
Intuit, creator of Quicken, wanted 

to accomplish a two-fold mission: 

boost sales of its fl agship product 

through innovative product premiums while at the same time increasing 

the nation’s terrifyingly low rate of fi nancial literacy. Th ere aren’t many 

personal fi nance products out there that can do both, but the Intuit 

direct marketing department hit on 

a winner when it decided to team 

up with Precision Information (PI) 

publisher of the Educated Investor® 

family of products.

For more than 5 years, PI’s Educated 

Investor guides have been one of 

the most popular product premiums 

paired with Quicken, helping 

Intuit drive in more than 300,000 

customers and over $10 million 

in revenue from its direct marketing 

eff orts. Intuit has used a wide array 

of PI’s Educated Investor guides as 

product premiums, including The 

educated Investor Guide to Personal 

Finance™, The educated Investor 

Guide to Investing™, The educated Investor Guide to Financial 

Planning™, and The educated Investor wealthBuilder™
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wHen IT COMeS TO DrIVInG SALeS of the most popular personal 
fi nance software product on the market, not just any product premium will 
do. Trying to keep users coming back for updates is a challenge, especially 
in an online world populated with both paid and free products trying to 
elbow you aside. So what are the sales and marketing staff  to do? 

QuICKen AnD eDuCATeD InVeSTOr TeAM uP TO DrIVe OVer 370,000 new SALeS
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The educated Investor Guide to Personal Finance™ promotional piece 
included with Quicken Premier.

Starting in 2001, Denise LaBuda and Becke 

Broadbent of Intuit began working with 

the Educated Investor team to develop a 

compelling product premium that would 

not only drive sales of Quicken but also 

provide some basic fi nancial education that 

users desired.

Th e timing could not 

have been better.  With 

a volatile stock market 

and shaky economy, 

surveys show that the 

majority of Americans 

simply do not feel 

confi dent about their 

ability to make sound 

fi nancial decisions. As 

a result roughly 84% of 

consumers say that they 

want fi nancial service 

fi rms (like Intuit) not 

only to sell fi nancial 

products, but also to take 

an active role in helping educate them 

about fi nancial topics.*  

‘‘

‘‘
For more than 5 years,  PI’s educated Investor 

guides have been one of the most popular 

product premiums paired with Quicken, 

helping Intuit drive in more than 300,000 

customers and $10 million in revenue. 

*Securities Industry Association Annual Investor Survey



For more info, contact our sales representatives:

Sales Contacts, Customer Service,  
Free Trials, and General Information
Hillary Bonadies | Director of Sales and Operations 
888-345-1285 
hillary@educatedinvestor.com

Media Inquiries
608-770-1009 | 888-345-1285 
press@educatedinvestor.com

Go to www.educatedinvestor.com/products/ 
university/pressKit.xml for a press kit

Mailing Address
Precision Information, LLC 
1544 Copper Penny Dr 
Chula Vista, CA 91915

www.educatedinvestor.com/products/university/
home.xml
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Originally, Intuit considered using the Educated Investor flagship 
product, the Encyclopedia of Personal Finance,™ as a premium. Yet, 
Intuit’s direct marketing team quickly realized that PI’s Educated 
Investor guide platform offered them a unique opportunity – the 
ability to quickly create a much more targeted approach.

“We were looking for a product premium that would enhance our 
direct marketing efforts and provide some educational value on the 
‘hot topics’ of interest to our customers, and the Educated Investor 
guides did both,” LaBuda says. “We liked how the Educated Investor 
guides presented concepts in short, easy-to-understand lessons with 
quizzes at the end so investors could go at their own pace to find the 
information they need.”

As an added bonus, the Educated Investor guides are a dual 
platform program, meaning that Intuit could offer a single product 
premium to support both its Macintosh and PC customers. “There 
wasn’t anything else out there like the Educated Investor guides, 
and PI worked closely with us to deliver a product in the format we 
needed.” LaBuda adds. 

The concept of providing value-added 3rd party product premiums (a 
FREE gift) to drive response rates is a time-tested direct marketing 

technique that can lift direct response rates by 2 to 
3 times as much as the same offer without a FREE 
premium. Yet, as the nation’s leading publisher 
of personal finance and tax tools, Intuit holds its 
partners to an 
even higher 
standard and 
will terminate a 
partner if results 
or product quality 
aren’t up to par.

With over 5 years 
and more than $10 
million in revenue 
thus far, 300,000+ 
new Quicken 
customers help 
serve as tribute to 
the ability of the Educated Investor’s team to  create a 
reliable, easy to use, and robust dual-platform product 
line that generates results. 

‘‘‘‘We were looking for a 

product premium that 

would enhance our 

direct marketing  

efforts and provide  

some educational value 

on the “hot topics”  

of interest to our 

customers, and the 

Educated Investor  

guides did both.

‘‘
‘‘

Studies have shown that an effective product premium  

can often lift response rates by as much as 2–3 times  

the same offer without the free premium.
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