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Executive Summary
In this white paper, learn about…
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Print x digital
Print’s role in the modern marketing mix
Brands are increasingly turning back to print in response to the
increasing costs of digital advertising, and ad fatigue amongst consumers.
But in a digital age, print must nonetheless be used in recognition of
cross-channel customer journeys. This section delves into the unique
value of print in a digital marketing ecosystem and gives examples of the
brands getting it right.
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A question of values
What’s the right formula for your print production?
Standout print can be an effective way to earn consumers’ attention in
a competitive environment – but get it wrong, and it has the potential
to alienate your customers. We delve into how production values and
formats differ for different kinds of business, to help brands find their
own winning formula.
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QR codes & augmented reality
When to use print-to-online technology
QR codes are proliferating. This has happened before, but this time,
they are being used in more sophisticated ways. We investigate what
constitutes best practice in the use of print-to-online tech, whether
you’re seeking to collect customer data, measure ROI, or drive
transactions from printed comms.
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How to run an effective print campaign
Start with customer insight; obsess over customer value
As with any marketing initiative, success in print marketing starts with
customer data, and depends on delivering excellent customer value.
We evaluate how different commercial models and price-points lend
themselves more naturally to different formats, and set out the primary
considerations for running a successful campaign.
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A letter from Alison Branch, MD
In 2016, a Guardian journalist
complained, ‘I’m being chased
around the internet by a shed.’
He continued…
‘I’m more than happy to be advertised to –
but products pursuing you from site to site
can feel like a nagging puppy tugging on
your trouser leg.’
The accumulative effect on consumers, of
being pestered to buy from all corners, has
been a ‘switch off’ mentality.
The natural answer from brands has been to
cultivate better direct customer relationships,
rather than relying on programmatic media.
Digital tools are critical for brands who want
to compete in this ecosystem. The areas of
digital where brand investment is most likely
to pay off – loyalty programs, influencer
marketing, and CRM – are optimal for such
an approach. These marketing disciplines
have been popular for some time; what’s
changed, recently, is a perfect storm of
regulatory and cultural changes that have
signaled the urgent need for treating one’s
customers with more care and attention.
Ben Fischman, CEO of M. Gemi, a directto-consumer brand (DTC) selling luxury
shoes, blamed changes to Apple’s iOS mobile

platform for impairing the precision of their
ad targeting. ‘We’ve had to cast a wider net
to find the right customer for our brand’, he
said in a recent interview on Vogue Business.
The ‘changes’, that Fischman is referring to
include Apple’s decision to force advertisers
to gain explicit consent from users of its
iOS mobile operating system in order to
advertise to them. That, and similar moves
by Google, which is working to phase out
tracking cookies by 2023, are effectively
reducing the pool of customers who can
be reached via ad targeting – leaving more
brands competing for each customer’s
attention, and driving up costs. Indeed,
the cost of pay-per-click advertising has
skyrocketed (see chart on the next page,
which shows the cost of Amazon clicks;
similar cost increases have occurred on all
major advertising channels).
The increase in the cost of clicks was
certainly accelerated by COVID-19, but
recognition of the limitations of digital
channels has been mounting for some time.
Contributing factors have included GDPR,
a PR crisis for social media companies, and
growing apprehension amongst the general
public about how our data is used and
shared. These evolving trends are giving
marketers everywhere pause for thought on
how they communicate with customers.
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One of the responses to these changes
has been a rise in branded print. In Park’s
past three years of business, we’ve seen a
steady increase in both the volume, and the
quality of print productions from consumer
brands. Some are from the usual suspects
such as fashion labels, but many are from
unexpected corners, such as B2B’s and
consumer packaged goods (CPG’s).
The unifying factor for brands that
successfully use print today is an obsession
with differentiated customer value. These
brands are modern, data-savvy businesses,
whose customers are typically buying into
the brand’s values, as opposed to simply its
core products and services. In many cases,
they are businesses which walk the walk with
regard to sustainability, rather than simply
talking the talk.
This is the ultimate retort to the supposed
‘death of print’ which gets bandied about in
the marketing press. Far from being a bygone
medium sent packing by digital channels, it is
being deployed with often surgical precision,
by some of the world’s most innovative and
tech-savvy brands.
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Park is not a marketing consultancy, but
we are always glad to share our unique
perspective on the industry, gained from 30
years’ experience collaborating with some
of the world’s best-recognised consumer
brands. We’ve packed this Playbook with
case studies and leading examples of branded
print productions, to help you decide
whether to invest in print, and find the
winning formula for your own brand.
We hope you find these insights useful,
and we look forward to working with you
on your next print production.

Alison Branch,
Managing Director,
Park Communications Ltd.

The text pages of Sahara’s Winter 2021
catalogue were printed on GalerieArt
Plus Matt 130gsm. A neutral seal was
applied to prevent marking and to
ensure the images reproduced in vibrant
colour and detail, whilst preserving the
matt effect which sets Sahara apart from
standard fashion glossies.
Read the full case study at Parkcom.co.uk
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Print x digital
Print’s role in the modern marketing mix
Desmond & Dempsey, a purveyor of
luxury pyjamas, sends a quarterly publication,
The Sunday Paper to its customers. Founder
Molly Goddard explains:
‘…it’s about building loyalty, rather than
turning a user into a customer… We have
an ambitious growth marketing strategy, which
comes through Instagram and Facebook, but
this is a very different point in the customer
journey.’
Part of this story is familiar; print is a longfavoured tactic of the fashion industry. As an
industry which attracts emotional engagement,
as opposed to purely transactional relationships,
consumers are often willing to engage with the
brand out of interest, or for entertainment. The
ubiquity of fashion advertising and editorials in
magazine publishing is testament to this.
The unfamiliar story, however, is the
sophisticated way in which Goddard describes
the deployment of print in the wider
marketing mix.
Brands today are increasingly likely to have
sufficiently strong command of their data to
know which customer segments prefer to
engage with different marketing formats,
and at which stages in the customer journey.

Emma Aitken, Head of Marketing at allplants,
a UK subscription food brand, speaks of ‘cherrypicking the people that we think are likely
to convert’; the likes of Chanel and Prada
are reported to target ‘top spending customers’
with books and other print formats.
Being able to reliably forecast outcomes in
this way effectively lowers the barrier to entry
for print: reducing the scale and price-point at
which print campaigns can be run with a
realistic expectation of strong ROI.

Crunching numbers
The relatively high cost-per-impression of a print
production – with photography, retouching,
design, print and mailing – used to make smaller
businesses nervous about investing in what
essentially is an engagement channel, with no
certainty of eliciting a transaction.
Now, however, a clear trend has emerged of
digital-first brands deploying print as part of a
scale-up strategy, as they grow from SMEs into
larger businesses. Often, these efforts are tightly
integrated with digital campaigning.

‘It’s about building loyalty, rather
than turning a user into a customer.’
Molly Goddard

Founder, Desmond & Dempsey
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Away, a US direct-to-consumer brand which
launched in 2015, ran a hybrid print/influencer
marketing campaign in order to launch
the brand.

By 2017, when the brand was turning over
$48m, it launched a quarterly magazine, Here.
The fourteenth issue went to press in October
2020. Today, Away is a $150m business.

‘…co-founders Steph Korey and Jen Rubio
decided to interview… a number of travel
photographers and writers, and collate
their stories into a book. Away then sold
the book along with a gift card that would
be redeemable for a suitcase a few months
later. The campaign turned out to be a huge
success; Away sold out of all 1,200
of its initial copies.’

Brands may also consider more affordable
pathways to press. The latest edition of Sphere,
which focuses on luxury lifestyles (and is printed
by Park) was produced in multiple different
versions, with branded covers and custom
editorial sections for luxury brands including
Hamptons (an estate agent), Smallbone (luxury
kitchens) and Aston Martin. The result is a highquality read which customers will consider the
brand’s own, but at lower effort and cost.

Here, published by Away, a luggage brand, has a
non-transactional focus. Each copy retails for $10.
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Let’s take this offline
Print’s suitability for non-transactional
engagement lends unique value to customers.
That’s partly because of peoples’ psychological
response to print. Countless pieces of research
have shown that print is more likely to be
remembered; a study reported in AdWeek
attributed this to a stronger emotional response
driven by the colours, shapes and textures of
printed products.
Then there’s the fact that, whereas digital
ads may only be processed for a fraction of a
second, high-quality print is much less likely to
get thrown away. A study reported on Harvard
Business Review found that 90% of consumers
continue to browse catalogues for seven days or
more. If the customer has paid for it, it may be
even longer; Away’s Here magazine retailed
for $10.
Digital channels can also be used in this way.
Missoma, a direct-to-consumer jewelry brand
which also prints catalogs with high production
values, operates a program called ‘the Stack’: a
way to… ‘reward their customers and increase
their lifetime value through enhancing their
brand community.’

Learn more

But the experience of loyalty programs
– with points and promotions – is still a
characteristically transactional one. allplants’
Emma Aitken says that with digital channels,
there is a risk of core messaging being lost
amidst a sequence of clicks. Printed comms can
provide ‘much more space to communicate that
brand message.’
The risks of excessive promotion plugging have
long been recognised by brand marketers;
recently, however, case studies have begun
to build showing the value of investing in
more meaningful customer relationships.
Ideas of Order – the free print magazine
published by California Closets, an American
furniture brand – has a distinctly nontransactional focus; the 2021 edition features an
interview with a ballerina and some property
investors, and very little product information.
Nonetheless, it has been very profitable; when
it first launched, it showed a short-term ROI of
$42 in sales for every dollar spent.
On evidence, therefore, the unique customer
value that print confers to customers translates
into additional commercial value for brands.

Read the full version of this article at Parkcom.co.uk
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A question of values

Find the right formula for your print production
Just as digital channels make it much more
simple to own a direct relationship with
customers, they also make it easy for your
competitors. In October 2020, The Economist
reported that Casper, an American mattress
brand, is one of over 175 companies now selling
mattresses direct to consumers.

Lindsey Kaplan, Casper’s communications VP,
explains that Casper’s title, Woolly, is…

In such a competitive environment, the
objective on every channel is to differentiate
your brand with marcomms which other brands
will struggle to replicate. It’s in this context that
a brand magazine comes into its own: a format
which entertains and engages customers around
common values and interests, offering additional
value above a core proposition.

The question is: can it work for your brand?

‘not about building a revenue stream…
It’s really about owning the conversation
around wellness and health.’

Loaf ’s brochures extend the customer relationship with
engagement-based content. This campaign encouraged
customers to post their doodles on social media.
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Sandwich magazine was published by
Sir Kensington’s, a CPG brand, to extend
customer engagement beyond their core
product line. Sandwich was printed in
London by Park and also distributed to
the USA.
Read the full case study at Parkcom.co.uk
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Daring to be different
In Park’s experience, an investment in branded
print is more likely to repay for businesses which
occupy a particular cultural niche or area of
interest, and whose customers are prepared to
pay extra for a brand whose ethics or values
they identify with.
Rapha – a cycling brand which printed Mondial
magazine – puzzled one journalist, who posed
the question, ‘Why do so many cyclists love
to hate Rapha?’ Founder Simon Mottram
explained, he ‘didn’t want to be something
to everyone’.
Some B2B brands have also jumped on the
indie publishing bandwagon. One of Park’s
more surprising productions is Sandwich (see
previous page). The magazine itself is not unlike
many indie publications, but the publisher,
Sir Kensington’s, is a CPG brand now owned by
Unilever. The company manufactures upmarket
table sauces, and their fourth magazine issue
has just followed up with a special piece on
sustainable food production.
You can’t picture Heinz launching a magazine,
so why Sir Kensington’s?

Back in 2015, Sir Kensington’s co-founder Scott
Norton said they were focused not so much
on making products, but on ‘making a larger
impact on the food world and the food system’.
A significant proportion of Sir Kensington’s trade
is with restaurants and chefs – an audience
which takes a professional and, likely also, a
personal interest in their choice of suppliers.
Sir Kensington’s sauces retail at a premium
over competing brands; their investment in a
closer relationship with their audience through
print helps to underline why the customer’s
investment is worthwhile.

Function before form
For some brands, customers may not necessarily
appreciate an in-depth read. Loaf, a direct-toconsumer furniture brand, strikes a balance
with catalogues with entertaining features.
Charlie Marshall, who founded Loaf, said:
‘...there’s no point bombarding people
with emails proclaiming discounts... We make
sure we’re giving them something that’s
actually interesting.’

‘What had been a dearth of communication
[has] become an abundance of communication
around sustainability...’
Randi Kronthal-Sacco
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This is logical in an industry such as interior
design or fashion in which many consumers take
more than a functional interest in the product.
In cases such as these, the objective is to extend
and enrich the buying experience through the
printed asset.
This can work equally well in direct mail;
HelloFresh, a subscription food business,
is touted as a leader in this kind of marketing
(see page 14). Their direct mail typically includes
interesting or unusual folds or paper sizes, which
add interest the reader journey (likely at very
low incremental cost). Materials vary, but they
are typically a trendy uncoated stock, or wipeclean silk texture, that marks out HelloFresh a
step above everyday direct mailing.

Communicating your
sustainable values
Whichever format you choose, your print
production is an opportunity to communicate
your sustainable values to your customers.
The importance of this was highlighted in
a September 2021 report, released by the
NYU Stern Center for Sustainable Business,
which showed that CPG goods marketed as
sustainable outperformed those which weren’t.
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To quote professor and report author Randi
Kronthal-Sacco…
‘…what had been a dearth of communication
[has] become an abundance of communication
around sustainability… I expect that to
explode in the coming year.’
Point being, it’s not enough to be a
sustainable business. Consumers expect you to
keep them informed.
Conveying your sustainable values in print can
be simple. Uncoated recycled materials are less
white and contain flecks of waste material; such
stocks are in-vogue with indie publications, and
they are likely to be noticed by your reader.
Or, with Park’s carbon offsets provider
ClimatePartner, you can add a QR code to
your production to tell your readers how their
carbon offsets were used.
Even more simply: why not tell your customer
what makes the production sustainable?
Wild Alchemy Journal, a magazine printed by Park,
features a whole-page imprint explaining the
printing processes and the materials used.

Creed, published by House of Creed,
a French perfume brand, was printed
on UPM fine offset paper: an uncoated
material with high brightness, which
provides the perfect backdrop for the
bright colour photography throughout.
Read the full case study at Parkcom.co.uk
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QR codes & augmented reality
How and when to use print-to-online technology
In 2012, two journalists set up a blog entitled,
‘WTF QR Codes’, panning the ill-thought-out
places QR codes had begun to appear.
‘Most people have no idea what QR codes
are, and yet… advertisers are putting
them everywhere.’
From 2012 blog
Today, they are even more prevalent, but
in most cases being used with rather more
marketing nous. They are typically deployed
for one or more of the following reasons.

1. Gaining a direct relationship with
the customer
Cocokind, a beauty brand, prints QR codes on
their packaging, which prompts the user to
scan and learn more about the sustainability of
the product. Upon scanning, the customer is
immediately invited to join the loyalty program
(‘Club Kind’) in the top banner, followed by a
full-screen promotional popup.

HelloFresh is known for the quality,
creativity and sustainability of direct mail.
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The sustainability information is, in fact, a few
scrolls down the screen, and some customers
may be miffed not to find it more easily.
Cocokind sells direct-to-consumer, but about
half of its sales are through mainstream retailers
– which share little useful data with brands.
The QR code pulls the customer into an
environment where their data can be captured,
allowing the brand to build a direct relationship
and hopefully elicit direct sales.

2. Enhancing the value to the
customer of printed comms
David’s Bridal, an American designer and retailer
of women’s occasionwear, has begun using
augmented reality to enhance its customers’
offline shopping experiences.
The AR experience appears to place the dress
in the user’s home environment, so that they
can view it from all angles and get close-toreal-life view of the product. Decisions to buy
fashion items often take place over weeks
or months. This makes print a preferred

The QR codes on Cocokind’s packaging pull
the customer into an environment where
they are promoted to share their data, and
commence a direct relationship with the brand.

medium in the industry, allowing the customers
to continue shopping at home. This extracts
more value for the brand from the publication,
the production of which incurs a significant
direct cost; Wink, the David’s Bridal catalog,
is free to customers both in-store and online.
It also enhances the value for the customer, by
‘providing the context and detail necessary to
narrow down options and arrive at purchase
decisions.’ Even if a decision to purchase is not
made, the customer is likely to value the extra
information provided by the AR.

This technology also has the potential to
make print productions relevant over longer
periods. Products featured in a brand magazine
eventually go out of stock, but the reader may
still scan the QR code if they come back to
the publication. The publisher can change the
destination that the QR code leads to, i.e., to
a page explaining that the product is sold out,
and then linking to other content which the user
may find interesting.

‘We started placing [QR codes] around
the magazine but in a very integrated
way, because you don’t want to suddenly
become a catalogue...’
Julia Raphaely

CEO, Associated Media
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3. Eliciting transactions
or direct responses
David’s Bridal’s QR codes are reported (by
their technology provider) to have produced
a ‘100% lift in conversions to make in-store
appointments,’ and a 30% lift in revenue
per visit.
Customers find it convenient that the scan
accelerates their pathway to purchase by
providing more in-depth information about the
product. If the customer is signed into an app
when they scan (which they don’t need to be
for David’s Bridal’s QR codes), the app can also
launch content tailored to a customer’s size,
preferences or interests.

‘We started placing [QR codes] around
the magazine but in a very integrated way,
because you don’t want to suddenly become
a catalogue...
QR codes – and digital tools in general – have
the potential to add significant value to brands’
print marketing and their interaction with
customers offline. But in light of customers’
growing fatigue with digital channels, care must
be taken to get the balance right.

There is a question, of course, as to whether a
customer wants a transactional experience from
every print production. Julia Raphaely, CEO of
Associated Media – which prints Cosmopolitan
and Marie Claire - noted the importance of a
balance between engagement and product
advertising.

Learn more

Read the full version of this article at Parkcom.co.uk
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Wild Alchemy Journal is a ‘multi-sensory
journal’, with perfumed pages, and QR codes
which launch complementary video content.
Read the full case study at Parkcom.co.uk
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How to choose print-to-online tech
Answer these questions to help you find the right solution
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1

What’s your campaign objective?
Some providers charge per scan; others, per item of data captured;
others, a % fee on transactions. Try to forecast how people will
engage with your campaign and budget accordingly.

2

How long will the campaign stay live?
Many providers also charge a monthly fee for subscriptions.
Direct mail will likely be thrown away within 30 days – but a permanent
QR code could cost thousands of pounds a year to maintain.

3

Do you operate an app?
If so, try to choose a tech provider who offers a free software
development kit (SDK). Otherwise, integration could be difficult
and expensive.

4

Do you want to capture personalised customer insight?
You can’t identify users from a simple phone scan. To do this, you will
either need to elicit a transaction or capture data, use an app (since the
users of apps are generally logged in), or print personalised QR codes
so that every customer scans a different code. That, of course, depends
on your print reaching a known customer, and on printing digitally, since
personalised print cannot be done lithographically.

5

Do you need to integrate with your CRM?
This is highly recommended to avoid ending up with a new
data silo. Some providers offer free out-of-the-box integrations;
others charge you for the privilege.

6

Do you have a design & development budget?
Some brands may wish to create elaborate augmented reality
experiences or custom campaign landing pages. Providers can generally
outsource this, at a cost, but some offer it as part of the package.

7

Do you dislike QR codes?
QR codes are well-recognised by users – but some people think
they’re ugly. Some app-based solutions have supplanted the need
for a QR code with image recognition technology.

For this research, Park benchmarked the following providers...

Thyngs – a QR-code-based solution whose subscription fees include landing
page templates which you can include in your website or app, mitigating the
need for developers to create new screens for your campaign.

Strax – an American provider which depends on image recognition,
rather than QR codes, to launch AR experiences, so that any page can be
made scannable. End-users must download the Strax app to engage with
brand campaigns.

Rezolve – which also alleviates the need for a QR code and is also appbased. Rezolve offers its software development kit (SDK) for free so that
brands can integrate it easily into their existing apps.

UnifiedAR – an app-free solution with low monthly costs and a very low
barrier to entry for brands looking to invest in augmented reality.
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How to run an effective print campaign
Start with customer insight; obsess over customer value
There is no obvious formula for success in
print marketing – but having seen hundreds of
publications pass through Park’s doors over the
years, it’s clear that there are certain factors
common to a successful venture into print.

• Do they like your brand, love your
brand, or simply find you convenient?
The greater the customer’s emotional
investment, the more likely they are to
wish to engage deeply with your brand
in print.

1. Start with your customer
A run of only a few hundred copies could prove
profitable - if it’s sent to the right people. As with
all marketing decisions, this depends on starting
with detailed customer insight.
The easiest way to collect this insight at scale is
to collect it digitally. Why not run a social media
campaign to tell people you’re about to launch
a print production, and collect signups on your
website using a data capture form? You can do
this practically for free. Loaf’s catalogues are sent
to people who opt in via the website – avoiding
the expense of giving them out to everyone, and
helping to target the investment where it adds
greatest customer value.
For smaller businesses just starting out in print,
it may be even easier simply to call 20 of your
best customers and ask questions such as:
• Would they appreciate a printed
catalogue, or are they happy
browsing online?
• If they read your online blog, how often?
If you have many loyal readers, a brand
mag would seem more likely to succeed.
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From that initial exercise, you should easily be
able to compare those respondents’ profiles to
the rest of your database, see how many of your
data have matching characteristics, and weigh up
the opportunity.

2. Get the format right
It’s important to stand out from the crowd – but
that doesn’t necessarily mean that a 130-page
quarterly magazine is right for your brand.
Certain factors will point you towards one kind
of production or another. You should consider…
• the emotional pull of your brand.
If your product or service reflects a
lifestyle choice or cultural trends, that may
justify a more in-depth publication. It may
even earn you a profit. Courier, which is
backed by MailChimp, a martech company,
courts independently-minded small
business owners; subscriptions cost
£36 a year.
• your price-point. Are you a luxury
brand, or is your offering highly
commoditized? Most customers don’t
want a deeper relationship with every
item in their fridge – but they may
appreciate lighter-weight comms about
offers or special campaigns.

• your margins and customer lifetime
value (LTV). High-margin items might
justify a higher CPA (cost per action).
A single edition of Patek Phillipe, published
by the luxury watch brand, is said to have
resulted in over a million pounds in sales.
• your customer frequency. For midpriced brands whose better customers
place 2-4 orders per year, seasonal
catalogues remain a staple CRM tactic.

3. Adopt the right reporting
framework for your campaign
The crude measures that work for direct mail
campaigns – such as uplifts in sales, in the days
and weeks following a mailout – only really work
effectively at scale, and for understanding overall
campaign ROI. They don’t tell you exactly which
sales were driven by the campaign, or yield any
personalised customer insight. For brands in
search of more sophisticated reporting, it won’t
be enough.
Voucher codes remain the simplest way to
measuring ROI from your printed comms, but
for brands wishing for a digital solution, QR
codes (as described above) are an effective
and low-cost solution, within the reach of most
small businesses.

4. Do it sustainably
A production that is sustainably managed – and
which communicates this loud and clear – is
a highly effective way to put the proof in the
pudding with regard to your eco-credentials.
Misconceptions abound. Firstly, recycled paper
isn’t necessarily required. ‘Standard’ virgin-fibre
stocks are all FSC certified these days and are
therefore considered sustainable.
When it comes to recycled materials, many
believe they will be poor quality. In fact, some
of the most creative premium stocks now on
the market contain recycled content. They do,
however, come at a premium; a 100% recycled
paper will add 35% or more to your
material costs.
For budget-conscious brands, there are
alternative options. If you choose a sustainable
printer, the cost of going carbon-neutral is
unlikely to exceed 2% of your total production
cost, and choosing a printer which observes
sustainable practices – as Park does, working to
the EMAS standard, running only on renewable
energy, and recycling 99% of its printing waste –
comes at no incremental cost.
Businesses should get clued up on the
possibilities of sustainable print, and quiz their
printer to find an eco-friendly production which
meets both their budget, and their sustainability
goals. This should also be clearly communicated
to the customer – adding value for the customer,
and building additional value into the brand.

Learn more

Read the full version of this article at Parkcom.co.uk
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Sustainable printing tips: download
the free guide
As a multi-award-winning sustainable printer,
Park consults with businesses worldwide on how
to produce the perfect sustainable production
for their business.
As part of that mission, we’re always adding
new, free resources to our website to help
people learn about the creative possibilities of
sustainable print.

Download the guide at Parkcom.co.uk
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VISIT US IN LONDON
Just a stone’s throw from Canary Wharf,
Park’s main London facility is easy to reach
on the Docklands Light Railway or by car,
making us the printer of most convenience
for London-based businesses.
Call us to arrange a visit, see our premises
first-hand and discover the full range of
possibilities for your next print production.

Park Communications
Alpine Way
London
E6 6LA
Tel:

020 7055 6500

Email: info@parkcom.co.uk

