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Understand How the System Works

1 he catalog marketing world becomes more multichannel by the minute.
Print still anchors most catalog business models, but the growing challenge
is to engage target audiences that now expect 24///365 access through
their media of choice. For example, a buyer who purchases a dress from

a catalog might want to view it on her smartphone while accessory
shopping in a retail store. Or a business executive might want to reference
a product while waiting in an airport en route to a meeting.

Digital editions provide part of

the multichannel solution. Though
not new, they’ve come a long way
in recent years. Gone are clumsy
PDF distribution approaches as well
as irritating systems that required
software downloads for viewing.

The digital edition conversion process
is now very simple. Essentially all you
need for converting your print version
to a digital edition is a print-ready PDF
file. Sophisticated software does all the
heavy lifting.

The result is a browser-based,
network-friendly digital edition of your
print catalog that is instantly available
and provides high-quality graphics as
well as “page flipping” just like the
printed version. Depending upon the
level of sophistication you choose,
digital editions can also go well beyond
basic functionality to include a wide
range of interactive capabilities.

5 Key Considerations before
Creating a Catalog Digital Edition

Digital editions can provide a terrific
market advantage when integrated with
other print and digital media. Here are
five items to consider that will help your
digital edition be more successful:

How Connected is Your Audience?
Knowing your target audience and

how connected and tech sawvy it is
should play an important role in the
sophistication level of your digital
edition—or whether you should create
one at all. If you determine that your
audience would mainly use the catalog
as a reference tool, then a version that
provides page flipping and other basic
features might serve your purpose. But
if your customers do a lot of online
ordering and are comfortable with
technology, then you might want to add
more sophisticated functionality. If you're
unsure, then ask. The key is to approach
digital editions from your customers'
perspectives.

What'’s Happening in the
Marketplace?

Part of any due diligence requires
knowing what's going on in the
marketplace and how your competitors
are positioning their businesses to best
serve customers.You might find that a
digital edition would be an opportunity
to break new ground in your niche or
it might be a necessary action to stay
competitive. Either way, the realities of
the marketplace should influence your
approach to a digital edition initiative.

What is Your Objective?
Being clear about where you're
trying to go makes the journey
far more pleasant and ultimately
more successful. Here are some
of the primary objectives to
consider when integrating
digital editions into your
catalog marketing program:

* International distribution.
Mailing catalogs
internationally can be
expensive—even cost
prohibitive—and digital
editions provide an
excellent solution for
instant, low-cost delivery. They could
help you penetrate markets that were
previously impractical.

* Immediate fulfillment. Digital editions
allow you to instantly fulfill a catalog
request while putting the person into
the print cycle.

* Environmental perception.We all
know that digital has its own
significant carbon footprint,
but some customers view
digital editions as more
environmentally friendly.

If you have a particularly
eco-sensitive customer
base, you might want to
emphasize this aspect of
digital editions.

Customer choice. Customers
want to be in control of how,

when and in what format they
receive information. Digital editions
provide another choice and one that
could be of primary importance to
your customers.



How Mobile Friendly

Should You Be?

» Market intelligence. The addition of
interactive options enables you to
quickly understand which products are
the most popular and to adjust future
content in all of your print and online
offerings.

* Revenue enhancement. Greater
customer engagement provides some
obvious opportunities to increase
revenues. But if you accept inserts from
third parties—or want to experiment
with the concept outside your print
catalog—digital editions can generate
additional revenue from interactive ads.

* Expanded content. Links enable
viewers to get more information,
whether it's a product demo or access
to additional content like testimonials
and product reviews.

Certainly you can have more than
one objective, but it's best to set
your priorities and your investments
accordingly.

How Mobile Friendly

Should You Be?

The short answer is “pretty friendly;”’
which would mean at least optimizing
your digital edition for mobile phones.
But again, it really helps to know your
audience and their media habits. For
example, younger (ages |8-24) audiences
tend to use their phones for more
sophisticated functions such as mobile
browsing at a much higher rate than
people in all other adult age categories.

In some instances, you might even want
to consider creating an app. These can
be made available online at the Apple
store and other locations.You can offer
them for free or charge a price. An app
might be used to provide supplementary,
value-added information to your offering.
For example, an outdoor equipment
cataloger might create an app that
provides information about great trails,
campgrounds and recreational areas.

Keep in mind that apps can be expensive
to create, often in the $20,000 to
$30,000 range with big players now
spending upwards of $100,000.There
are, however, template versions

available that are much more affordable,
though not likely to offer high levels of

customization options or brand cohesion.

And an app will require conversion and
reformatting of your content beyond the
simple PDF-file conversion required for
a digital edition.

A few examples of catalog apps are:

* Bonnie Plants teamed up with P Allen
Smith to create the free “"Grow and
Go Together” iPhone app that offers
growing information on their most
popular herbs and vegetables as well as
recipes and garden products.

IKEA launched a full version of its
catalog as an iPhone app, including

a unique augmented reality where
viewers can select a piece of furniture
from the catalog and place it anywhere
inside the room around them, changing
its size to fit the perspective by using
the smartphone's camera.

Musician’s Friend launched a free app
called ““Stupid Deal of the Day'" that
always features brand-new gear that
comes complete with the company's
45-day Dual Guarantees.

Botanical Interests offers a $5.99
iPhone app that features a wide range
of information to help vegetable
gardeners.

How Integrated is Your Strategy?

The better you integrate your digital
edition into an overall multichannel
strategy, the more success you will enjoy.
Purely standalone components might
b well provide some benefits, but they
-4 simply won't be as effective as when you
develop a strategy where they work in
concert with one another.




Waving the Flag in Print
and Digital Editions

Background

Toni Moss is the principal at T Moss Inc., a progressive
art and design consultancy located in Tulsa, Oklahoma.
Her relationship with Ripon Printers began when she
was seeking an FSC-certified printer to produce her
long-standing client's catalog, which features a wide

range of American flags.“All of my client's merchandise

is not only patriotic in nature, but also American made,”
says Toni."We think it's particularly important that our
marketing efforts are environmentally sensitive and that
we incorporate American-made materials.” Ripon Printers
successfully addressed both of those issues with an FSC-
certified coated paper manufactured in the US. The 201 |
issue of the company’s annual catalog was a hit.

The Challenge

The flag merchandiser supplements its print catalog with
a website that T Moss Inc. first helped its client launch in
1998. Now in its third iteration, the website plays a key
role in the company's multichannel marketing strategy.
Yet challenges remained keeping in front of the client's
customer base, which consists of many schools and
government entities—purchasers accustomed to and
comfortable with print catalogs.When Toni and her client
became acquainted with Ripon Printers' Digital Edition,
they decided it might be the perfect bridge between their
print and website marketing.

The Solution

Toni recommended creating a Tier 3 digital edition, which
features full search capabilities and up to 5,000 inside-

or outside-catalog links for a modest package price.
Ultimately, the client incorporated approximately |,000
product links, which take the shopper directly to the
website's shopping cart. The virtual version is prominently
featured on the site’s catalog request page, and there are
plans to update the digital edition | | times annually.

The Results

Launched in mid-February 2010, it's a bit early for
definitive results. But the early indications are promising.
The digital edition provides a vehicle that is always

up to date, and customer service representatives like
directing customers to the virtual version while they
await their print catalog. They also like having the ability to
immediately show a potential buyer a specific product of
interest.

As for Ripon Printers, Toni Moss says, “Fantastic. They are
extremely responsive and everything they say will happen
does happen, whether the project is print or digital.”




About Ripon Printers Ripon’s Catalog

Ripon Printers serves small to mid-size catalog marketers and publishers, producing Services

catalogs, publications and a wide range of direct mail products. Linking our « Digital editions  * Inkjet &

capabilities together is an obsessive devotion to customer service that places your Digital mailing

. . . ° Ligita
satisfaction above any other business goals. storefronts « Comailing
We offer a complete range of print solutions that includes coldset and heatset e * Fulfillment &
web printing as well as sheetfed and digital printing.VWWhatever your needs, distribution

*» Offset & digital
print platforms ¢ Sustainable
print

Ripon Printers has the right fit. A variety of integrated multichannel capabilities,
from digital editions, email marketing, personalized URLS, QR Codes and digital

* Full bindery
capabilities

storefronts, complement our print production, fulfillment and distribution services.

Ripon Printers’ Digital Editions are available at three different levels of
sophistication:

* Tier | An entry-level service that provides conversion from a PDF file
to a digital edition with basic page turning but without link or
search capabilities.

J—

* Tier 2. Provides up to 2,000 in-catalog links. ~
Additional links are available for a small per-link '
charge.

* Tier 3. Offers maximum benefits with full search
capabilities and up to 5,000 inside- or outside-catalog
links included in 2 modest package price.

All three options provide a browser-based, network-friendly

digital edition of the print version that is instantly available
with high quality graphics as well as “page flipping” just like the
printed publication. Ripon Printers provides the basic version to
its print customers at no additional charge.

Demonstrations of the three options are available at http://www.riponprinters.
com/techlibrary.jsp .

Extending your multichannel presence with Ripon Printers is easy and hassle-free.
To learn more about our broad range of services for catalog marketers, including
digital editions, please contact your representative or send an email request

to sales@riponprinters.com.You can also view a short video highlighting our
capabilities at our homepage, http://riponprinters.com/index.jsp.
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