




Paper Beats Digital For Emotion 
Mon, Oct 4, 2010 
Neuromarketing, Branding, Market Research 

 

Direct mail is so last millenium, right? Ultra-efficient digital marketing seems all but 
certain to supplant actual paper marketing delivered by humans. It might be a little too 
soon to shut down the paper mills, though, according to a study by branding agency 
Millward Brown. The research project used fMRI brain scans to show that our brains 
process paper-based and digital marketing in different ways, and in particular 
that paper ads caused more emotional processing. 
According to the study, physical media left a “deeper footprint” in the brain, even 
after for controlling for the increase in sensory processing for tangible items: 
• Material shown on cards generated more activity within the area of the brain 

associated with the integration of visual and spatial information (the left and right 

parietal). 

• This suggests that physical material is more “real” to the brain. It has a meaning, and a 

place. It is better connected to memory because it engages with its spatial memory 

networks. [From Millward Brown Case Study - Using Neuroscience to Understand the 

Role of Direct Mail.] 

The study also found that the tangible materials involved more emotional processing in 
the subjects, important from a branding and ad recall standpoint: 

• More processing is taking place in the right retrosplenial cortex when physical material 

is presented. This is involved in the processing of emotionally powerful stimuli and 

memory, which would suggest that the physical presentation may be generating more 



emotionally vivid memories. 

• Physical activity generates increased activity in the cerebellum, which is associated 

with spatial and emotional processing (as well as motor activity) and is likely to be 

further evidence of enhanced emotional processing. 

Before we get carried away and crank up the printing presses, a few limitations of the 
findings should be noted. The biggest is that a head-to-head comparison of similar 
digital and print ads may not represent most real-world marketing situations. Digital ads 
can do things that print ads can’t match, like this Halo ad from Unicast. Digital ads can 
build invideo, audio, and interactivity. Furthermore, digital ads can be targeted far 
more effectively based on user interests (search and content), past behavior, and other 
characteristics that print can’t match. 
Paper-based Marketing. As a long-time direct marketing guy, I’m happy to see that 
high-tech brain scans show that paper still has some advantages that bits can’t match. 
The Millward Brown study didn’t get into how to optimize a print piece, but here are a 
few quick ideas: 
– Think about the tactile nature of the piece. Heavier stock and a textured finish could 
emphasize the “tangibility” of the mailed item. 
– Take advantage of the brain’s emotional engagement with tangible media and craft a 
message that has an emotional impact. 
– Build in your brand imagery, since brand recall may be enhanced by the paper 
medium. 
Digital marketers, on the other hand, need to look beyond static banners that are 
little more than converted print ads. (The ubiquity of the term “banner blindness” is one 
clue about how ineffective many digital ads are.) I have little doubt that a comparison 
between a paper ad and a well-targeted, engaging, rich-media ad would at least even 
things up, if not tilt in the favor of digital. Digital ads have the potential to stimulate 
multiple senses, both surprise and interact with the viewer, and overall be very 
engaging. I’m confident that these strengths can offset the “tangible” advantages of 
paper for most applications. 
 



Despite the prevalence of digital 
media, catalogs remain a huge part 
of retail business 
By  Tim Feran 

The Columbus Dispatch Sunday August 5, 2012 6:47 AM 

 
In an age when retailers are aggressively pursuing customers electronically — on the Web, through 

social media and via mobile apps — printed catalogs would seem to be a relic of the past. 

But there is more life left in those glossy pages than you might think. In fact, far from being an 

afterthought in a retailer’s business plan, printed catalogs remain a key method for luring customers 

— maybe more important than ever. 

Columbus-based fashion retailer Express revamped its catalog last year after extensive research. 

“The catalog continues to open new doors and opportunity for us,” said Jim Wright, senior vice 

president of marketing. “We see a strong future for the catalog, with this being one of many ways that 

we communicate with our customer.” 



Express is far from alone in finding new life in the old catalog. “The surprise is how print is still so 

much alive,” said Kelly Ruoff, managing creative director at brand-marketing firm Ologie. 

“Electronic is performing well, but the printed page is still very good,” said Matt Wilson, who follows 

retail at SBC Advertising. “The people from Restoration Hardware have gone completely old-school, 

for instance, printing a freaking phone book every quarter. The effect it has on people is remarkable.” 

The numbers are remarkable, too. 

More than 12.5 billion catalogs were mailed to U.S. homes last year, according to the Direct 

Marketing Association, and 89.6 million Americans bought an item from those catalogs. 

The reason for the catalog’s enduring strength? It works. The Direct Marketing Association’s 

research finds that a catalog sent through the mail is 30 times more effective at getting consumers to 

buy something than is electronic mail. 

Even younger shoppers, the least-likely customers to use printed media, are hip to the old-school 

format. The National Retail Federation recently reported that 15 percent of college shoppers plan to 

buy back-to-school items via catalog. Although the percentage might seem small, it has tripled since 

2003. 

The reason?“It’s easier for people to ignore Web advertising because we’ve trained ourselves to focus 

on the middle of the screen page,” said Shawn Brown, vice president of creative services at SBC 

Advertising. “But when you get a catalog in the mail, typically you at least look at the cover.”< /p> 

Although millions of people use catalogs to buy merchandise — the same way that their ancestors did 

100 years ago — the new rise of the old catalog is a result of more than direct sales. Its popularity 

today also comes from its role as a marketing tool. 

“The catalog is really a multichannel driver,” Brown said. “You’ve got a lot of Internet sales, a lot of 

people visiting stores because they saw it first in a catalog.” 

At Victoria’s Secret, that seamless transition from looking at the printed page to buying online or in a 

store is well-known. 

“As we think about our catalog business, we really don’t think about it as a separate business,” said 

Sharen Turney, CEO and president of Victoria’s Secret, in recent comments to analysts. “Our goal is 

to have one seamless experience from the customer point of view.” 



The Express catalog “drives customers into all of our channels, including mobile,” Wright said. “ 

Associates often see customers come to the store with our direct mail and catalogs asking for specific 

merchandise.” 

One notable exception to the catalog trend: Abercrombie & Fitch. 

Although the New Albany-based casual-clothing retailer famously produced a racy magazine-

catalog, A&F Quarterly, from 1997 through 2003, Abercrombie has since produced only a few one-

time-only publications. “It’s now very much a sometime thing,” an Abercrombie spokesman said. “ 

The company is investing in its (direct-to-consumer sales), and the growth in that channel has been 

and is continuing to be remarkable. But that’s electronic, not printed, communication.” 

Even though Abercrombie is out of the traditional catalog game, the retailer does continue to lead the 

way in one significant way: Its publications are meticulously executed, with high-fashion 

photography. For instance, in 2010, its publication featured a collection of Bruce Weber photos with 

a “screen test” theme. 

In similar fashion, the Express catalog is intended to be “a very beautiful and engaging brand 

experience that highlights Express’ commitment to fashion,” Wright said. “For many of our 

customers, the catalog is a high-quality and visceral way to experience the brand and its fashion.”

One instructive example of the power of the printed catalog — and what can happen when that power 

is forgotten — occurred at women’s apparel and accessories retailer Coldwater Creek, Brown said. 

About three years ago, a new CEO came in and, looking for a way to save money and fatten the 

bottom line, dramatically reduced the number of catalogs printed and mailed out. When sales began 

to plummet — even Internet sales, because the catalog had been driving customers there — 

Coldwater Creek reverted to sending out a large number of catalogs, sparking a turnaround. 

“I kind of laugh when I hear people say print is going to be dead in a couple years,” Brown said. “It’s 

not, not in my lifetime.” 

tferan@dispatch.com 
 



Why retail catalogs survive, even thrive, in Internet Age 

By Michelle Fox, CNBC.com 

 
Online spending may be increasing, but the venerable catalog is doing anything but 
fading away. In fact, it is still an important part of business for retailers. 
 
"It's basically a marketing tool," said retail analyst Eric Beder, a managing director at Brean Murray, 
Carret & Co. "The beauty of a catalog is that you don't have to go online to see it, so you can use it 
anywhere." 
 
More than 12.5 billion catalogs were mailed out to homes in the U.S. last year, according to 
the Direct Marketing Association, the largest global association for the marketing community. And 
there are still those who use the catalog for what it was originally intended for: More than 89.6 million 
Americans bought an item from a catalog last year. 
 
These days, it is more than just a means to allow customers to order merchandise from the privacy 
of their homes. Retailers are relying on it to draw in business and spread their brand's name. 
 
J.Crew, which began as a mail-order business, now has over 300 stores across the U.S. and 
Canada but it still mails out 40 million catalogs per year. 
 
Because of the marketing punch they pack, J.Crew CEO Mickey Drexler, goes over every issue with 
a fine-tooth comb before it's published. 
 
"I'm looking at the color; I'm looking at the clarity of a picture, the newness, the creativity," Drexler 
said. 
 
Roughly 30% of J.Crew's revenue comes from online and catalog sales — the two are tightly 
intertwined. 
 
"Most of our business goes from catalog to online," Drexler said. "I'm always looking at the turn-on 
item or category or outfit that will drive them to want to shop at J.Crew instead of the millions of 
choices out there." 
 
A couple of years ago, some retailers decided to cut back on publishing catalogs in order to save 
money. That move proved to be a hard lesson in the power of the catalog, said Ken Ebeling, senior 
vice president of membership at the Direct Marketing Association. 



"Sales plummeted," he said. "They realized if they don't keep their catalogs out there, their e-
commerce will decline." 
 
In fact, some businesses that have never published catalogs before have decided now they want in. 
 
Apparel retailer Express has always done direct mail, but about a year and a half ago decided to 
publish catalogs. It not only shows up in mailboxes, but on different channels such as Facebook as 
well. 
 
"Our 20-something customer makes little delineation between channels. She or he enjoys viewing 
our catalogue online, in her mailbox or on the phone, so we make sure our fashion is always 
available no matter where our customers want to view it," Express CMO Lisa Gavales said. "That 
said, we haven't seen any virtual viewing work as well as a good, old-fashioned paper catalog." 
 
New York and Co., another fashion retailer, refers to its new catalog as a "fashion book." Titled "The 
City," it not only highlights the company's products, it also includes nuggets of information about New 
York. The first edition was published in March of this year, and the second edition came out in May. 
 
"Our assortments are right, our brand is right. We wanted to get out there and express our brand in a 
way that we never really have before," New York and Company spokesperson Suzanne Rosenberg 
said. "We've had a good reaction, both online and in stores." 
 
Beder believes companies can become more focused within the catalogs and can tailor them for 
specific events or a certain customer base. 
 
"I think that the trend is going to continue," he said. "If anything, we've seen more people add 
catalogs than drop them." 
 
Copyright 2012 CNBC.com. 
 







ANA Social/Digital Marketer Survey: 'Tangible' 
ROI Quest Continues 
Posted by Sheila Shayon on July 19, 2012 10:07 AM 
 

 
 

While more than 70% of marketers are using new media platforms, 62% are increasingly concerned with 

the inability to prove ROI across these channels according to the ANA (Association of National 

Advertisers) 2012 Digital and Social Media Survey, conducted in April and May 2012 with 224 client-side 

marketers. 

 

Use of online video (e.g., YouTube) increased from 64% last year to 80% in 2012, and since 2007, overall 

usage of social media and mobile marketing has grown significantly, with 90% and 74% of marketers 

using them, respectively. 

 

Respondents' preferred social/digital channels for consumer outreach: 

 Facebook – 96% 

 Branded mobile apps – 70% 

 Twitter – 89% 

 QR codes – 67% 

 LinkedIn – 49% 

 Text ads – 53% 

 Pinterest – 33% 

 Non-video ads – 41% 

 Other – 14% 



 Video ads – 25% 

 

“Marketers are rapidly learning what works best for their brands and they look to remain nimble and move 

to adopt new opportunities,” said Bob Liodice, president and CEO, ANA. “Platforms offering the most 

tangible ROI will be favored by marketers moving forward. It is imperative for the industry to standardize 

measurement practices for digital, social and mobile markets.” 

 

Marketers continue to use web-based platforms including websites (95%), email marketing (91 %) and 

online advertising (89%) to reach customers. 

 

Despite the growth in new media platform usage, concern over adequate metrics for the best balance of 

traditional and digital media remains paramount, and 53% of ANA respondents say there’s a dearth of 

understanding about digital in their organization. 

 

Sixty percent of marketers surveyed are currently measuring the effectiveness / ROI of their social media 

efforts, and mobile marketing (70%) ranks highest in terms of marketers’ desire for measurement with just 

half of those surveyed as interested in online video marketing measurement. 

 

About 9 out of 10 marketers do measure search engine marketing (paid keyword), compared to their 

website (89%), email marketing (88%) and online advertising (88%). Metrics such as the number of 

Facebook “likes” or Twitter “re-tweets” scored at the bottom of the list, with 30% and 39%, respectively, 

finding them effective. 

 

According to 49% of marketers surveyed, the digital marketing / media team is responsible for all social 

media efforts and primary reasons for social media monitoring are: Brand integrity (29%), Insights / trends 

(26%), Customer service (18%), Corporate PR (16%). 

 

Overall, 75% of respondents dedicate 1-3 people to this task, with 17% involved full time and 83% taking 

it on in addition to other responsibilities. 
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