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1  Print has changed the world. From the printing of the Gutenberg Bible in 

the 15th century to the Federalist and the Anti-Federalist papers in the 

18th century, print has impacted our society in profound ways. It is part 

of our history. 

2  Print adds beauty. From the reproductions of the world’s greatest paintings 

to the coolest T-shirts, print adds beauty and humor to our daily lives. 

3  Print adds depth to understanding. Studies show that people absorb and 

retain information more deeply in print than they do in digital media. 

4  Print is fun to read. Even with our society’s addiction to mobile phones, 

sales of printed books are on the rise. Who wants to read Gone with the 

Wind on a tablet? 

5  Print is fun to hold. With so many textures, finishes, and embellishments, 

print is just fun to have in your hands. Whether you are enjoying the 

earthy texture of a substrate, a smooth glossy finish, or an embossed or 

debossed effect, printed materials are fun to hold. 

6  Print brings creativity to life. There is something about a tangible product 

that breathes life into ideas. With print, creativity springs eternal. 

7  Print preserves moments. With so much digital clutter, the tangible presence 

of books, marketing collateral, and even business cards, print preserves a 

moment, an interaction, a relationship in ways that digital can’t.  

8  Print is magic. Have you ever seen the inner working of a press? A digital 

file becomes a printing plate, then millions of tiny dots spring to life 

on the page as brilliant, high-resolution images. This tiny miracle is 

replicated in every print project that you order.   

9  Print is fun—and so are we. When you use print, you get to work with us 

at Flottman Company and FUSIONWRX! We’re a great, fun bunch of 

people who know our stuff and want to help you get the most out of 

your marketing projects. 

R ecently, a question was posed to a group of 

printing and marketing professionals: “Why 

do you love print?” It is an intriguing question. 

What draws people to the world of paper and ink? 

What makes them fall in love with this medium 

when there are so many others available? 
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WHY DO YOU LOVE PRINT? 

Here are some of the answers given by the group. 

If asked the same question, what would you say?

Why do you love print? Share  your thoughts on  our Facebook page!@FlottmanCompany



WHAT HAPPENS WHEN YOU 

OPTIMIZE AND TEST YOUR 

PRINT AND MAIL MARKETING?  

You watch your  results  soar. 

Just  ask  Wil low Creek ,  a 

nonprof i t  organizat ion dedicated 

to helping Chr ist ian leaders 

improve thei r  leadership sk i l l s . 

They went  f rom a 68% drop in 

year-over-year  reg istrat ions  for 

thei r  annual  conference to a 

933% increase in  reg istrat ions .

IDENTIFY YOUR  
VALUE PROPOSITION. 
Willow Creek took a hard look 

at its value proposition, and how 

it differed from the competition 

at three levels: the prospect level 

(who they were sending to), the 

product level (how the product was 

positioned) and the process level 

(how simple or easy it was to register 

for and attend the conference).

 

Through testing, Willow Creek gained critical 
lessons that allowed it to make key changes to its 
print and digital marketing materials that drastically 
improved its results. It also learned that testing and 

optimization doesn’t have to be difficult. It just has 
to be consistent to reap big results. Not sure where 
to start? Contact FUSIONWRX today for assistance. 
Present us your challenge! www.FUSIONWRX.com

How did Willow Creek do it? Let’s look at the step-
by-step process Willow Creek used and that you 
can apply to your marketing, too. 

1
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2 TESTING THE EFFECTIVENESS  
OF DIFFERENT APPROACHES. 

Once Willow Creek identified the 

weakness in its presentation, it set 

out to test different approaches 

to see what worked best. 

• It tested its presentation (messaging, 

listing of scheduled speakers, 

benefits to the leaders attending).

• It tested its placement of 

information (in the headline, in the 

body text, near the CTA). 

• It tested its wording. For example, 

instead of asking someone to donate 

to Willow Creek, the team tested 

and ultimately changed the wording 

to “make an impact,” focusing on the 

nonprofit’s mission instead.

• It tested details such as the length  

of headlines—for example, 

discovering that shorter headlines 

got better results. 

IDENTIFY HOW EFFECTIVELY 
YOU ARE COMMUNICATING 
THAT VALUE PROPOSITION.
During the testing, Willow Creek 

asked: How is the value proposition 

being communicated in our marketing 

materials? Is it clear? Is it front and 

center so that people can identify 

it easily? To their surprise, the 

team discovered that the answer 

to these questions was often “no” 

or “not as well as it could be.” 

Optimize + Test = Profit

H O W  A R E  Y O U  T E S T I N G  &  O P T I M I Z I N G W I T H I N  Y O U R  O R G A N I Z A T I O N ?
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The ad was designed by Saatchi & Saatchi 

for the 2018 Toyota Camry. By tapping into 

the unique capabilities of print, the ad did 

something that digital advertising cannot 

do—it teased all of the reader’s senses. 

The ad, which was tipped into InStyle 

magazine, folds into the center. The 

headline reads, “Indulge your senses 

in the 2018 Camry.” On the interior 

where the pages come together, 

there are metal handles that look 

like the door handles on a car. Each 

handle has a circle containing a pulse 

monitor. Readers are invited to grab 

the handles, place their thumbs on 

the sensors, and open the page. 

When the reader opens the ad, the 

sensor monitors their pulse. A dashboard 

pops up and the reader is greeted with 

a new car smell. As they view the ad, 

the sensors display their pulse on a 

screen while the monitor chirps to the 

beat. Not only can the reader feel their 

excitement, but they can see it, too!

Before mailing, the ad went through 

a battery of tests to make sure it would 

withstand the rigors of manufacturing 

and mailing. Ultimately, the interactive 

piece was given outstanding marks. It 

was hand assembled and placed into 

50,000 copies of InStyle magazine 

and sent to targeted subscribers. 

While most advertisers won’t go to this 

extent, the ad shows that national brands 

still understand the unique role print plays 

in engaging customers. Think about all 

of the components of this campaign: 

 O Door handles

 O Pulse monitor with sound

 O Pop-up dashboard

 O Lights

 O New car smell

These are not experiences that readers 

can have anywhere but in print. Not 

only does the ad reinforce how print 

plays a role that cannot be duplicated in 

digital media, but it also shows just how 

innovative and captivating print can be. 

Want your next marketing 

campaign to stand out? Call 

FUSIONWRX today! 859.331.6636

Far from being an outdated method of advertising, print continues to push the envelope and offer new and 
cutting-edge opportunities for marketing. Want proof? Just look at a recent advertisement from Toyota. 

Toyota Teases  
the 5 Senses... 
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MORE CHANGES TO BETTER SERVE YOU!
Our parent, Flottman Company, 
is continuing to upgrade their 
equipment and capabilities. 
They purchased a new folder, 
the Stahlfolder TH-82, and 
also upgraded their prepress 
equipment. Let us put these 
upgrades to work for you! 

Count on FUSIONWRX and 

Flottman Company to print or 

fold your next project! 
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