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Watching the

Catwalk:
HOT
COLORS
FOR 2018

<<Name>>,
every year,
graphic artists, interior decorators,
and other designers watch the
catwalks of New York City, Paris,
and London. They aren’t watching
for cinches, sashes, or pant lengths.
They are watching for color.
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3.

It’s about contrast.
What we are seeing

Neutrals are still
in. Bright may be hot,

is the use of color to

but neutrals are, too.

create a rich textural

But these are not your

environment. Soft
neutrals are being
contrasted with bright,
bold colors so that
the neutrals don’t get
boring and the bolds
Striking blues and

designers may not end up in your closet,

animated fuchsias

For the daring, bold
oranges, pinks, and
yellows are used to

are being paired with

but they do become the color trends for

When we say
bright, we mean
bright. Look for a lot
of bold color this year.

don’t overwhelm.
The colors used by the top fashion

2.
make a statement.

stabilizing browns.

grandmother’s neutrals.

5.
Look across the
color wheel. While
different companies
have their own top

4.

multiple layers of color.

Think blues and
lavenders. Well,

Rich blacks, earthy

not really blue, but

creams, and grays that

rich blue-greens. Behr’s

look like the misty

Color of the Year is “In

morning of a Scotland

the Moment” (T18-15),

sky. Complex but

a complex bluish green

subtle tones are used

that simultaneously

to reflect a sense of

reminds one of the sea

comfort and serenity.

and garden sage. We

They are rich, with

furniture, interior and exterior paint, and

trends, if the color isn’t
“knock your socks off”
bold, they tend to be
blends of pure pigment
mixed with those on
the other side of the
color wheel. Gray with
a touch of green. Olive
with a touch of brown.

are also seeing the use

home décor. They also become the trends

of lavender.

for print marketing and advertising design.

In 2018,

So what does the fashion runway tell us
about what to expect in 2018?

is still in, but the colors are getting richer and the contrasts

While there isn’t a single source of

more sophisticated. Don’t be afraid to use eye-popping choices,

authority on color (each color authority

but offset them with softer tones to create a balance. But most

develops its own list), there are some

important, have fun. It’s going to be a yin-yang, wabi-sabi kind

commonalities. After surveying the lists

of design year.

from the likes of Pantone, Benjamin

Need help with your 2018 design projects?

Moore, and PopSugar, here are some of

(859) 331-6636 or at info@fusionwrx.com to see these tips put
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IN THE
MOMENT
T18-15

PRESENT US YOUR CHALLENGE

Contact the Flottman marketing team at FUSIONWRX today at

the trends we see.

1

be creative in your print design. Minimalism

www.FUSIONWRX.com

into action for you!
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This case study is shared by the U.S. Postal Service. The name of the client is not
disclosed, but the details and results of the campaign are. Let’s take a look...

And the Winner Is . . .
National Brand Tests Direct Mail Over Email
We all know how
difficult it is to get
companies to talk
about the results of
even the best direct
mail campaigns.
Often this is because
the results are so
good that they
don’t want to let
competitors in on
their secrets. So
when you find a
great case study, it’s
marketing gold.

leading brand offers a snack

The mailings included custom URLs

outperformed the email by 230%. In the

subscription service that delivers

added to both the direct mail pieces and

case of Offer B, direct mail outperformed

high-quality snacks made of

the emails to track response. The most

email by 170%.

A

wholesome ingredients to customers’

effective offer would then be used in

mailboxes. As with all subscription

Phase Two.

services, the challenge is keeping
customers engaged. The company
wanted to win back customers who had
let their subscriptions lapse and to test

channels to see which worked best.
In Phase One of the campaign, the
company developed two mailings,
each with a different offer. It ran these

by email.

GROUP 2 RECEIVED OFFER B

photos ©istock.com & pexels.com

Two free snacks in the first and
second snack box
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The results? The direct mail test

Especially with high-value products

campaign showed “significantly higher”

and those with high lifetime customer

response rates and renewals compared to

value, the investment can pay itself back

the email-only offer.

in spades.

60%

of the customers

Check out case studies on our other

who received offer A

successful direct mail campaigns on our

via direct mail resubscribed,

Behance page: behance.net/ed7d23. Take

compared to 26% who received

a look at our projects for the University

the same offer by email.

of Cincinnati and Penn Herb.

campaigns both by direct mail and

50% off the first and second
snack box
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but the results speak for themselves.

different offers and different marketing

GROUP 1 RECEIVED OFFER A
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Direct mail costs more than email,
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41%

of customers who

Feeling inspired to start your own direct

received offer B via

mail campaign? FUSIONWRX can help!

direct mail resubscribed compared

Add in a spoonful of social media or

to 24% who received the same offer

digital markering for a multi-channel

by email.

approach. Email us today at
info@fusionwrx.com to learn how you

Offer A (the 50% discount offer)

can get your customers engaged.

outperformed Offer B, the free snack
offer. In the case of offer A, direct mail
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We all know that personalization drives results,
but what do consumers really want? And
does personalization impact all
consumers equally?
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Among those aged 25–34, the percentage
saying personalization makes them “much
more likely” to open mail rises 36%.

According to InfoTrends, consumers respond strongly to personalized mail.
In fact, the research firm found that 84% of consumers said personalization
made them “much more likely” or “somewhat more likely” to open mail. Even
so, InfoTrends also found that marketers are not always taking advantage of
the opportunity. It found that these same consumers “rarely” or “infrequently”

Among consumers aged 18–24, 35–49,
and 50–65, the percentage saying
personalization makes them “much more
likely” to open mail is around 30%.

receive personalized mail.
This is truly a missed door of opportunity, especially among certain

Among consumers aged
66+, this drops to 13%.

demographic groups. According to InfoTrends, personalization has a much
greater impact on some consumers, particularly younger ones. For example,
when asked whether personalization makes them more likely to open mail,
here is how different groups answered:

Just over half of all consumers, regardless
of age, say personalization makes them
“slightly” more likely to open mail.

With such strong numbers, you might expect consumers to be inundated with
personalized mail, but InfoTrends found the opposite. In fact:
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that is highly personalized. Forty-one percent say they only receive personalized pieces “once
in awhile.” More than one-quarter (27%) say they receive personalized mail “rarely.”

Fortunately, missed opportunities by competitors mean open doors for you. If you are already personalizing your mailings, keep it up!
photos ©istock.com & pexels.com

The Truth Behind
PERSONALIZED
DIRECT MAIL

Only 24% of consumers say they are “frequently” or “very frequently” receiving direct mail

Invest in customer profiling. Build the depth of your database. Increase your level of precision. If you are not yet personalizing your
mail, jump in. Get started before your competition does! CALL US TODAY AT 859.331.6636 FOR A FREE MARKETING AUDIT!
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REDESIGNED FOR YOU!

Our new Flottman Company
website is now LIVE! Check it
out and let us know what you
think! We would love to hear
your feedback!

www.FlottmanCo.com
New Design • Updated Content • Advanced SEO Implementation • Easier Navigation
Leave your comments about the site on Flottman Company’s Facebook page.

