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Center Spotlight  

Do you know someone 
who has made an 

outstanding contribution 
to the publishing industry? 

 

 
Then nominate them for the  
Isaiah Thomas Award in 

Publishing from 
RIT's School of Print Media! 

 
Nomination deadline: 
December 15, 2009 

To find out more, visit 
cias.rit.edu/itap 

 

Industry Education & 
Training 

RIT provides training in both 
traditional and digital 
technologies using world 
renowned instructors, 
comprehensive prepress and 
press labs, and state-of-the-
art imaging facilities. 

Upcoming industry 
education programs 

Introducing: Print in the Mix 

 

Excerpt from an article by Joanne N. Vinyard, Director, 
The Print Council: 
 

"It seems that print has become the “forgotten” medium. It 

is taken for granted by many, even though it has been an 

effective communication medium for centuries and 

businesses spend more on printed forms of advertising than 

on television.  

 

We are bombarded daily by press and online coverage of the 

new digital media that have become the “darling” of the 

advertising community. Because of this, customers tend to 

overlook the impact and power of print despite the fact that 

print sells.  

 

Print has a viable and effective place in marketing strategy. 

And The Print Council and RIT have set out to prove this 

point and to change this “forgotten” scenario." 

 

How are we working to change it? Through the publication of 

a website entitled Print in the Mix: A Clearinghouse of 

Research on Print Media Effectiveness. This month's eReview 

contains a brief overview of the site, the types of content 

available, and some samples of content we think you will 

find interesting. Enjoy! 

Translate this 
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include: 
 

 December 2 - 4 
Web Offset Workshop 
 

 December 3 
2 - 3pm EST 
WEBINAR: Digital Image 
Management & Workflow with 
Adobe Lightroom  
 

 January 15, 2010 
2 - 3pm EST 
WEBINAR: Mailing, Fulfillment 
& Distribution  
 

 February 11, 2010 
2 - 3pm EST 
WEBINAR: Assessing Color 
Measurement Instrument 
Capability 
 
For more information on these 
and other programs, or to 
register for any of these 
programs, visit 

printlab.rit.edu 

Plan Ahead for 2010! 

 

Are you an alumnus of RIT or 
CIAS? Do you work in the 
imaging or graphic arts 
industries? Then why not 
reconnect with RIT and fellow 
alumni? Look below to see 
some upcoming CIAS alumni 
events! 

CIAS NYC Alumni 
Reception (NYC) -  
Jan. 15, 2010 
Register Now!  
 
CIAS CAA/Chicago Alumni 
Reception (Chicago, IL) -  

What is Print in the Mix? 
Print in the Mix is "a unique site demonstrating the role of 

print as a viable information medium in the marketing mix."  

 

The aim of the site is to vet and distill available quantitative 

facts and research from original reports (both academic and 

reputable print and marketing industry sources) on the 

efficiency and effectiveness of print marketing in its 

numerous forms.  It focuses on how print can help maximize 

marketing campaigns for better ROI—either as a stand-

alone product or as one solution integrated with other 

media.   

 

Content on the site is intended to help printers, advertisers, 

marketers, and others 'make the case' for print as a viable 

medium to help fulfill marketing objectives. 

 

This free resource is published by the Printing Industry 

Center, and is funded entirely by a grant from The Print 

Council, an alliance dedicated to promoting the greater use 

of print media. 

What is available? 
Print in the Mix contains research on all types of print (e.g., 

direct mail, inserts, magazines, custom publications, 

newspapers, etc), which are presented in two ways: 

Fast Facts - Concise, bite-size nuggets of research. 

For example: "According to the United States Postal 

Service's Household Diary Study, more than one of 

five households surveyed reported making a purchase 

as a result of advertising mail received." 

   

Research Summaries - Top-line synopses that 

condense the most important points of the studies. 

Each summary includes the type of print media 

tested, research population, the results and outcome. 

The site also contains: 

Case Studies - Currently, a PODi case study is 

featured each month, and links to relevant sites that 

publish case studies of interest are also provided. 
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Feb. 12, 2010 
Register Now!  
 
Society for Photo 
Education (SPE) - CIAS 
Alumni Reception 
(Philadelphia, PA) -  
Mar. 5, 2010  
Register Now! 

To find out about more alumni 
events, visit the RIT Alumni 
Association website! 

About the eReview 

The eReview is a monthly 
publication of the Printing 
Industry Center at RIT for 
registered Affiliate companies. 
Articles are also published in 
the quarterly printed 
publication PrintReview. 

Forward this eReview. 

Subscriptions 

You are receiving this 
newsletter because you 
registered as an Affiliate of 
the Printing Industry Center.  

Update your profile. 

Unsubscribe from this list. 

Contact the Center 

Director: 
Patricia Sorce 

Communications 
Coordinator: 
Ashley Walker 
(Web site, publications, 
general info) 

   

Additional Resources - Links to associations, 

information on "green," opinion pieces, 

publications/news, and white papers are provided. 

Sample Fast Fact: 
Two Out of Three Prefer Print Media 

 

According to new research, digital media is no 

substitute for traditional printed media. 

 

A recent survey by Harris Interactive® of  2,200+ US 

consumers, conducted on behalf of Earthtone, a firm 

specializing in comparison pricing for printers, finds that 

people choose how they consume media based on personal 

preferences. 

 

Harris Interactive's research shows that the majority of US 

adults think that printed media is easier to read than the 

digital equivalent. With this said, many adults surveyed also 

showed a preference for the immediacy that digital media 

offers. 

 

Additional findings from the survey include the 

following: 

68% of adults feel more comfortable when they 

have something on paper than on screen. 

   

64%of adults say reading in print is easier than 

reading on screen. 

   

Less than half (42%) think the paperless office will 

become a reality at the companies they work for in 

the next five years.  

About:  The survey was conducted online by Harris 
Interactive on behalf of Earthtone between July 14 
and July 16, 2009 among 2,265 U.S. adults ages 18+. 
Data weighted to be representative of the U.S. adult 
population. 
 
Source:  WhatTheyThink, Two out of three Americans 

Page 3 of 7

12/14/2009http://us1.campaign-archive.com/?u=4875e16d745c13569f87fbf69&id=f59e1b905c



Mailing Address: 

RIT Printing Industry 
Center 
College of Imaging Arts 
& Sciences 
Rochester Institute of 
Technology 
55 Lomb Memorial Dr 
Rochester, NY 14623 

Ph: 585-475-2733 
Fax: 585-475-7279 
Web: http://print.rit.edu 
Email: printing@mail.rit.edu 
Twitter: RITprintcenter 

About the Center 

Dedicated to the study of 
major business environment 
influences in the printing 
industry precipitated by new 
technologies and societal 
changes, the Printing Industry 
Center at RIT addresses the 
concerns of the printing 
industry through educational 
outreach and research 
initiatives. 

Support for the Center comes 
from: 

Sloan Foundation 
Rochester Institute of 
Technology 
 
Adobe 
Avery Dennison 
Democrat and Chronicle 
Eastman Kodak Company 
Hewlett-Packard 
NewPage Corporation 
NPES 
Scripps Howard Foundation 
U.S. Government Printing 
Office 
VIGC 
Xerox Corporation 

prefer print media, October 27, 2009. 

Sample Fast Fact: 
55.5% Unwilling to Pay for Online 

Newspaper/Magazine Content 

New research from Ipsos Mendelsohn and PHD finds that the 

majority of consumers aren't likely to pay for online 

newspaper or magazine content.  The survey finds: 

55.5% of respondents say they would be "very 

or extremely unlikely" to pay for online 

newspaper or magazine content.  

   

Less than one of five (16.5%) responded they are 

"extremely, very or even somewhat likely" to pay for 

access to online content. 

   

With this said, 81.5%  of respondents who are, 

for example, online readers of The Wall Street 

Journal’s and Consumer Reports’ sites (both pay 

sites), consider these subscriptions to be of  

"good, very good, or excellent value," thanks to 

their unique and valued information. 

   

Respondents spend almost half the time (8.9 

minutes) reading a publication’s website as they do 

reading print, and they visit magazines’ sites about 

half as often as they read the issues. The frequency is 

a bit higher for newspapers’ sites, the survey finds.  

About:  The survey was conducted in July of 2,404 
U.S. adults who were asked about 40 newspapers and 
magazines, including Newsweek, Cosmopolitan and 
Cooking Light. 
 
Source:  Editor & Publisher, Poll: More Than Half of 
Readers Say They Won't Pay for Online Content, 
October 27, 2009. 

Sample Research Summary: 
Direct Mail Receipt and Response – Day of Week 
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Analysis - Mail Media Centre (UK), 2009 

Type of Promotional Material/Activity Tested:  

Day of the week direct mail is received and consequent 

consumer response. 

 

Sample Population: 

(UK) Royal Mail Consumer Panel run by TNS Global since 

1985, measuring all consumer activity in relation to Royal 

Mail including full details of all mail received and sent daily.  

The panel is based on a representative sample of 1,000 UK 

households (from a live panel of 1,350 households), 

reflecting Great Britain’s age and social class and geographic 

spread. 

 

Methodology: 

Diary-based household survey collected January-December 

2008 

 

Top-Line Results: 

UK mail volumes vary considerably by day.  The 

weekday average for the number of direct mail items 

received in UK averages 600 million pieces.  

Consumers receive less direct mail on a Saturday 

compared with other days of the week. 

   

Consumer response to direct mail varies by day.  The 

number of consumers who have done something in 

response to receiving direct mail is highest on 

Saturday (29%).  Monday mail elicits lower levels of 

response (26%). 

Day Amount of UK Mail 
Rcvd. 

(in millions)
Monday 629
Tuesday 508

Wednesday 637
Thursday 649

Friday 658
Saturday 381
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Response rates tend to vary less across the week 

when direct mail items "set aside for reference" are 

excluded.   A slightly lower proportion of items are 

met with a positive response on a Monday. 

   

Consumers are more likely to respond to financial 

direct mail received on a Saturday (22%).  Direct mail 

delivered on a Monday had the lowest response rate 

(15%).  Other weekday response rates:  Tuesday 

(16%), Wednesday (18%), Thursday (17%), and 

Friday (16%). 

   

Consumer response rates vary less to financial direct 

mail when items "set aside for reference" are 

excluded, although a slightly higher proportion of mail 

delivered on a Saturday results in a positive reaction 

(4%, as compared to a 3% response rate on Monday-

Thursday, and a 2% response rate on a Friday). 

   

The physical size of the direct mailing piece affects 

response:  

UK direct mail response rates from 1998-2008 have 

continued to average around the 5% level.  

Take-Away:  

This study asks the question "Does the day that direct mail 

lands on the consumers' doormats play a big part in its 

success?" The key findings include consumers receive far 

fewer items of direct mail on Saturday and that financial 

mailings that arrive at the weekend achieve the greatest 

uplift in response rates. 

 

Complexity rating of original source:  1 
(Complex statistical analysis scale:  1= none, 2= 
moderate, 3 = difficult) 

Direct Mailing 
Size 

Response 
Rate 

Large Letter 6.2% 
Packets 4.8% 

Standard Letter 4.5% 
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Mail Media Centre's Direct Mail Receipt and Response 
– Day of Week Analysis is available with free site 
registration. 

Visit Print in the Mix Today! 

Have you visited Print in the Mix yet? Find out how this site 

can help you 'make the case' for print! 

Copyright (C) 2009 Printing Industry Center at RIT. All rights reserved. 
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