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Digital & Print:
Dispelling the Myths – Embracing the Truth



AGENDA:

1. Digital vs. Print: Universal Myths vs. Truth
2. Clinical Studies – reading paper vs. other media
3. The 5 C’s: Uncovering the truth to create positive change
4. Bringing all of the truths together
5. Informed Delivery
6. Retargeted Direct Mail
7. Informed Visibility
8. Digitally Enhanced Mail
9. Case Study – Third Party Automotive Warranty Extension 

Program  



Myths:

Digital is 
better than

Print

Print is 
better than

Digital

Truth:

Digital +  Print are
Smarter Together!



More than 100 Published Studies since the early 90’s*
(Neurologists, Psychologists, and other Researchers)

People read BEST from paper for 3 Reasons:

1) It makes content more intuitively 
navigable.

2) It facilitates better mental mapping of 
information.

3) Drains fewer of our cognitive resources, 
making retention a little easier.

* A Communicator’s Guide to the Neuroscience of Touch



The 5 C’s: 
Uncovering the Truths to Create Positive Change





























Case Study: Third Party Automotive Warranty Extension Program

Industry Marketplace
 18 billion in total revenue
 2,142 competitors

 Car Shield
 CarChex
 Concord Auto Protect
 Liberty Bell
 Infinite Auto Protection

 20,243 Employed in the Industry

Challenges
 Highly regulated industry
 Competitive
 30% of all vehicles change hands annually (on average) – short purchase window
 70% of customers cancel after a major repair

Opportunity
 The Auto Extended Warranty Providers operators provide automobile owners warranties that extend  

past the warranty a car's manufacturer provides for a new vehicle. 

 Additionally, participants in this industry include car manufacturers, car dealers and other third-party 
warranty providers. The industry has benefited from the average age of the vehicle fleet in the United  
States increasing an annualized 0.9% to 11.9 years over the five years.



Case Study: Third Party Automotive Warranty Extension Program

Audience
 Age 55-75
 58% women, 42% men
 Single income households

Channels - Integrated Omni-Channel Approach
 Website
 Google Ads
 Direct Email – responders and remarketing 
 Purls
 YouTube – marketing videos and video ads
 Call Centers (Chicago and St Louis)
 Direct Mail – both response mailings for call follow-ups and for direct acquisition

 Post cards: 500m per week
 Letters: 2.2mm per week



Case Study: Third Party Automotive Warranty Extension Program

Testing
 Format
 Message/Offer
 OE’s
 Color (changed from yellow to pink)

Response
 Letters receive a .6-.7 response rate

Conversion
 Close rate on inquiries is 7-8%
 40% based on color change of postcard
 Average 500+ sign-ups per day, 3000+ per week
Average sale $4,200



Questions?
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