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It’s been widely acknowledged that the pandemic has amplified many existing consumer behaviours and this is certainly true of
the way people have responded to mail. Physical mail’s ability to engage people and drive behaviour has increased noticeably
and marketers and agencies have taken note.  

Many are now looking to include mail in their omnichannel campaigns and for some this will be their first experience of
orchestrating mail within their media mix. Setting up a Direct Mail (DM) campaign is not difficult but it’s important to understand
mail’s unique properties, how it works in tandem with other channels in the mix and how to  execute a campaign successfully. 

WHY DIRECT MAIL?

A multi-sensory experience 
The first and most obvious quality is that it is physical, it’s designed to be directly interacted with by its recipients. Direct mail
literally gets your brand’s message into your customers’ hands.

But even as a physical format Mail continues to thrive and evolve thanks to new technologies. New innovations such as 3D
mailing packs, built-in QR codes and even augmented reality are expanding the horizons of what is possible through mail.

Mail can also appeal to all five senses; it can make use of touch, sight, sound, taste and smell to influence behaviour. This
multi-sensory experience allows brands to create a tangible, real world connection with audiences and build a stronger
relationship that drives higher recall. Learn more about the Power of Physical including some of the best mail examples from
around the world in this free eBook
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A trusted channel
Technology has brought incredible innovations into our daily lives. But, perhaps this year more than ever before, technology
has also led to consumers feeling overwhelmed. There are 293 billion emails, 65 billion WhatsApp messages and 23 billion
texts sent every day. This bombardment can make it difficult to engage with - or trust - digital communications.

Mail is welcomed by customers of all ages – and particularly those who have grown up in the digital age. Our research found
that mail drives trust and adds authenticity to communications, with 70% of consumers finding that mail makes them feel
valued. The latest figures from IPA Touchpoints 2020 support this and show trust from consumers in mail has increased, whilst
trust in digital and social channels has shrunk.

Real cut-through
Because it’s tangible – picked up and handled by a customer – Direct Mail possesses uniquely strong powers of engagement.
And these qualities are getting stronger in the current pandemic context. 

In Q2 of 2019, figures from Joint Industry Committee for Mail (JICMAIL)  - the independent audience measurement body for
advertising mail and door drops - showed that consumers engaged with 91% of all Direct Mail. By Q2 2020, this figure had
soared to 96%. It’s important to recognise that this engagement isn’t just a one-time moment upon opening the letter.

Recent JICMAIL figures also reveal a record-breaking frequency of exposure (4.5 interactions) and that 56% of all mail items
are still in the home after 28 days, embedding a brand in the home environment and delivering longer-term engagement. 

This is particularly true with younger audiences. Mail in younger households is just as likely to be shared with cohabitants as
other age groups – but it will stay in the home (i.e. before being thrown or filed away) for 10.4 days – nearly two days longer
than the average mail piece.

Despite being half as likely to be targeted by Direct Mail or Door Drop as the average UK adult, Mail is one of the most
effective ways to reach the Gen Z audience – with JICMAIL showing that this audience is 40% more likely to claim that mail
can change their mind about a brand than the average GB adult.

This receptivity to the physical is supported by YouGov research that says 88% of Gen Z respondents would prefer brand
experiences which are delivered by blending digital and physical channels.

HOW DO DIRECT MAIL AND DIGITAL COMBINE?

Direct Mail and Digital can enjoy a powerful partnership, especially as they share a key similarity: both channels work best
when they are fuelled by carefully segmented data.

Smart use of data enables brands to deliver a personalised, timely and relevant message – if synchronised across digital and
physical channels this means brands can not only gain the attention of their target audience but drive actions too.

The latest figures from JICMAIL reveal the symbiotic relationship between mail and digital, finding that 70% of people have
been driven towards an online activity by direct mail.
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Toyota revs up excitement with mail
Toyota leveraged mail’s ability to create a buzz and drive traffic online when promoting its latest Corolla. Using mail, a
microchip and a timer, Toyota created a race for recipients to view the car online as it was unveiled for the first time. Traffic to
the Corolla website increased by 257%, resulting in a 900% increase in test drives and adding 8,000 people onto the waiting
list.

Browsing behaviour and signals of intent from digital can be followed up physically through Programmatic Direct Mail. Brands
can reach out to consumers when they have shown purchase consideration of a product or service within 24-48 hours with a
highly personalised, physical communication to drive better conversion.

Offline retargeting with Benefit Cosmetics
Benefit Cosmetics ‘nudged’ potential customers based on their browsing history. The brand identified which products their
customers were browsing online, before sending a mail package offering the same items. This simple, personalised approach
dramatically reduced basket abandonment and sparked an uplift in sales in the selected products by 37%. For more about the
Benefit Programmatic Mail campaign, see here.

MARKETING AUTOMATION FOR ALL

The pandemic has accelerated the transition to digital for both businesses and consumers – and for mail as well. The lines
between channels are blurring, and as direct mail is fully capable of being automated, it shouldn’t be viewed any different to
digital channels.

Marketers can now trigger mail campaigns in the same way they activate email, SMS, and push messages through platforms
like Adobe Campaign, Salesforce, Oracle Marketing Cloud, Act-On and Optilyz. We've written a blog on why you should
consider integrating mail into your marketing automation strategy, view it here.
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5 TOP TIPS FOR PLANNING AND EXECUTING DIRECT MAIL 

1. Define your objectives and your audience

Have a clear idea of what goals you want your communications to achieve. Are you focused on 
driving online sales? Do you want to raise awareness of a new product/service? Influence 
behavioural change? Whatever your goal – you need to have a clear view of what you want to 
invest and how you measure success.

You also need a clear picture of your audience and their challenges. Ask yourself why they would 
be interested in your product or service? Will they have heard of you? Have you contacted them 
before? The answers to questions like these can help you find the right balance for your message – 
such as information on your product versus boosting your credentials.

2. Know your mail tools

For many digital-first marketers, the mail types available may be unfamiliar. But the objective and 
target audience of any campaign should dictate the channel (s) used – and it’s never been so easy 
or effective for marketers to intelligently incorporate mail into their communications.

Direct Mail is addressed mail sent to a named person. Because DM bears the recipient’s name it 
starts building a strong one-to-one relationship and it allows for tailored offers and promotions. The 
personal aspect is one of the reasons why DM has a 96% engagement rate.

Partially Addressed Mail allows marketers to target a potentially receptive new audience. It works 
by targeting small groups of selected households identified because they share common 
demographics and behaviours. For instance, a piece of mail addressed to ‘Pet Lover’ or ‘Kitchen 
Wiz’ is likely to get attention. It’s the highly targeted way to acquire customers without requiring their 
personal data but by using postcode data instead.  

Partially Addressed Mail allows you to either top up in areas where you have existing customers or 
find new postcode areas with similar profiles to your existing customers using geo-demographic 
targeting. 

Door Drops are a cost-effective way to reach new customers locally and nationally without using 
personal data. You can reach your choice of almost 30 million households.

3. Craft your message

A major strength of addressed direct mail is the ability to personalise and tailor the message. 
Marketers should leverage data to deliver highly personalised physical communications - research 
shows that personalised mail is 35% more likely to drive an actual purchase than unaddressed mail. 

But to make the most of your personalised message – be sure to include a clear 'call to action' that 
drives a response from the recipient. Whilst younger audiences are more receptive to mail than 
ever before they have the least experience of it as a medium. Ensure that both creative and copy 
clearly signpost the routes to action for the recipient. 

4. Consider how mail integrates

The most effective marketing is often multi-channel. Can you identify trigger moments in the journey 
where customers haven’t responded to email or SMS, where a mailing might prompt action? Can 
you further convert awareness into action through mail following a TV or a social media campaign? 
Marketers need to maximise their CRM toolkits and think about how to best integrate mail into a 
wider campaign and influence consumers across a journey.

5. Choose your mail creative wisely

There are so many creative and immersive elements that you can use with mail, from sensory 
additions like smell and touch, to digital devices like QR codes, AI and image recognition, clever 
variations of long or short copy - even paper that can be opened in an innovative and unique way.

However, it is crucial to ensure these possibilities and innovations align with the objective and 
message of the piece. They must contribute towards the storytelling: used as memorable devices 
rather than forgettable gimmicks. 

Should your mailing pack contain multiple elements, i.e. brochure and letter, make sure each of 
them works independently, as well as collectively since customers may not necessarily interact with 
these in the order that  you’d like them to.

Speak to DMCS and they can advise what has worked well in their 35 experience of producing 
direct mail packs.
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