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Abstract 
This study provides a view of the Western European TransPromo 
market that has never previously been amassed at this level. This study 
includes quantitative research on five major economies, namely France, 
Germany, Italy, Sweden, and the United Kingdom.  

The study identifies the current state of and future prospects for 
transaction documents, transpromotional documents, acquisition direct 
mail, and retention direct mail from the perspective of consumers, 
marketers, document owners, and document producers (print service 
providers, service bureaus, etc.). It evaluates a transition that is 
underway in the corporate world relative to transactional documents and 
provides document technology vendors and service providers with 
critical information to guide the development of product/service 
portfolios and strategic business planning initiatives. 

Data for this study was collected through a blend of primary and 
secondary research. The primary focus was discussions with marketing 
executives, document owners, and print buyers to determine current and 
future plans for direct mail and transactional documents, as well as their 
perspective on the transpromotional opportunity. These discussions are 
supplemented by a series of structured interviews with more than 2,000 
consumers over 18 years of age. Respondents provided a range of 
information that would ultimately provide us with an accurate picture of 
consumer habits and preferences regarding their interaction with 
transaction documents.  

 
 

 

 
 

 

For More Information
If you would like to order extra copies of this report, receive permission to use any part of the 
report, or be informed of upcoming market updates, reports, and related projects, please e-mail 
us at info@infotrends.com. 



Trans Meets Promo: A European Perspective November 2009 

www.infotrends.com - 2 - © 2009 InfoTrends, Inc. 

Table of Contents 
Executive Summary.................................................................................................................... 7 

TransPromo Defined .............................................................................................................................. 7 
Key Findings: Western European TransPromo Forecast....................................................................... 8 
Key Findings: Consumer Research........................................................................................................ 8 

Preferred Means of Receiving Documents ...................................................................................... 8 
Transaction Document Distribution and Access .............................................................................. 9 
Time Spent Reviewing Transactional Documents ........................................................................... 9 
Future Plans for Online Statements................................................................................................. 9 
Bill Payment Methods and Preferences........................................................................................... 9 
Contacting the Statement Provider .................................................................................................. 9 
Printing and Archiving Transactional Documents ............................................................................ 9 
Preferred Methods of Contact........................................................................................................ 10 
Does Mail Drive Web Site Visits? .................................................................................................. 10 
Promotional Inserts/Offers: Frequency and Effectiveness............................................................. 10 
TransPromo in Europe................................................................................................................... 10 
Propensity for Opening Mail........................................................................................................... 10 
Mobile Metrics ................................................................................................................................ 10 

Key Findings: Document Owner Research .......................................................................................... 11 
Transaction Document Trends....................................................................................................... 11 
Transaction Spending with External Providers .............................................................................. 11 
Use of Color in Transaction Documents ........................................................................................ 11 
Promotional Inserts ........................................................................................................................ 11 
Electronic Presentment of Transaction Documents....................................................................... 11 
Use of Multiple Channels ............................................................................................................... 11 
Direct Marketing Expenditures....................................................................................................... 12 
Direct Marketing Spending with External Providers....................................................................... 12 
Marketing Campaign Tools Used................................................................................................... 12 
Use and Adoption Rates of TransPromo Communications ........................................................... 12 

Key Findings: Print Service Provider Interviews................................................................................... 12 
Corporate Positioning..................................................................................................................... 12 
Perceptions about TransPromo ..................................................................................................... 12 
TransPromo Penetration................................................................................................................ 13 
Implementing TransPromo............................................................................................................. 13 
Barriers to TransPromo Implementation ........................................................................................ 13 
Selling TransPromo........................................................................................................................ 13 
Selling White Space....................................................................................................................... 13 
Inserts and Offset Shells ................................................................................................................ 13 
e-Presentment................................................................................................................................ 13 

Recommendations.................................................................................................................... 14 
For Document Owners and Marketers ................................................................................................. 14 
For Print Service Providers................................................................................................................... 15 
For Vendors .......................................................................................................................................... 16 

Project Objectives..................................................................................................................... 17 
Methodology.............................................................................................................................. 18 

Consumers/End-Users ......................................................................................................................... 18 
Document Owners, Marketing Executives, and Agency Executives.................................................... 18 
Print/Mail Service Providers ................................................................................................................. 18 
Desk Research ..................................................................................................................................... 19 

Introduction ............................................................................................................................... 20 
Privacy in Europe...................................................................................................................... 21 



Trans Meets Promo: A European Perspective November 2009 

www.infotrends.com - 3 - © 2009 InfoTrends, Inc. 

Western European TransPromo Forecast .............................................................................. 21 
The Consumer Perspective...................................................................................................... 23 

Demographics....................................................................................................................................... 23 
Preferred Means of Receiving Documents........................................................................................... 26 
Current State of Transaction Document Distribution and Access ........................................................ 32 
Time Spent Reviewing Transactional Documents................................................................................ 36 
Future Plans for Online Statements ..................................................................................................... 37 
Bill Payment Methods and Preferences ............................................................................................... 41 
Contacting the Statement Provider....................................................................................................... 42 
Printing and Archiving Transactional Documents................................................................................. 46 
Preferred Methods of Contact for Marketing, Promotional and Other Purposes ................................. 49 
Does Mail Drive Web Site Visits? ......................................................................................................... 52 
The State of Promotional Inserts and Offers in Europe: Frequency and Effectiveness....................... 55 
TransPromo in Europe ......................................................................................................................... 66 
Propensity for Opening Mail ................................................................................................................. 68 
Mobile Metrics....................................................................................................................................... 70 

Direct Marketers and Transaction Document Owners .......................................................... 73 
Demographics....................................................................................................................................... 74 

Industries, Company Size and Departments Represented............................................................ 75 
Titles and Functions ....................................................................................................................... 77 
Familiarity with the Term “Transpromotional” ................................................................................ 80 

Transaction Document Trends ............................................................................................................. 82 
Transactional Document Spend..................................................................................................... 85 
Call Center Activity......................................................................................................................... 88 
Transaction Spending with External Providers .............................................................................. 92 
Use of Color in Transaction Documents ........................................................................................ 94 
Envelope Printing for Transaction Documents .............................................................................. 98 
Promotional Inserts ...................................................................................................................... 100 

Electronic Presentment of Transaction Documents ........................................................................... 103 
Direct Marketing Trends ..................................................................................................................... 112 

Use of Multiple Channels ............................................................................................................. 113 
Direct Marketing Expenditures..................................................................................................... 115 
Direct Marketing Expenditures by Channel.................................................................................. 118 
Direct Marketing Spending with External Providers..................................................................... 121 
Personalization and Digital Color in Direct Mail ........................................................................... 123 
Marketing Campaign Tools Used................................................................................................. 127 
Tracking Effectiveness of Offers .................................................................................................. 131 

Use and Adoption Rates of TransPromo Communications................................................................ 132 
Third Party Advertising................................................................................................................. 138 
TransPromo Spend...................................................................................................................... 141 
TransPromo Benefits ................................................................................................................... 142 

The Print Service Provider Perspective................................................................................ 145 
Corporate Positioning................................................................................................................... 145 
Perceptions about TransPromo ................................................................................................... 145 
TransPromo Penetration.............................................................................................................. 146 
Implementing TransPromo........................................................................................................... 146 
Barriers to TransPromo Implementation ...................................................................................... 146 
Selling TransPromo...................................................................................................................... 147 
Selling White Space..................................................................................................................... 148 
Inserts and Offset Shells .............................................................................................................. 148 
e-Presentment.............................................................................................................................. 149 
A Critical Focus for the Future ..................................................................................................... 149 

The Bottom Line...................................................................................................................... 150 



Trans Meets Promo: A European Perspective November 2009 

www.infotrends.com - 4 - © 2009 InfoTrends, Inc. 

List of Figures 
Figure 1: Western European TransPromo Forecast: 2008-2013 ......................................................... 22 
Figure 2: Gender and Country of Residence........................................................................................ 23 
Figure 3: Mean Age by Country............................................................................................................ 24 
Figure 4: Age Ranges by Country ........................................................................................................ 25 
Figure 5: Mean Total Annual Household Income After Taxes ............................................................. 25 
Figure 6: Preferred Way to Receive Documents (All Countries).......................................................... 26 
Figure 7: Preferred Way to Receive Documents (France) ................................................................... 27 
Figure 8: Preferred Way to Receive Documents (Germany) ............................................................... 28 
Figure 9: Preferred Way to Receive Documents (Italy)........................................................................ 29 
Figure 10: Preferred Way to Receive Documents (Sweden) ............................................................... 30 
Figure 11: Preferred Way to Receive Documents (U.K.) ..................................................................... 31 
Figure 12: Number of Transaction Documents Received per Month in the Mail/via the Internet ........ 33 
Figure 13: Where Transaction Documents Received Via the Internet are Accessed .......................... 34 
Figure 14: Location on the Internet Where Documents are Viewed (North America).......................... 35 
Figure 15: Average Amount of Time Spent Reviewing Transactional Documents .............................. 36 
Figure 16: Plan to Increase/Decrease Number of Transactional Documents Received Online .......... 38 
Figure 17: Reason to Decrease Number of Transaction Documents Received Online....................... 39 
Figure 18: Reason to Increase Number of Transaction Documents Received Online ........................ 40 
Figure 19: Most Frequent Bill Payment Method................................................................................... 41 
Figure 20: Medium in Which the Document in Question Was Received.............................................. 42 
Figure 21: Primary Reason for Contacting Provider............................................................................. 43 
Figure 22: Method Used to Contact Provider ....................................................................................... 44 
Figure 23: Opinion Regarding Bills and Statements Received. ........................................................... 45 
Figure 24: Frequency of Printing Transaction Documents Received Online ....................................... 46 
Figure 25: Reasons for Printing Online Bills and Statements .............................................................. 47 
Figure 26: How Invoices and Other Documents are Archived ............................................................. 48 
Figure 27: Preferred Method of Contact for Marketing and Promotional Purposes ............................. 49 
Figure 28: Preferred Method of Contact by Vendor for Marketing and Promotional Purposes............ 50 
Figure 29: Preferred Method of Contact for Information Relating to Changes to Account................... 51 
Figure 30: Mail Received that Specifically Directs to a Company Web Site ........................................ 52 
Figure 31: Print is a Multi-Channel Enabler.......................................................................................... 53 
Figure 32: Cause for Visiting Company's Web Site ............................................................................. 54 
Figure 33: Received a Promotional Insert in Bill or Statement............................................................. 56 
Figure 34: Respondents who have Made a Purchase as Result of Receiving a Promotional Insert... 57 
Figure 35: Cause for Opening/Reading Promotional Inserts Included in Mail ..................................... 58 
Figure 36: Frequency of Responding to Offers Received in the Mail................................................... 59 
Figure 37: Mean Frequency of Responding to Offers Received in the Mail ........................................ 60 
Figure 38: Cause for Opening/Reading Promotional Inserts Included in e-Mail .................................. 61 
Figure 39: Frequency of Responding to Offers Received Through e-Mail........................................... 62 
Figure 40: Mean Frequency of Responding to Offers Received Through e-Mail................................. 63 
Figure 41: Use of Spam Filters............................................................................................................. 64 
Figure 42: Agreement with Statements ................................................................................................ 65 
Figure 43: Frequency of Receiving Bills/Statements with Information Printed on the Face ................ 66 
Figure 44: Feelings About Receiving Bills/Statements with Information Printed on the Face ............. 67 
Figure 45: Types of Mail Discarded Without Opening/Reading ........................................................... 68 
Figure 46: Respondents who Opt Out of Direct Mailings to Address if Given Opportunity.................. 69 
Figure 47: Primary Mobile Phone......................................................................................................... 71 
Figure 48: Mobile Phone Used to Connect to Internet ......................................................................... 72 
Figure 49: Location of Respondents .................................................................................................... 74 
Figure 50: Industries Represented ....................................................................................................... 75 
Figure 51: Approximate Number of Employees in Company or Organization ..................................... 76 
Figure 52: Respondents’ Titles............................................................................................................. 77 
Figure 53: Function or Department....................................................................................................... 78 
Figure 54: Business Communications versus Consumer Communications ........................................ 79 



Trans Meets Promo: A European Perspective November 2009 

www.infotrends.com - 5 - © 2009 InfoTrends, Inc. 

Figure 55: Familiarity with the Term ‘Transpromotional’ ...................................................................... 80 
Figure 56: Familiarity with the Term ‘Transpromotional’ (By Country) ................................................. 81 
Figure 57: Responsibilities Related to Bills and Statements................................................................ 82 
Figure 58: Average Number of Pages for Bills/Statements Today....................................................... 83 
Figure 59: Average Number of Pages for Bills/Statements by 2011.................................................... 84 
Figure 60: Amount Spent Per Year to Output and Manage Transaction Documents .......................... 85 
Figure 61: Planned Change in Spending on Printed Transaction Documents  in 2010 relative to 200986 
Figure 62: Planned Change in Spending on Electronic Transaction Documents  in 2010 relative to 
2009...................................................................................................................................................... 87 
Figure 63: Approximate Number of Customer Support Calls Received Per Month ............................. 88 
Figure 64: Average Cost per Customer Support Call........................................................................... 89 
Table 1: The Impact of Reduced Call Center Volume.......................................................................... 90 
Table 2: Potential Call Center Savings by Company Size ................................................................... 91 
Figure 65: Portion of Total Transaction Spending with External Service Providers............................. 92 
Figure 66: Most Important Factors in Selecting External Service Providers........................................ 93 
Figure 67: Use of Color on Printed Bills and Statements..................................................................... 94 
Figure 68: Why Color is Used on Bills and Statements........................................................................ 95 
Figure 69: Use of Digital Color for Transaction Print............................................................................ 96 
Figure 70: Mean Percentage of Transaction Print Volume that Is/Will Be Digitally Printed in Full Color97 
Figure 71: Printing on Envelopes to Attract Attention........................................................................... 98 
Figure 72: Types of Envelope Printing Used to Attract Attention ......................................................... 99 
Figure 73: Promotional Inserts Included with Bills and Statements ................................................... 100 
Figure 74: Promotional Inserts: The Direct Marketer’s Perspective................................................... 101 
Figure 75: Agreement with Statements .............................................................................................. 102 
Figure 76: Availability of Customer Documents Online...................................................................... 104 
Figure 77: Discontinuation of Print for Customers who Have Opted for Internet Presentment ......... 105 
Figure 78: How Documents Will be Made Available Online............................................................... 106 
Figure 79: Primary Motivation for Making Documents Available Online ............................................ 107 
Figure 80: Mean Percentage of Customers that Use or Will Adopt Internet Presentment................. 108 
Figure 81: Speed of Presentment Adoption ....................................................................................... 109 
Figure 82: Reasons for Slower Adoption............................................................................................ 110 
Figure 83: Management of Traditional Printing and Internet Bill Presentment .................................. 111 
Figure 84: Responsibility for Direct Marketing Campaign Functions ................................................. 112 
Figure 85: Direct Marketing Channels Used ...................................................................................... 113 
Figure 86: Percent of Marketing Spend on Direct versus Mass Marketing........................................ 114 
Figure 87: Estimated 2009 Marketing Expenditures .......................................................................... 115 
Figure 88: Expected Change in Company Spending on Direct Marketing  in 2010 relative to 2009 . 116 
Figure 89: Expected Change in Company Spending on Mass Marketing in 2010 Relative to 2009 . 117 
Figure 90: Direct Marketing Spend by Channel ................................................................................. 118 
Figure 91: Percentage of Marketing Campaigns with Integrated Direct Mail and Web Marketing .... 119 
Figure 92: Mean Percentage of Marketing Campaigns that Will Include Marketing to Cell Phones.. 120 
Figure 93: Percentage of Total Direct Marketing Spending with External Service Providers ............ 121 
Figure 94: Most Important Factors in Selecting External Direct Mail Service Provider...................... 122 
Figure 95: Personalization of Direct Mail Today................................................................................. 123 
Figure 96: Current Production of Personalized Direct Mail Using Digital Full Color .......................... 124 
Figure 97: Percentage of Total Direct Mail Using Digital Full Color ................................................... 125 
Figure 98: Primary Reason for Not Using Digital Color...................................................................... 126 
Figure 99: Marketing Dashboard in Place .......................................................................................... 127 
Figure 100: Marketing Campaign Tool Sets Used ............................................................................. 128 
Figure 101: Tools in Place to Optimize Targeting of Direct Marketing Campaigns ........................... 129 
Figure 102: Improvements to Response Rates Due to Targeting Tools ............................................ 130 
Figure 103: Tracking of Offer Effectiveness ....................................................................................... 131 
Figure 104: Company Production of TransPromo Documents .......................................................... 133 
Figure 105: Percentage of Transaction Documents Printed Today Considered TransPromo........... 134 
Figure 106: Equipment Used for Current Production of TransPromo Documents............................. 135 



Trans Meets Promo: A European Perspective November 2009 

www.infotrends.com - 6 - © 2009 InfoTrends, Inc. 

Figure 107: Expected Timeframe to Implement TransPromo ............................................................ 136 
Figure 108: Reason for Not Implementing TransPromo .................................................................... 137 
Figure 109: Selling Advertising to Third Parties ................................................................................. 138 
Figure 110: Advertisements on the Face of Transaction Documents: Direct Marketer Perspective . 139 
Figure 111: Reasons for Not Advertising on the Face of Transaction Documents (Direct Marketers)140 
Figure 112: Percentage of Marketing Spending on TransPromo Messaging .................................... 141 
Figure 113: Most Important TransPromo Benefits ............................................................................. 142 
Figure 114: Most Important Inhibitors................................................................................................. 143 
Figure 115: Access to Information...................................................................................................... 144 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
This material is prepared specifically for clients of InfoTrends, Inc. The opinions expressed represent our interpretation and analysis of information 
generally available to the public or released by responsible individuals in the subject companies. We believe that the sources of information on which our 
material is based are reliable and we have applied our best professional judgment to the data obtained. 
 


