Presentation materials and video replay will be provided within one week.

and during the Q&A recap at the end of the call.

Have questions? Use the chat panel -E=34 we’ll field them as we go ‘J t
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Today’s Presenter

Stephen Nikitas
Sr. Market Strategist
Harland Clarke

Steve Nikitas joined Harland Clarke in October 2010 and has more than 30 years
of experience in strategic planning, marketing, public relations and executive
speechwriting. As senior strategist with Harland Clarke Marketing Services,
Steve provides consultative services to banks and credit unions, helping them
craft marketing and retail strategies and campaigns to take advantage of existing
market and financial conditions and to grow targeted portfolios.
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Today’s Agenda

* Direct marketing response rates

 The power of direct marketing and multiple channels
* Median ROl by medium

* Cost per acquisition

* Response rates per medium

* Q&A
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The Power of Multiple Channels

A recent study has found that brands can
increase their ROl by 19 percent just by going
from one channel to two and up to 35 percent
when using five different channels.

Increasing the number of channels is more effective than
increasing the level of exposure within each channel.

Advertising is more likely to be ‘encoded’ in long-term
memory if people encounter it in multiple media, because
when similar aspects are taken from one platform to

another, it increases memorability on the second platform.

Source: “ARF: Brands Should Be Spending $31 Billion More This Year Than They Are,”
adage.com, March 14, 2016
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ROl increase
from going from
1 to 2 channels
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ROl increase
when using up
to 5 channels

"HARLAND CLARKE®



—
Median ROl by Medium
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Cost per Acquisition
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Response Rates per Medium
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Response Rates per Medium

9%
8%

” Organic response rates range from 4.3% for letter-

6% sized envelopes to 6.6% for oversized envelopes

5%
36% of people under the age of 30 look forward

4% to checking their mailboxes every day
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http://www.gallup.com/poll/182261/four-americans-look-forward-checking-mail.aspx

Response Rates per Medium
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5% For Organic, email is used primarily for direct sales,
lead generation, and brand awareness
4%
For Prospects, email is used primarily for lead generation,
direct sales, and brand awareness
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Response Rates per Medium
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Response Rates per Medium
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° Social Media advertisers are
focused on brand awareness

rather than lead generation
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Response Rates per Medium
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4% Median click through
rates for Online Display
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At the Harland Clarke Insight Center
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Type your question in the chat panel ===

Stephen Nikitas
Senior Market Strategist
Harland Clarke

www.harlandclarke.com/webcasts

m harlandclarke.com/LinkedIn

harlandclarke.com/Twitter
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Presentation materials and video replay will be provided within

one week.

Visit harlandclarke.com/webcasts for this and previous events.
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http://www.linkedin.com/company/harland-clarke
http://twitter.com/harlandclarke

Thank You
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