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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. 
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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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