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Abstract 
This document is part of a series of strategic assessments that help 

hardware and software suppliers understand the technology and market 

opportunity for every segment of Customized Communications. This 

document provides a definition of TransPromo and recalls InfoTrends’ 2007 

strategic assessment entitled The TransPromo Revolution: The Time is 

Now! with updated measurement and metrics. It confirms previously 

forecasted growth trends and increased adoption rates of transpromotional 

marketing strategies by document owners. In addition, this document 

explains the target markets for vendors that offer this technology and 

provides examples of applications and strategies for identifying and selling 

Customized Communications in different market segments. 

 

 
 
 
 
 
 
 
 
 

 

 

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. 



Customized Communications: TransPromo August 2008 

www.infotrends.com - 2 - © 2008 InfoTrends, Inc. 

Table of Contents 
 

Introduction ................................................................................................................................. 4 
Methodology................................................................................................................................ 4 
TransPromo: Defining the Market ............................................................................................. 4 

The TransPromo Revolution................................................................................................................... 5 

TransPromo: A Growth Market.................................................................................................. 6 
Key TransPromo Drivers............................................................................................................ 7 

Reaching Customers .............................................................................................................................. 7 
Advances in Technology ...................................................................................................................... 10 

Linking into Multi-Channel Marketing Campaign Management ..................................................... 13 
Continuing the Dialogue................................................................................................................. 15 

The USPS Makes TransPromo Cost-Effective..................................................................................... 15 
Changing Market Conditions ................................................................................................................ 16 

Justifying TransPromo in the Marketing Mix:  The Marketer’s Perspective........................ 17 
TransPromo: More than Statements .................................................................................................... 19 
The Advantages of Transaction Documents as a Marketing Platform................................................. 19 
Leveraging TransPromo for Incremental Revenue .............................................................................. 20 
TransPromo: The Extended Definition ................................................................................................. 22 
Synergy Abounds ................................................................................................................................. 24 
TransPromo is Efficient! ....................................................................................................................... 27 

Target Markets .......................................................................................................................... 30 
Getting Started with TransPromo............................................................................................ 31 

Aiming High .......................................................................................................................................... 31 
Accessible Markets............................................................................................................................... 31 
Willingness of Marketers to Adopt TransPromo................................................................................... 32 
The Challenges of Adoption ................................................................................................................. 32 
Inhibitors ............................................................................................................................................... 34 
Marketing Metrics ................................................................................................................................. 35 
TransPromo Makes for Strange Bedfellows......................................................................................... 37 
Opportunities Abound........................................................................................................................... 38 

New Revenue Opportunities for Print Service Providers...................................................... 38 
Gap Analysis and Partnership Alliances ................................................................................ 39 

The Marketing Agency.......................................................................................................................... 39 
The Data Manager................................................................................................................................ 40 
The Print Service Provider.................................................................................................................... 40 

Required Skills .......................................................................................................................... 41 
Recommendations.................................................................................................................... 41 

When to Recommend........................................................................................................................... 41 
When Not to Recommend .................................................................................................................... 42 

The Buying Decision ................................................................................................................ 42 
Critical Success Factors .......................................................................................................... 42 
Summary.................................................................................................................................... 43 
Case Histories ........................................................................................................................... 45 

Art Plus Technology: Doing TransPromo Right.................................................................................... 45 



Customized Communications: TransPromo August 2008 

www.infotrends.com - 3 - © 2008 InfoTrends, Inc. 

The Selling Process ....................................................................................................................... 45 
Avoiding the Cross-Sell Cross-Fire................................................................................................ 46 
The Future of TransPromo............................................................................................................. 46 
A Case in Point .............................................................................................................................. 47 

DME Extends Direct Marketing Skills to TransPromo.......................................................................... 47 
First Data: The Opportunities Are Limitless.......................................................................................... 49 

The Sales Process ......................................................................................................................... 49 
TransPromo Implementation.......................................................................................................... 50 
Retail Buys In ................................................................................................................................. 50 
Selling Real Estate......................................................................................................................... 51 
TransPromo: Not New, but Different.............................................................................................. 51 
Reallocation of Marketing Spend ................................................................................................... 52 
The Shift to Electronic Delivery...................................................................................................... 52 
Integrating the Web........................................................................................................................ 52 
Words of Wisdom........................................................................................................................... 52 

Mortgage Firm Shows Interest in TransPromo..................................................................................... 53 
Oniya Shapira Wins Cal TransPromo Business................................................................................... 54 

Before and After ............................................................................................................................. 54 
The Sales Process ......................................................................................................................... 55 

Prinova: Taking Healthy Care of Customers.......................................................................... 56 
TransPromo Misconceptions ......................................................................................................... 56 
Selling TransPromo........................................................................................................................ 56 
The Organizational Challenge ....................................................................................................... 57 
Selling Ad Space on Statements ................................................................................................... 57 
The Humana Story ......................................................................................................................... 57 

 

List of Figures 
Figure 1: Traditional vs. TransPromo Statements.................................................................................. 5 
Figure 2: The Impact of Color................................................................................................................. 7 
Figure 3: How would you prefer that companies contact you for marketing and  promotions? ............. 8 
Figure 4: Excluding bills and statements, approximately what percentage of the items you receive in  
the mail can be described as follows?.................................................................................................... 9 
Figure 5: Would you prefer a traditional statement with advertising inserts or a personalized statement 
with graphics that contains relevant offers in the same document?..................................................... 10 
Figure 6: Percentage of Direct Mail that is/will be Full Color................................................................ 11 
Figure 7: Percentage of Direct Mail that is/will be Full Color................................................................ 11 
Figure 8: Do you use any digital color for your transaction printing? ................................................... 13 
Figure 9: Components of a Typical Integrated Marketing Campaign................................................... 14 
Figure 10: First Data Statement Samples ............................................................................................ 18 
Figure 11: The Importance of Benefits of Transpromotional Documents............................................. 21 
Figure 12: Veterinary Metrics Mailer for Dog Owners .......................................................................... 23 
Figure 13: Veterinary Metrics Mailer for Cat Owners ........................................................................... 23 
Figure 14: More TransPromo Opportunities for Veterinarians ............................................................. 24 
Figure 15: What percentage of your average direct marketing campaigns currently consists of (or do 
you expect to consist of) traditional direct mail as well as Web marketing? ........................................ 25 
Figure 16: What percentage of your marketing campaign involves marketing to cell phones or  
mobile devices?.................................................................................................................................... 26 
Figure 17: Approximately how much does the average customer support call cost your company? .. 28 
Figure 18: Do you include any marketing messages in your transactional documents? ..................... 29 
Figure 19: Who Spends the Most?....................................................................................................... 30 
Figure 20: Do you have a transpromotional strategy in place at this time? ......................................... 32 
Figure 21: Which of the following factors do you view as inhibitors to TransPromo adoption? ........... 34 
Figure 22: Which of the following factors have hampered the adoption of Internet presentment?...... 35 



Customized Communications: TransPromo August 2008 

www.infotrends.com - 4 - © 2008 InfoTrends, Inc. 

Figure 23: The Partnership Alliance Triad............................................................................................ 39 
Figure 24: APT Retirement Example.................................................................................................... 46 
Figure 25: Oniya Shapira Statements .................................................................................................. 55 
Figure 26: Humana’s SmartSummary Statement Sample ................................................................... 59 

Introduction 

Consumers today are bombarded with thousands of promotional messages on a daily basis, from 
television and radio ads to outdoor advertising and Web ads. Marketers face the challenge of getting their 
messages out in a way that breaks through this clutter and encourages recipients to engage in desired 
behaviors, which can range from simply recognizing a brand to changing investment strategies or 
purchasing the latest product or service the marketer represents. Increasingly, marketers are using the 
tried and true monthly communications medium—the statement—as well as other transactional 
documents in new and different ways to ensure that their messages are noticed. This method of 
advertising is referred to as transpromotional, or TransPromo, communications and it is creating a 
significant buzz.  

TransPromo communications provide an opportunity to blend marketing messages with must-read 
transaction statements, invoices, confirmations, benefits explanations, and other notifications to influence 
behavior and ultimately drive business volume. 

This white paper defines TransPromo communications and the market opportunity they represent for 
marketers, suppliers, and print service providers; discusses the rationale for its use; touches on challenges 
and considerations related to the implementation process; and provides some thought-provoking 
recommendations and conclusions for marketers and print service providers considering leveraging this 
type of communication. 

Methodology 

In preparation for the production of this white paper, InfoTrends conducted interviews with a number of 
print service providers and marketing executives who have added or are planning to add TransPromo 
communications to their marketing mix. InfoTrends also conducted desk research to glean information 
from a number of sources and reviewed relevant research reports, including The Future of Mail 2006: 
Direct Mail, Transaction, and “Transpromotional” Documents, which examines the future of direct mail 
and transaction documents in North America and the adoption of “transpromotional” strategies. We also 
include data from InfoTrends’ 2008 document entitled Trans Meets Promo…Is It More Than Market 
Hype?, which examines the latest trends and spends among direct marketers as they increasingly 
incorporate digital color, transactional, and multi-channel strategies into their marketing mix.  
 
 
 
 
 
 
 
 
 
 
 
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. 
 


