
Ulbe Jelluma March 24 2022

Print Power Plan 2022           
Overview performance 2021 and plan 2022



Agreed plan 2021
Shift towards social media

• Focus on website, LinkedIn and newsletters


• Produce original content: articles and charts


• Budget €65.000 (for 9 months period)


• Start: April 1 2021
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2021 Activities & Performance
Website: 33% more visitors

Key numbers
Type Number

Users/visitors 25.768

Page views 44.268

Av. duration session 1.00

Bounce rate 80.67

Activities
Type Number

Articles 24

e-Book 1

Regional origin
Type Users %

Europe 10.211 39,6

North 5028

West 3433

South 1118

East 739

Asia 8.035 31,2

Americas 5.638 21,9

Africa 1127 4,9

Oceania 671 2,6

Domain Authority
Score Benchmark

41 >60
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Best performing activity/post
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CONTINUED INCREASE OF CONVERSIONS

DIRECT MAIL HAS A 
STRONG EFFECT ON   

 SALES
ROA (RETURN ON 

ADVERTISING SPEND)
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GROUP 1  
Print  mailing

21%

Test 1:  
Comparing group 2 to 1: 

Test 2:  
Comparing group 3 to 2: 

Higher
conversion

17%

Higher
value basket

15%

Higher
conversion

Higher
value basket

2%

Number  
 of orders

15%

Source: CMC Print-mailing-Studie 2021 / Topic: Existing customer activation
A study by the Collaborative Marketing Club in cooperation with Deutsche Post

In conclusion, adding 
additional media 
improves conversion 
and basket size

For every euro spend on  
mailings, the return is...

1 2

higher value of  
shopping baskets

VALUE OF BASKET

€11,90
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Print mailings achieve  

22%

ORDERS: LONG TAIL
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OBVIOUSLY IMPACT OF COVID

Conversion Years

22%

EFFECTIVENESS OF EMAILS IN COMBINATION WITH PRINT MAILINGS
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GROUP 2 
Email and  

print mailing

GROUP 3 
Premail, print 
mailing and 

reminder email

Sales via mailings keep  
coming in, even after 6 weeks

Best performing articles/posts
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Diverse content: facts, opinion, inspiration



2021 Activities & Performance
LinkedIn: 29% increase followers

Performance LinkedIn posts
Engagement rate 

(Average) Benchmark ER

New content 6.83 7.78

Activities:


• Total: 185 posts


• new content 37


• old content 10


• forwarded content 138


• Total impressions: 35.765

• Growing network of print media authors

Profile
Industry %

Mkt & Advertising 20

Printing 15

Paper & Forest 8

InfoTech & Services 6

Publishing 5

Followers
Total Increase

2022 1016 228
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Newsletter: 25% opens email

• Two newsletters score open rate by almost 1/3 of list


• Average of 7 in 100 people (who opened) click to read the 
article on the website

2021 Activities & Performance

Key data
Type Number Benchmark

List records 7797

Av Open rate 24,96 17,38

Av CTR 7,71 11,73
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2021 Activities & Performance
Presentations: extended presence via web- and podcasts

Canon webinar Belgium and 
The Netherlands

Global INMA webinar Episode in Canon Podcast Online interview with Ricoh
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2022 outlook
Major progress, but some points of attention

• Continuation current activities (website, LinkedIn and newsletters)


• Excellent web content, potential to reach larger and more adequate audience 


• Improve search, brand authority and keywords


• Improve speed mobile website


• More LinkedIn followers needed


• Privacy rules will further impact measured impact Newsletter


• Budget €65.000 for 12 month (= 25% reduction/mo)
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2022 activities

10



2022 Activities & Performance
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Is print advertising dead?
What do advertisers think of print 
and how do we get it on an agency 
buyer’s radar?
Sir John Hegarty, Founder, BBH

Measuring print ads and the  
HƬHFWLYLW\�RI�SULQW�DGYHUWLVLQJ
Ulbe Jelluma, Managing Director,  
Print Power Europe

Using print as part of as multi- 
platform sell
6WHYH�+XWWRQ��*URXS�6DOHV�'LUHFWRU��6WXƬ

Masterclass INMAPodcast  Keypoint Intelligence

Presentations - webcasts



Budget proposal
2022 

Activity Budget 2022

Website infrastructure 7.500

IT support/maintenance 3.000

SEO work 7.000

Website content (articles + e-booklet) 23.000

Social media (LinkedIn) 17.000

Infographic (2) 2.200

Newsletters (10) 5.000

Reporting (4) 1.000

Total 65.700
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Thank you for your attention 
Ulbe Jelluma


