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EMPOWERING YOU WITH MORE

STRENGTH VISUAL IMPACT AND SIMPLICITY
DELIVER THE MESSAGE FAST WITH MORE
SPACE FOR CONTENT

WEAKNESS |ESS SPACE FOR CONTENT THAN
SELF-MAILERS AND LETTERS

RESPONSE RATE 4.25%

LEAD TIME 3 BUSINESS DAYS

THE BUZZ SAME COST AND EFFECTIVENESS AS
8.56X5.5 BUT WITH MORE SPACE FOR CONTENT

Source: Direct Marketing Association’s 2015 Response Rate Study
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atch DIRECT MAIL P,

STRENGTH VISUAL IMPACT AND SIMPLICITY
WITH MORE SPACE FOR VDP AND/OR QR CODE

WEAKNESS |LESS SPACE THAN SELF-MAILER

BIg RESPONSE RATE 4.25%
BRANDs HSmﬁu
¥MEnTs- uJ/rHOU,
CRED/T
ANo onLSTORE LEAD TIME 3 BUSINESS DAYS

& ONL,
87 RENTAC NTEERA(?O
M-

THE BUZZ KNOWN AS THE “BILLBOARD IN
THE MAIL BOX”. VERY POPULAR PLAYER.

Source: Direct Marketing Association’s 2015 Response Rate Study
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STRENGTH VISUAL IMPACT AND SIMPLICITY
WITH MORE SPACE FOR VDP AND/OR QR

TAHE SAMSUNG HOME 008 @3 0ODE

N0 LAYAWAY. N0 WAITING.

SAMSUNG WEAKNESS LESS SPACE THAN SELF-
STHRTIHGSHI o i MAILER

RESPONSE RATE 4.25%

LEAD TIME 3 BUSINESS DAYS

THE BUZZ KNOWN AS THE “BILLBOARD IN
THE MAIL BOX”. VERY POPULAR PLAYER.

Source: Direct Marketing Association’s 2015 Response Rate Study
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l Codes |

¥ % 100% - will Verizon 10:49 PM + % 100% (w.)
action

American . & D8 AA2253 Eventbrite

STRENGTH FAMILIAR WAY TO LINK
Vitamin T - Talent Open House GRAPHIC TO DIGITAL INFORMATION

Vitamin T

AS/ FORT WORTH

)  DFW

ROUP EAT STATUS RM DEPARTS
29C OnTime B 8:00 PM

HERONIME/MICHAEL Credit cardmember RSVP

WEAKNESS REQUIRES A QR APP

4 FANDANGO

) o

*
*

) o

*
) o

) o

) o

STUDIO MOVIE GRILL SPRING VAL
Guardians of the Galaxy Vo

WTIME

RESPONSE RATE N/A

AUD
15 H8, H9 2 Adu

COST NO ADDITIONAL COST

NICKNAME

My Card (482C

LEAD TIME STANDARD

®

I|||%Ftﬁ%l“” THE BUZZ GIVING CUSTOMERS THE
RESRIERRES OPTIONS THEY PREFER INCREASES
RESPONSE PERFORMANCE

St
) ¢
X
x
) ¢
X

=

Source: Direct Marketing Association’s 2015 Response Rate Study
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Diabetes Conter
March 10,2017
v |‘l 'I'I"h' 'lll el le
107 *MOED AADC 750 1 250
KRISTIN E. cm\m\o
718CLYDE OR
BHYN MAWR, PA 19010-1102
Dyar Dr Criner,

lhrl)ubdhandlndx n»ksz\ I)qullm«l \l Vincent He: lh(u\‘ Billings, Mostana is

St Vincent Healthcare is a 286 bod, Level 11 Trauma facility with a catchment arca of

el :
St.Vincent
‘ r HEALTHCARE | SCL Health
1233 North 30th St
Baltings, MT 59101

RETURN SERVICE REQUESTED

U RO TP T A T LT
AUTO* *MIXED AADC 750 12 50

KRISTIN E. CRINER, MD.

718 CLYDE CIR

BRYN MAWR, PA  15010-1102
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STRENGTH GOOD FORMAT FOR LONG MESSAGE
AND INFORMATION PRINTED IN COLOR

WEAKNESS QUICKLY DISREGARDED AND
DISCARDED

RESPONSE RATE 3.42%
COST LEAD TIME 3 BUSINESS DAYS

THE BUZZ THE OLD STANDARD. GOOD WHEN
THE PERSONAL TOUCH COUNTS. WARNING -
THIS ONE HAS WORN OUT ITS WELCOME.

Source: USPS.com, Direct Marketing Association’s 2010 Response
Rate Study and AMI-Results.com
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STRENGTH VISUAL IMPACT WITH ADDED
SPACE FOR CONTENT

WEAKNESS SEALING THE SELF-MAILER
CREATES OPENING PROBLEMS

RESPONSE RATE 5%

LEAD TIME 3 - 5 BUSINESS DAYS

THE BUZZ TWICE THE SPACE OF THE
POSTCARD WITH THE ADDED BENEFIT OF A
TEASER OUTSIDE, REVEAL INSIDE EFFECT.

Source: Direct Marketing Association’s 2015 Response Rate Study
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STRENGTH VISUAL IMPACT WITH ADDED
SPACE FOR CONTENT

WEAKNESS SEALING THE SELF-MAILER
CREATES OPENING PROBLEMS

RESPONSE RATE 5%

LEAD TIME 3 - 5 BUSINESS DAYS

THE BUZZ \WORKS LIKE THE 7X5.25 SELF-
MAILER BUT WITH MORE SPACE FOR MORE
IMPACT.

Source: Direct Marketing Association’s 2015 Response Rate Study
and CDMP 2016 Direct Mail Fact Book
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MACARTHUR BLVD ,

Og]lmunlty Ot STRENGTH VISUAL IMPACT WITH ADDED
asses ;e SPACE FOR CONTENT

Learn - fnancial | BTN WEAKNESS SEALING THE SELF-MAILER
ol o CREATES OPENING PROBLEMS

Hopel~ Indians ey
Heahng u»Irvmg o S, resrbonse manis

LEAD TIME 3 - 5 BUSINESS DAYS

THE BUZZ MORE PANELS, MORE SPACE,
MORE CONTENT.

Source: Direct Marketing Association’s 2015 Response Rate Study
and CDMP 2016 Direct Mail Fact Book
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STRENGTH VISUAL IMPACT WITH MORE
PANELS FOR MORE CONTENT

WEAKNESS LESS VISUAL SPACE WHEN
FOLDED THAN THE BI-FOLD SELF MAILER

RESPONSE RATE 5%

LEAD TIME 3 - 5 BUSINESS DAYS

THE BUZZ MORE PANELS, MORE SPACE,
MORE CONTENT.

'Dracticematch

EMPOWERING YOU WITH MORE

Source: Direct Marketing Association’s 2015 Response Rate Study
and CDMP 2016 Direct Mail Fact Book
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8.5X3.25
3-5D

2P SM

10.5X4.25
3-5D

KEY:

PLAYER
DIMENSION
COST | RESPONSE RATE
LEAD TIME
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Print Provides an Opportunity to Differentiate

® The CMO Council found that the average response rate for emails is
0.12%, whereas the average response rate for direct mail is 4.4%.

® According to the Mail Media Centre, while 11% of marketing emails are
opened, the open rate is 91% for prospecting direct mail.

® A survey by Print in The Mix found 79% of consumers act on a brand's
direct mail piece immediately
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Print is Viewed as Trustworthy

® According to a Print In the Mix survey, 56% of respondents say they
found printed material to be the 'most trustworthy' of media channels.

® The same survey found that nearly half of the respondents said they've
retained a direct mail piece for future reference, and 17% regularly do
SO.

® A study by VTT Technical Research Centre of Finland found that
consumers trust advertising in print media more than any other media.
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Print Helps to Connect the Online & Offline Worlds

® Printing Industries of America found that 67% of online searches are
driven by offline messages, with 39% of shoppers making a purchase.

® Shoppers who receive a direct mail piece pointing them to an online
site spend an average of 13% more than those who do not receive a
printed piece.

® \\ebsites supported by catalogs yield 163% more revenue than those
not supported by catalogs.
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Did you know that variable data marketing
increases response rates by 36%, decreases
response time by 34%, and can return 30 times
the ROI of standard marketing?
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Why should I use direct mail in my marketing
mix? Isn’t it a lot cheaper to use digital
marketing? In some cases, digital marketing can
be cheaper, but the real concern for the
marketer should be return on investment. Direct
Mail continues today to have a very compelling
ROI when it is designed well and when the
proper amount of effort has gone into securing
the right data for the particular campaign.
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What types of response rates should I expect
from direct mail? 2-4% (or higher) is not
uncommon. There are many factors that
influence response rates; such as the quality of
the list, how compelling is the offer, what is the
quality of the design, eftc...
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