
 

The digital age has fundamentally changed how marketers interact with their audiences. Consumers’ 
digital activities have created a wealth of data about consumers’ individual preferences and 
predilections. The result is that marketers can interact with consumers in a far more targeted 

manner. This trend, called “personalization” because of marketers’ ability to “personalize” marketing 
messages based on individual consumer preferences and behaviors, is powered by “big data.” The trend 
has impacted nearly every aspect of marketing.

For example, personalization has impacted each of the following:

 •  Online Search: Search engines customize search results based on factors such as geography, search 
history, click behavior and more. Advertisers can target searchers based on search terms, location and 
other variables.

 •  Social: Social networks customize social feeds based on location, demographics, interests and more. 
Advertisers can target their audiences based on customer interests, geography and more.

 •  Commerce: In personalizing the shopping experience, Amazon raised the bar for digital retailers. 
Now, retailers can buy a software personalization engine and plug it into their websites to enable 
personalized shopping experiences.
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PERSONALIZATION WORKS FOR PRINT, TOO
By now, marketers are well-versed in the benefits personalization can bring — 88 percent plan to 
implement personalized marketing plans and an equal percentage say using data to personalize the 
customer experience has had a high impact on both ROI and engagement.1

However, many marketers may be disproportionately focused on the digital benefits of personalization, 
while less aware that personalization benefits translate equally well to mediums such as print. Consider 
that according to the Content Marketing Institute, only one-third of marketers use print to distribute that 
content. But those that do see its value rate it their most important channel after email and LinkedIn (for 
B2B) and Facebook (for B2C).2

Consumers are primed to respond to personalized print communications — 44 percent of customers visit 
a brand’s website after receiving direct mail marketing (10 percent more than people who visit sites after 
receiving an email).3 Data from the Data & Marketing Association (DMA) shows personalized direct mail 
campaigns can increase ROI by 3X to 10X.4

PERSONALIZATION DRIVES PAGE GROWTH
Looking forward, research firm Infotrends predicts digital page growth to reach more than 200 billion 
pages by 2018.5 This growth will be driven in large part by personalized direct mail. Marketers, get ready.
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DIG DEEPER
Take a look at the data-driven 
research showcasing how 
innovative technologies are 
helping marketers increase  
their ROI.

Learn how leading brands are 
successfully implementing the 
technologies and strategies that 
are creating unified customer 
experiences and moving the 
marketing industry forward.

These tips provide actionable 
takeaways for how you can 
implement these tactics 
to improve the customer 
experience from awareness 
through advocacy.

RESEARCH CASE STUDIES PRO TIPS
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To prepare for the coming growth in personalization and ensure you are well-positioned to capture your 
share of the marketing pie, position yourself as a key partner to marketers who can help them navigate 
the new world of personalization. Being thought of as a partner and print consultant will deepen the 
relationship you have from “printer” to “consultant.” 

 •  Arm Yourself to Evangelize Print: Despite the obvious benefits of reaching consumers via print, stale 
preconceptions persist. To help your customers take full advantage of the medium, you’ll need to arm 
yourself to help them see its value: research, data and case studies will all help marketers recognize 
the value of using print alongside digital channels to achieve maximum results.

 •  Invest in Technology and Personnel: To help marketers turn their big data into highly targeted 
outreach, they’re going to need the right technology — and the right personnel — in order to get the 
most out of it. This may require a shift in how printers are used to traditionally operating, but having 
the right technology and people in place will position you to become an important partner to your 
marketing clients.

 •  Sales Training: With new opportunity comes new ways to spot that opportunity. Make sure you’ve 
trained your sales staff to identify marketplace opportunities to personalize print for marketers. 
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BRAND United was founded by NAPCO Media, a leading 
information source for the markets it serves since 1958. 
With roots in various industries such as commercial print, 
publishing, marketing, consumer technology and promotional 
marketing, NAPCO Media specializes in the creation and 
cross-channel distribution of exceptional content.

Having built communities between our audiences and clients 
for decades, we have seen first-hand the difference it makes 
when a brand creates a cohesive, engaging and united 
customer experience across multiple channels. BRAND 
United’s mission is to educate brand owners and marketers on 
the omnichannel strategies and innovative technologies that 
can be implemented at each stage of the customer journey to 
create a united brand experience.

We offer case studies, research and practical tips from the 
experts that are comprised of data-driven insights from brands 
who have successfully implemented the technologies and 
strategies that are moving the industry forward. At BRAND 
United, we understand where brands and marketers need to 
go and the application of revolutionary technologies that will 
take them there.
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