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Videos, Podcasts, Webcasts -- Don't Forget the Print Documents
I regularly write about advanced technologies, but I will admit what some may consider a
hopelessly antiquated bias: I much prefer print materials and rarely watch online videos or
listen to podcasts.
The main reason: Most rich media wastes too much of my time.
I want to find to the information I'm looking for fast, and skip all of the introductory throatclearing content, company and product promotional hype, empty transitions, and other
irrelevant information.
Easy to do when you scan a printed document; much more difficult to find the relevant parts by using the fast
forward or reverse functions on a rich media file (if those functions are even available).
Of course, this assumes that I can actually stream or download the media file easily, and that the file has enough
quality to make watching or listening a tolerable experience.
So, if a site offers content only in video or podcast form, I usually leave and look for a print resource elsewhere.
It turns out that I am not the only one who prefers reading print materials as the first or only way of becoming a
sales lead from a Web site.
In a B2BOnline Webcast, Alexa Wriggins, the director of online marketing for PC World Magazine, discusses the
factors and constraints that guide site visitors to choose a traditional print document such as a white paper over
rich media content (audio or video).
She notes that site visitors have limited time, and may find reading a document faster and easier. They hesitate
about investing the extra effort required to view or listen to rich media files. And, working in a cubicle means that
video & audio files may be an annoyance.
Her conclusion: Marketers need to offer communications in a variety of formats to meet visitor needs.
Although her presentation is brief and high level, it will likely prompt you to consider more carefully the choices
you offer site visitors for accessing lead-generation content.
See the slides and link to the Webcast: Lead Generation Webcast
And a survey from the firm Doremus and the Financial Times newspaper found that C-level executives prefer
print materials over online information. Read the article in BtoB Magazine: Executives Prefer Print
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Comments
Janice,
You're absolutely right. Prospects, customers, and clients all want choice.
And it's not just a matter of saving time.
Different people learn different ways. Some people do better by watching or listening. Some people do better by reading.
Plus on top of all that, a live Webinar is nearly impossible to schedule at a time that's convenient for all 3 major North
American time zones, PLUS all the time zones in Western Europe, the Far East, and Australia.
You raise some very interesting points that all high tech marketers really ought to consider.
Thanks
Posted by: Joshua Feinberg | February 19, 2008 at 09:48 AM
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