3%

A

Your Future

Every Thursday evening we offer a free investment seminar

for anyone looking to start a finandial plan for their future.

_——— Aeeuwmwmmnmmmmvexmlm

N financial plan will not be covered.
EquiLateral Erccainls

FINANCIAL PLANNING Every Thursday - 6:00-8:00pm - 1540 Main St, Ste 896

A\

Every Thursday evening we offer a free investment seminar
anyone looking to start a financial plan for their future.
ation to purchase services. Review of your existing

i
nancisl plan will not be covered.

Every Thursday - 6:00-8:00pm - 1540 Main St, Ste 896

Your Future
/\ very Thursday evening we offer a free investment seminar
anvyone looking to start a financial plan for their future.
S ~ o services. ! your existing
EquiLateral
© 2011 InfoTrends

inancial plan willl not be covered.
Every Thursday - 6:00-8:00pm - 1540 Main St, Ste 896

Infolsends

www.infotrends.com 27



Q12: Newsletter - Which of the examples do you think your
customers or prospects would be the most likely to read?
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4%

et
YT ———
o= AT o e st
s e g ki e
P —————
i - Aot Ndedamcs st
sl st pgams
i ey ol
et o e
s N -
Mt ~ e B pgum.cnly dowe
& o g < e snn s
C ;. — | S
- N o gt e e
C ot mmbors
o e Mgt n B g
e T T ettt
O e - e e e e
.t e s,
ST ——p——
o - bty e
e en mes et
— et s ptuemn ren
’ S A P Lt ——
N = 307 . Om— b AN LT - -
e e 98
b bced ooa iy o s s whe ke N\e 7~
e e ¢y s ot n o
- e o antonn

© 2011 InfoTrends www.infotrends.com 28



_

Q13: Invoice - Which of the examples do you think your customers
or prospects would be the most likely to read?

- Italian “a Italion
INVOICE Holtdags INVOICE Holidays

Twveicn seaber Tevaion swaber
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Q14: Presentation - Which of the examples do you think your
customers or prospects would be the most likely to read?

XYZ Corporation 2010-2015 Market Forecast XYZ Corporation 2010-2015 Market Forecast
It makes no A /
R e : — P
| |
* Strong growth forecast * Strong growth forecast
* Increased market share * Increased market share

* Stready revenue stream * Stready revenue stream

Presentation A Presentation B

difference 3% B ]|
4% -

XYZ Corporation 2010-2015 Market Forecast
$2,000,000 +
2010 82011 W2012 82013 W2014 B 2015 y/
* Strong growth forecast
* Increased market share

* Stready revenue stream
82%

PresentationC

N =307

Infol
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Q15: Brochure - Which of the examples do you think your
customers or prospects would be the most likely to read?

It makesno  p
difference 19,
7%

B
10%

GREATER NEW ORLEANS ORGANIZERS' ROUNDTABLE proserts GREATER NEW ORLEANS ORGANIZERS' ROUNDTABLE  prosenty GREATER NEW ORLEANS ORGANIZERS' ROUNDTABLE  presents
/ / / /
MU MU MY I
PARTY;Y'FUNDRAISER ‘ PARTY(}‘ FUNDRAISER PARTYj/‘FUNDRAlSER
With $10.00 Raffle Prizes - Flot Screen Televsion & iPod With $10.00 Raffle Prizes - Flat Screen Televsion & iPod With $10.00 Raffle Prizes - Flat Screen Televsion & iPod
War yourfovore sk ond i e porty b benef ke ond Wooryoor Foveck mesk nd o the pry o beneft kel ond Wooryour fvorke mosk o o th porty o bl kel ond
SATURDAY regiee st oo in e 2010 5 S Foom n SATURDAY .;L“.ﬂl";,; mmm:en;muswrm SATURDAY vegorel e pogton i e 2010 U5 el Foramin
APRILTO e i APRILTO i APRILTO bt i
7PM - TTPM |\ EATERTANMEIT At BAR 7PM - TTPM. (e TERTANNENT I BAR 7PM=T1PM |\ NTERANIENT OSH BAR
NEW ORLEANS AFRICAN AMERICAN MUSEUM NEW ORLEANS AFRICAN AMERICAN MUSEUM

1418 Govemor Nicholk St 1418 Govemor Nicholls St

$2500 Advonce icke | $30.00 o Do
GET YOURTICKETS ot he Commundy Book Cees
3 Byou Rood

$25.00 Advance Ticket | $30.00 ot Door
GET YOUR TICKETS of he Commundy Book Center

For o lomoon contt Mo e 5047993084 ACANIERS
ot Kebely Rt 5043019292

For More oo coro Meniue Horen 504790064 QRCANIZES
ocKinbety Reors 049019292

Brochure A Brochure B Brochure C

82%

N =307
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Q16: How effective are the promotional mailings that you
print and produce in-house?

Mean= 6.3
Slightly effective 1 - Very ineffective
1% 2

10 - Highly effective
5%

3

1-5 = Ineffective
6-10 = Effective

62% feel their
mailings are
effective to
some degree

12%

N =307 -
Infols
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Summary of Agree/Disagree Questions

* Overall general agreement on statements regarding the use
of color

* Over 50% of small business respondents strongly agree that

- The design of a mail piece has a direct influence on how effective it is

— Their customers would be more likely to notice pieces produced in
full color

- Appropriate use of color in mail pieces allows readers to extract the
key information faster and better

- Printing in color enhances their company’s image

Infols
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Q17: Do you agree or disagree with the following
statements?

H Agree strongly O Agree somewhat B Neither agree nor disagree O Disagree somewhat B Disagree strongly

Mean
The design of a mail piece has a major influence on how
effective it is 35% 8% 4.4
My customers and/or prospects would be more likely to
NOTICE a received mail piece that that is printed in full color _ 33% 4.4
than one that uses little to no color.
Designs that include color are better than graphic designs that
. 37% 14%
have little or no color 4.3
Appropriate use of color in mail pieces increases the general
. 46% 39% 12% 4.3
value of the piece. .
0% 20% 40% 60% 80% 100%
N = 307 =
Info 1)
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Q17: Do you agree or disagree with the following
statements?

U &ad & ’

H Agree strongly O Agree somewhat B Neither agree nor disagree O Disagree somewhat B Disagree strongly

o . . . Mean
If a mail piece is promoting a product, a color picture or

illustration of that product makes it much more likely that I will 48% 35% 15% 43
at least consider purchasing the product

Appropriate use of color in mail pieces allows readers to extract

(v) (v) 0,
the key information faster and better o 33% 15% | 4.3

Printing in color enhances my company’s image 50% 38% 10% I 4.3

My customers and/or prospects would be more likely to READ a
received mail piece that that is printed in full color than one 46% 38% 13% 4.2
that uses little to no.colox

l I l I l I l I l

My customers and/or prospects are more likely to RESPOND to
a mail piece that that is printed in full color than one that uses 32% 36%
little to no color.

T 1

0% 20% 40% 60% 80% 100%

N = 307

Infols
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Q17e: My customers and/or prospects are more likely to RESPOND to
a mail piece that that is printed in full color than one that uses little
to no color.

45%
0,
40% Company Mean
35% Size
H <6 4.0
0, -
30% 61to 10 3.9
25% - m10to 49 3.9
20% - 50 to 99 3.8
15% -
10% -
5% -
0% -
Agree Agree Neither agree  Disagree Disagree
strongly somewhat nor disagree somewhat strongly
N =307 <
Infols

© 2011 InfoTrends www.infotrends.com 36



_ ‘lw-

Q18: Do you agree or disagree with the following
statements?

H Agree strongly O Agree somewhat B Neither agree nor disagree O Disagree somewhat B Disagree strongly

cheaply executed

Mean
A mail piece that has substantial color elements in it has cost
the sender more to design and print than that is just black-and- 38% 4.2
white
Higher quality products are advertised with well designed
gherquaity e ) g 42% 39% 4.2
colorful materials
Use of color in marketing materials improves the reputation of
34% 44%
a brand 4.1
A mail piece that has cost more to design and print is more
likely to be taken seriously than one that appears to have been 42% 20% . 3.7

T T 1

0% 20% 40% 60% 80% 100%

N = 307 -
Infols
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Q18b: Higher quality products are advertised with well-designed
colorful materials.

60%
50% Company | Mean
Size
W <6 4.1
40% +—— 6 to 10 43
m10to 49 4.1
30% - 50t099 | 4.4
20% -
10% -
0% - . o
Agree strongly Agree Neither agree Disagree Disagree
somewhat nor disagree somewhat strongly
N =307

Infols
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Q18: Do you agree or disagree with the following
statements?

H Agree strongly O Agree somewhat B Neither agree nor disagree O Disagree somewhat B Disagree strongly

Bills and statements are or would be easier to read and
understand if they use block and / or highlight color effectively

A mail piece that is entirely black-and-white, or is black-and-
white except for a logo, looks cheap in comparison to a piece
that has substantial color elements in it

A mail piece that has substantial color elements in it has been
designed more carefully than one that is just black-and-white

My customers are more likely to pay bills sooner when the due
date and other key pieces of information are highlighted in

26% 35% 17%

color
—————— e ———
Use of colored paper is a good substitute for printed color
. . 11% 28% 26% 26%
pictures and / or graphics
0% 20% 40% 60% 80%
N = 307 e
Inﬁ:\;
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Mean

3.7

3.7

3.7

100%
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18f: A mail piece that is entirely black-and-white, or is black-and-
white except for a logo, looks cheap in comparison to a piece that

has substantial color elements in it.

50%
45%
40% Company | Mean
Size
35% <6 3.5
30% 6 to 10 3.7
259%, m10to 49 3.8
20% 50 to 99 3.8
15% -
10% -
5% -
0% I T - 1
Agree strongly Agree Neither agree Disagree Disagree
somewhat nor disagree  somewhat strongly
N =307

Infols
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18g: A mail piece that has substantial color elements in it has been
designed more carefully than one that is just black-and-white.

70%
60%
Company Mean
Size
50% M <6 35
6to 10 3.9
40% —
m10to 49 3.7
30% 50 to 99 3.9
20% -
10% -
0% -

Agree strongly Agree Neither agree Disagree Disagree
somewhat nor disagree somewhat strongly

N =307 -
Infols
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18i: Use of colored paper is a good substitute for printed color
pictures and/or graphics.

40%
35% —
30% —
Company Mean
25% Size
I <6 2.8
20% 6to 10 3.2
m10to 49 3.2
15%
50 to 99 3.3
10%
5% -
0% -
Agree strongly Agree Neither agree Disagree Disagree
somewhat nor disagree somewhat strongly
N =307 -
Infols
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Demographics of the Small-
Business Respondents
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Q23: Which of the following best describes your
company’s primary business?

Education Government Accommodation
2% (travel, hotel etc) Insurance
Religious 2% 1%
organization Printing and
2% Publishing
Telecom/Utilities 1%
2%

Financial Other : .
Services/Banking 26% This study is focused
a% on small businesses,
Manufacturing hence professional
5% services, retail,
Real estate healthcare, real
5% estate and other
Healthcare have more .
5% representation

Professional
Other Non-Profit

Services
Associations (Consulting, Legal,
6% Retail/Wholesale Business Services)
17% 20%

N =307 -
Infols
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Q24: What was your company’s or organization’s 2010 annual

revenues?
Mean= $2,492,900
Median = $1,290,000 Prefer not to say
Greater than $30 16.6%

million

0.7% Less than

$500,000
32.6%

$20 million to S30
million
0.3%
$10 million to
$19.9 million

2.9%
S5 million to $9.9

million
6.2%

$2 million to $4.9

million
13.7% $500,000 to
| $999,999
$1,000,000 to 13.4%
. 0
$1.9 million
13.7%

N =307 -
Infols
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Q1: How many employees work at your company?

Mean= 23.1 Employees
Median - 10 50 to 99

15%

<6
34%

10 to 49
34%

6to 10
17%

N =307 -
Infols
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Q25: What is your title?

Other

Manager

[V)
Vice President 27%

4%
CEO/President
5%
Director
5%

Line employee
6%
Coordinator Owner/

o,
6% Administrator Entrepreneur
9% 22%

N =307 >
Infols
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Consumer Survey Results




Key Findings

The average consumer receives 12.3 pieces of informational mail or
solicitations per week

— All consumers place at least some value on all the mail they receive, but only 1%
place value on all the mail they receive

61% usually or always open direct mail pieces
— Top 2 reasons for not opening:
e 58% - Can tell from return address that it’s not of interest
* 18% - Not addressed to an individual (mailing address only)
Only 37% usually or always read direct mail pieces
- Comparatively 45% usually or always read postcards, self-mailers, etc.
— Top reason for not reading opened direct mail:

* 88% - “I can see at a glance that the subject is of no interest to me”

Consumers are only slightly more likely to read pieces of direct mail that they
do not need to open (e.g. postcards, flyers)
Infols
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Key Findings Cont’d.

* Overall, consumers are much more likely to read documents that contain
color

- 90% would more likely read a full color flyer/postcard
- 92% would more likely read a full color newsletter

- 79% would more likely read a full color brochure

- 64% would more likely read a full color invoice

* However, nearly 28% feel there is no additional benefit from color invoices

* 96% agree or strongly agree - more likely to NOTICE to a mail piece that that
is printed in full color than one that uses little to no color (mean 4.7)

- However, only 49% agree or strongly agree - more likely to RESPOND to a mail piece
that that is printed in full color than one that uses little to no color (mean 3.5)

* 61% agree or strongly agree — B&W only documents (minus logo), look cheap
in comparison to documents with substantial color

* On ascale of 1-5, with 5 as strongly agree, consumer averaged 2.7 in believing

that invoices with color highlights encouraged them to pay bills soon?(
Intol
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Q3: Please state the amount of solicitations and informational
literature that you receive in the mail every week

Mean = 12.3
Pieces of Mail 21t030 Over30
5% 3%
16 to 20
14%
6to 10
49%
11to 15
29%
N =319

Infols
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Q5: Regarding direct mail that you receive, do you place any value at
all on receiving at least some of these various documents?

All of these
documents have
value
1%

Some of these
documents have
value
99%

N =319 -
Infols
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Q6: Of the direct mail pieces that arrive in an envelope or are
folded/sealed, how often do you tend to OPEN them?

Seldom

Always %

Occasionally
30%

Usually
40%

N =319 -
Infols
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50%

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

Q6: Of the direct mail pieces that arrive in an envelope or are
folded/sealed, how often do you tend to OPEN them?

Age Group
W 18to 34

35 to 54
W 55+

Older respondents
may have more time
to open all/most of
their mail

lJﬁlﬂ

Occasionally

Infols
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Q7: Of the pieces arriving in an envelope or are folded/sealed, that
are opened, how often do you READ the enclosed mailer?

Always Never
6% 1% Seldom

Usually
31%

Occassionally
44%

N =319 -
Infols
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Q8: For other mail pieces that are either postcards, self-mailers, or
other format - how often do you read them?

Always  Nevergaiqom
5.6%  03% g19

Usually
39.8%

Occasionally
45.1%

N =319 -
Infols
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Q9: What are the key reasons why you discard some of
your direct mail unopened?

The return address tells me that the subject is of no 759
interest to me 2

————

.” J/

The piece is addressed to my mailing address but not to
any actual individual in my household

49%

It depends on how much spare time | have when | go

(1)
through the mail 36%

Relevant subject
matter is key in

26% drawing the recipient
to opening and
reading direct mail

On the outside the piece appears to be of low quality

14%

| do not recognize the return address
Multiple Responses Permitted

T T T 1

0% 20% 40% 60% 80%

N =251 Respondents who open some of their direct mail

Infols
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Q9: What are the key reasons why you discard some of your direct
mail unopened?

90%
80%
70%
Age Group
60% -
H18to 34
0, -
>0% 35to 54
40% - M55+
30% -
20% -
- I [
0% T T T T
The return address The piece is It depends on how On the outside the | do not recognize
tells me that the addressed to my much spare timel piece appearsto the return address
subject is of no mailing address have whenlgo be of low quality
interest to me but nottoany  through the mail
actual individual in
my household
N =319

Infols
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Q9: What are the key reasons why you discard some of your direct
mail unopened?

90%
80%

0, _
70% Solicitations per
60% - Week

m1to10
50% -
11to 20
40% - H 20+
30% -
20% -
- I—l [
O% T T T T
The return address The piece is It depends on how On the outside the | do not recognize
tells me that the addressedtomy  much spare time | piece appears to be the return address
subject is of no mailing address but  have when | go of low quality
interest to me not to any actual through the mail
individual in my
household
N =319

Infols
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Q10: Which is the single most important reason for not opening all
the direct mail that you may receive?

I do not recognize
the return address
2%

On the outside the
piece appears to be
of low quality

6%

It depends on how
much spare time |
have when | go
through the mail
16%

he return address
tells me that the
subject is of no
interest to me
58%

The piece is
addressed to my
mailing address but
not to any actual
individual in my
household
18%

N =251 Respondents who open some of their direct mail and gave multiple =
reasons for not opening all of it Info 1N
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Q10: Which is the single most important reason for not opening all
the direct mail that you may receive?

70%

60% Frequency
Mail is Read

50% -

B Never, Seldom
40%
30%

Occasionally
B Usually, Always
0% | I | I I i . I

20%
10%

The return address  The piece is It depends on how On the outside the | do not recognize
tells me that the addressed to my much spare time| piece appearsto the return address
subjectisof no  mailing address  have whenlgo be of low quality
interest to me but nottoany  through the mail
actual individual in
my household

N =319 -
Infols
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Q11: What are the key reasons why you do not read all of the
opened direct mail?

T

I can see at a glance that the

subject is of no interest to 93%

It depends on how much
spare time | have when | go
through the mail

28%

The piece needs to grab my
attention at a glance, and it
failed to do so

21%

The piece appears to be of Relevant subject
low quality in terms of the 10% matter is key to

paperand / or printing reading direct mail

The piece appears to be

0,
poorly designed 9%

Multiple Responses Permitted

T T T T 1

0% 20% 40% 60% 80% 100%

N =298 Respondents who read some of their direct mail, and gave multiple =
reasons for not opening all of it Info 1N
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Q:11 What are the key reasons why you do not read all of the
opened direct mail?

100%
90% +———
80% - Age Group
70% - m18to 34
60% - 35 to 54
50% - M 55+
40% -
30% -
20% _ l—I
10% -
0% | | I A m B E
| can see at a It depends on  The piece needs The piece The piece

glance that the how much spare  to grab my appears to be of appears to be

subject is of no time | have when attention ata low quality in  poorly designed

interest to me |1 go through the glance, and it terms of the

mail failedtodoso paperand/or
printing
N =319

Infols
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Q12: Which is the single most important reason for not reading all of
the opened direct mail?

The piece appears
to be of low quality

b . in terms of the
rab my attention at
& y paper and / or

aglance, and it L. The piece appears
failed to do so printing to be poorly
al 1.3% ,
3.4% designed

The piece needs to

It depends on how 0.3%
much spare time |
have when | go
through the mail
7.4%

The decision time
regarding reading
direct mail is very
short, and again is
tied to relevance

| can see at a glance
that the subject is of
no interest to me
87.6%

N =298 Respondents who read some of their direct mail, and gave multiple =
reasons for not opening all of it Info 1N
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Q13: Postcard/Flyer - Assuming that the subject matter is relevant to
you, which of the postcard examples would you be the most likely to

read?
It makes no A
difference

2%
5%

B
3%

Your Dreams

Your Future

Ay

“wery Thursday evening we offer a free investment seminar

for anyone looking to start a financial plan for their future.

No obligation to purchase services. Review of your existing

- financial ‘will not be covered.
EquiLateral St

FINANCIAL PLANNING Every Thursday - 6:00-8:00pm - 1540 Main St, Ste 896

Every Thursday evening we offer 3 free investment seminar
EquilLateral

t
for anyone looking to start a financial plan for their future.
No obligation to purchase services. Review of your existing

2
inancial plan will not be covered.
Every Thursday - 6:00-8:00pm - 1540 Main St, Ste 896

Every Thursday evening we offer a free investment seminar
for anyone looking to start a financial plan for their future.
No obligation to purchase services. Review of your existing
EquilLateral
%
90%

N =319

Every Thursday - 6:00-8:00pm - 1540 Main St, Ste 896

C
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Q14: Newsletter: Assuming that the subject matter is relevant to you,
which of the newsletter examples would you be the most likely to read?

b P QVERTON — §i OVERTON

It makes no A B
difference 0% 1%
7%

92%

N =319

Q , Z==  Infoly
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Q15: Brochure: Assuming that the subject matter is relevant to you,
which of the brochure examples would you be the most likely to read?

It makes no A
difference 2% B

8%

GREATER NEW ORLEANS ORGANIZERS' ROUNDTABLE prosents

Migerid

PARTY;Y"FUNDRAISER

With $10.00 Raffle Prizes - Flat Screen Televsion & iPod
SATURDAY  Scimabomt o e bt
egiooe resdens” prfipasion n the 2010 US Socl Forum n
APRILTO et i
7PM-T1PM |\ EITERNMENT IS BAR

NEW ORLEANS AFRICAN AMERICAN MUSEUM
1418 Govemor Nicholk St

$2500 Advonce icke | $30.00 o Do
GET YOURTICKETS ot he Commundy Book Cees
3 Byou Rood

Brochure A

N =319
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For o lomoon contt Mo e 5047993084 ACANIERS
ot Kebely Rt 5043019292

GREATER NEW ORLEANS ORGANIZERS' ROUNDTABLE  prosenty

.///ﬂ.ymwé

PARTY(}‘ FUNDRAISER

With $10.00 Raffle Prizes - Flat Screen Televsion & iPod

Woor your v mesk ond o the pory o beneft kel ond
SATURDAY regond esidens' poripaion in he 2010 U Sodl Forum in

APRILTO e

7PM=T1PM. (/e ETERTANMENT CAH BAR.

Brochure B

GREATER NEW ORLEANS ORGANIZERS' ROUNDTABLE  presonts

Mgeradb

PARTY j"FUNDRAISER

With $10.00 Raffle Prizes - Flat Screen Televsion & iPod
W i ook i e oty b bl
SATURDAY - o 20105 i
APRILTO i
7PM = 1T L\ NTERTANINENT  ClH BAR

NEW ORLEANS AFRICAN AMERICAN MUSEUM
1418 Govemor Nicholls St

$25.00 Advance Ticket | $30.00 ot Door
GET YOUR TICKETS of he Commundy Book Center

For More oo coro Meniue Horen 504790064 QRCANIZES
ocKinbety Reors 049019292

Brochure C

Infolsends
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Q16: Invoice: Assuming that the subject matter is relevant to you, which
of the above invoice examples would you be the most likely to read?

3%

It makes no

difference
28% /

64%

N =319

© 2011 InfoTrends

#tar 200 pin o Jane 240N, 3005
Nmnm—ml:;:gm,

Italian
Holtdays

Twveice svaber
008

1060
Date of Laveion
Sevacy 13, 3008

Tour relereace
Eaatl enquicy teen Letosta

@ sty Pl QIVTION 6 reQured 10 Gars Defore avmal Thark you for mm&u@
Besiond. The GOS0t 100 JIMICH 3N Dresaoes wil e refunded whn

WNILPRICE ToTM
e 290,00
2.0 a0
“.0 .00
.00 1090, 00

L W Coutyiurn, 101 DX

A
[ 14
INVOICE
Tevaion svaber
03081950
we 6 Choree Date of Laveion
Jewerry LD, 2005
Tour releresce
Enai) enquicy Coew Latosde
Poetyl of w3 » Tuscary . Full Dyt 6 reQured 30 Gars Do vl Thark you 1tr Yo 0L

of
:wmmmnwua—oncmwumnwam—aawmwmnu
TOUr PR, ST Oor FEEOHON.

-~ Italtan
INVOICE Holtdays

Taveion swaber

03081980
e O Choree Bate of laveian
Semwary 1IWh, 3005
Tour refereace
Eaail enquley Ceen Latcede
Poetal of w3 A Nseiny. Pl DIV 6 (eQured 10 Gavs Dfere Jwwal TRk you for Tou S008I of 130
Bun0s 1) S0CUe 10ur BOSA0. The o0 10 AIMIC I reak 3005 wil b rohumded withn 10 Gavs of
YOUr oS, A- rogeton
CESCRIPTROS ILERICE 01
Wdﬂu-n-'o N:m—mmmm
0 Ieweng by mOom On 5t My 90.00 259,00
e of baerdes fer S Gars. “e et
B Fod dewws. “.0 4“0
OO0 har Samarge and Lo aprs "0 100,00

TOLAL PRICK B 160,00
caotT T 150,00

 ¥rs Amatfers
We vish you o wenderfel MLalian neliday

e, Spring Line, Tusrishusih, W, Countyshors, $C3 DG,
" Rebe .amn)mmi

LESCREPTICY DG ERICE
Ractal of wita Sor 7 mghts semang after 200 po on Jane 29, 2005

0 leieng Iy noon on 35T Mty 2005, .00

Ve of Werdes for 5 dars .00

Fou Cowwy a6

DRt ter damarge 08 rosd aget 9.0

TOTAL PWICK

oLy

TOTAL DR

W & Moy Amalers
We viih you o veeaderfel Malian el ey

M nd Mos L
Oner Gerredis i Dovemce com

e L .

Anaters bt Lane, Tuszanhusth, W. Countyiure. $C3 DT
Phane; Sk () 12D 454 IR0 Mabde: o44 (0 123 454 T0L

oM

209,00
Lia. 00
4500
9. 00

T 1608, 00
e <L

B 43508
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Summary of Agree/Disagree Questions - Consumers

* 70% strongly agree that they are more likely to notice a full
color mail piece

* No other questions received over 50% of responses saying
strongly agree

* Less than 50% agreed that they were more likely to respond
to a full color mail piece

Infols
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Q17: Do you agree or disagree with the following
statements?

B Agree strongly O Agree somewhat B Neither agree nor disagree = M Disagree somewhat O Disagree strongly

Mean

am more likely to NOTICE a received mail piece that that is

. . . 26%
printed in full color than one that uses little to no color. > 4.7

E
-

In most cases designs that include color are better than designs

[v) 0, 0,
that have little or no color R — e 4.3

The design of a mail piece has a major influence on how

effective it is 45% 41% 12% 4.3

Appropriate use of color in mail pieces allows me to extract the

° 0 0 4.3
key information faster and better 46% e .

I am more likely to READ a received mail piece that that is

469 419 119
printed in full color than one that uses little to no color — % %

I l I l I l I

T T T T

0% 20% 40% 60% 80% 100%

N= 319 -
Infols
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17e: | am more likely to READ a received mail piece that that is
printed in full color than one that uses little to no color.

60%

50%
40%
30%

Solicitations
per Week Mean
m1to10 4.3
11to 20 4.4
1 20+ 3.9
I , | l I .

20%
10%

Agree strongly Agree Neither agree Disagree
somewhat  nordisagree  somewhat

N =319 -
Infols
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Q17: Do you agree or disagree with the following
statements?

B Agree strongly O Agree somewhat B Neither agree nor disagree B Disagree somewhat O Disagree strongly

Mean

In a newsletter, use of block color and / or highlight color will

. . . 50% 4.2
usually increase the effectiveness of the piece
If a mail piece is promoting a product, a color picture or
illustration of that product makes it much more likely that | will _ 38% 17% ‘ 4.2
at least consider purchasing the product
Appropriate use of color in mail pieces increases the general
. 36% 44% 17%
value of the piece. 4.1
L

am more likely to RESPOND to a mail piece that that is printed

. . 22% 27%
in full color than one that uses little to no color. ? ¢

T T T

0% 20% 40% 60% 80% 100%

N= 319 -
Infols
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Q18: Do you agree or disagree with the following
statements?

Bl Agree strongly O Agree somewhat H Neither agree nor disagree O Disagree somewhat B Disagree strongly

Mean

A mail piece that has cost more to design and print is more
likely to be taken seriously than one that appears to have been 25% 43% 24% 38
cheaply executed

Higher quality products are advertised with well designed

0, 0, 0, 0,
colorful materials 23% 43% 27% 3.8

Use of color in marketing materials improves the reputation of

18% 40% 36% z 3.7
a brand

Although it is not direct mail, my bills and statements are or
would be easier to read and understand if they use block and / 22% 39% 26% 3.7
or highlight color effectively

A mail piece that has substantial color elements in it has been
designed more carefully than one that is just black-and-white

20% 42% 28% 3.7

I l I l I l I l I l

T T T

0% 20% 40% 60% 80% 100%

N =319 -
Infols
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18d: Although it is not direct mail, my bills and statements are or
would be easier to read and understand if they use block and/or
highlight color effectively.

50%
45%
40%
35% Age Group Mean
W 18to 34 3.4
30%
35to 54 3.7
25%
W 55+ 3.8
20%
15% -
10% -
5% -
0% -
Agree Agree Neither Disagree  Disagree
strongly somewhat agree nor somewhat strongly
disagree
N =319 -
Infols
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Q18: Do you agree or disagree with the following
statements? (2)

H Agree strongly O Agree somewhat B Neither agree nor disagree O Disagree somewhat B Disagree strongly

Mean
A mail piece that is entirely black-and-white, or is black-and
white except for a logo, looks cheap in comparison to a piege 41% 27% 3.6

that has substantial color elements in it \

My favorite brands only send me color materials M4
Use of colored paper is a good substitute for printed color
. . 6% 29% 27%
pictures and / or graphics

I'm more likely to pay bills sooner when the due date and other
. . . R . bl 16%
key pieces of information are highlighted in color

2l 3.0

0% 20% 40% 60% 80% 100%

N =319 -
Infols
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18f: A mail piece that is entirely black-and-white, or is black-and-
white except for a logo, looks cheap in comparison to a piece that
has substantial color elements in it.

50%
45%
40%
359 Age Group Mean
30% Hm18to 34 3.8
25% - 35to 54 3.6
20% - W 55+ 3.6
15% -
10% -
5% -
0% -

Agree Agree Neither Disagree  Disagree

strongly somewhat agree nor somewhat strongly

disagree
N =319 .
Infols
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18g: My favorite brands only send me color materials.

60%
50%
Age Group Mean
40% m18to 34 3.4
35to 54 3.2
30%
B 55+ 3.0
20%
10% -
0% -
Agree Agree Neither Disagree  Disagree
strongly somewhat agree nor somewhat strongly
disagree
N =319 -
Infols
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Demographics of the Consumer
Respondents
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Q1: How old are you?

2010 US Census

18 to 24 years
65 years and over 11%

17%

25 to 34 years
18%

55 to 64 years
15%

35 to 44 years
45 to 54 years 18%

21%

Mean = 36.8 Years

N =319

© 2011 InfoTrends

Survey Results

18 to 24 years
65 years and over 5%

14%

25 to 34 years

17%

55 to 64 years
25% 35 to 44 years

17%

45 to 54 years

22%

Mean = 48.6 Years

Infols
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Q19: What is your gender?

2010 US Census Survey Results

Female
51%

Male
49%

Female
68%

N =319

Infols
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Q20: Which region do you live in?

2010 US Census Survey Results

Northeast Northeast

18% 18%

South
27%

Midwest
30%

N =319 -
Infols
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Q21: What is your annual household income?

2010 US Census

Less than $20,000
12.7%

$100,000 and over
18.8%

$80,000 to $99,999 20,000 to $39,999
10.1% 20.1%
$60,000 to $79,999
21.0% $40,000 to $59,999

17.4%

Mean = $50,303

N =319
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Survey Results

Less than $20,000
Prefer not to say 0.3%

10.3% $20,000 to $39,999
13.8%

$100,000 and over

23.2% $40,000 to $59,999

21.6%

$80,000 to $99,999

11.9% $60,000 to $79,999

18.8%

Mean = $71,800

Infols
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Q22: What is your level of education?

2010 US Census

Advanced Degree
16%

High School Graduate
42%

Bachelors Degree
29%

AssociatesDegree
13%

N =319
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Survey Results

High School
Graduate
23%

Advanced Degree
26%

Associates Degree
13%

Bachelors Degree
38%

Infols
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