
PR INT

is a team
player

Numerous studies have

validated a simple truth:

Print is a synergistic “team

player” and a valuable part

of the marketing mix.

Newspaper inserts and

coupons influence store

traffic.1 Direct mail drives

people to websites.2 Print

catalogs increase online

sales3, newspaper print ads

garner attention4 and

magazine print ads result in

action5. 

For a proven way to drive

sales and deliver results,

choose print.

To get the facts about 

PRINT

visit ChoosePrint.org.

1 Information Resources, Inc., Q4 2013
MarketPulse Survey

2 UK Direct Marketing Association, From
Letterbox to Inbox 2013

3 Kurt Salmon, Is the Catalog Dead? Not in the
Omnichannel World, 2013

4 Goo Technologies, Consumer Impact and
Engagement Survey, January 2014, and
Neilsen, 2013 National Cross-Media
Engagement Study

5 The Association of Magazine Media,
2013/2014 MPA Magazine Media Factbook

To learn more, scan the code or visit
http://tiny.cc/TeamPlayer
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Want to 
learn more? 
Visit 
ChoosePrint.org!

Print is the 
Creative
Professional’s
Choice
Creative professionals value print because
it’s tangible, intimate, sensual, portable,
permanent and trustworthy.

Print is Effective
Direct mail catalog advertising provides a
whopping 7 to 1 return on investment.

Print is Influential
Print gets read – 80% of households either
read or scan advertising mail they receive.

Print is Sustainable
33% of paper comes from wood chips and
sawmill scraps; 33% from recycled paper.

Print is a Powerful
Marketing Tool
39% of customers tried a business for the
first time because of direct mail advertising.

Print is a 
Renewable
Resource
1.7 million trees are planted each day 
by the U.S. paper and forest products
industry. 

Print Drives 
Online Sales
7% of online search is driven by offline
messages; 39% ultimately make a purchase.

Print is Friendly
68% of adults feel more comfortable with
something on paper than on screen.>
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“To address climate change, we
must use more wood, not less.

Using wood sends signals to the
marketplace to grow more trees

and  produce more wood.”
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