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How flexible is your 
print-on-demand system?
An online order system makes it easy to select and personalize 

brochures, mail campaigns and other marketing materials.  

But is your system as flexible as it should be?

• �Sourcing freedom. A system that can accommodate multiple 

vendors gives you the ability to optimize performance and 

cost. A closed system may be free, but it’s no bargain.

• �Ability to customize. A custom feature requested by the field 

or by management could make you more efficient, but only  

if the site provider will work with you. Look for a provider 

who supports your business goals.

• �Onboarding process. Programmatic help with transitioning 

from your existing order process assures field acceptance  

and long-term success.

Print-on-demand is flexible technology to sharpen marketing 

results. The technology behind your POD order system should  

be flexible so you make the most of print on demand. 
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 Turn Cold into Gold Who’s Afraid of Social Media?Your Online Ordering System

Direct marketing gets a bigger  
slice of the budget pie
Even as companies begin to see small signs of  

economic recovery, marketers are putting a  

larger share of their total budgets into direct  

marketing channels. Direct marketing spending  

made up 54 percent of total ad expenditures in 2009,  

according to a new Direct Marketing Association (DMA) report, 

and total direct marketing spending is expected to increase  

2.7 percent in 2010. The likely driver of this ongoing budget shift 

is the return on investment that direct marketing offers: In 2010, 

each $1 spent on direct marketing is expected to return on  

average $11.73, up from $11.65 in 2009.

PURLs shine at boosting  
response rates
The personalized URL (PURL) is proving to  

be a gem for direct marketers. A recent study  

of 670 cross-media campaigns using direct mail  

and PURLs found that more than 5 percent of  

recipients visited their PURL and nearly 3.3 percent  

submitted the information requested. Those rates outshine the 

overall direct mail average response rate of 2.65 percent (including 

both static and personalized campaigns), according to the 2009 

DMA Response Rate Report. And when it comes to PURLs, 

more is better: Industries in which companies had conducted  

10 or more PURL campaigns had even higher averages —  

a 6.5 percent visit rate and 4.6 percent response rate.

B2B gets friendly with social
When it comes to consumer marketing, social  

media isn’t just for kids. Serious business  

marketers should also take advantage of social  

networking to build relationships that lead to  

sales. In a new study conducted by KnowledgeStorm,  

69 percent of B2B buyers said they use social networks  

“primarily for business networking and development.” B2B 

marketers have already taken note: The Annual Advertising 

and Marketing Study 2010: Total US and B2B Advertising 

published by research company Outsell, Inc. predicts that  

B2B marketing budgets for social media will increase more  

than 43 percent this year over 2009.
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