12 Steps to an Effective Direct Mail Campaign

Direct mail campaigns still remain a key tool in the overall marketing plans of many small
businesses. When planned, executed and refined correctly, they can be a very effective way of
gaining visibility with tangible and measurable results. Here are 12 strategies for optimizing your
efforts:

Starting with the Basics

1. Identify your market: Where will you be sending your pieces and why? The narrower your
target audience, the more effective your campaign will be because your message and offer
will resonate more clearly.

2. Focus your message on benefits: Ensure that your copywriting includes the benefits most
valuable to the consumer rather than the features of your product or service. Most consumers
value cost, peace of mind, convenience and quality. For instance, if you are a plumbing
company, focus on your prompt arrival and customer quotes more strongly than the number
of years you have been in business. If you are a restaurant in a busy location, make sure the
consumer knows about your convenient parking lot or valet service. For more details about
constructing your message for maximum impact, check out these 14 Tips for Better Punch at
http://contractormag.com/columns/michel/power-direct-mail-campaigns-0909/

3. Create an easy and direct call to action: What do you want the customer to do — call you,
schedule a free consultation, come in? Be clear, direct and frequent in your copy and
consider creating a sense of urgency or scarcity by letting them know that supplies or space
are limited.

4. Designing the piece: Make sure that you do not spend time and money on your piece, only
to find out that you could have saved on postage expense based on certain design
specifications. Here is a great resource for postal requirements and rates:
http://www.oaktreemarketing.com/tips.html

5. Testing the offer - sub-lists and tracking codes: Experiment with different offers by
targeting different small portions of your list. When you test the offer it helps to be able to
track your results. Create a code on your test offer that can be read back to you by
customers. For instance, insert the date and specific list number within the code so that you
can easily trace it. When one group performs well, send that offer to the remainder of the
list.

Maximizing Your Impact

6. Direct mail cannot stand alone: Companies that see the highest response rate from their
direct mail campaigns are those that integrate it with other marketing efforts. Also, one
single mailing does not make a campaign. Be prepared to send out a series of mailings to
create a better response rate — consistency is key.
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Refine and update your list: As you receive feedback and new responses, make sure you
keep those records current. Having your sales team connect with existing clients on a regular
basis aids in keeping your internal list accurate. If you maintain a retail storefront, get in the
habit of verifying customer contact information when they visit.

Repurpose: When appropriate use your same mailers for local events, sales kits, handouts,
etc. so that you can take advantage of high volume printing discounts. Consider mailing to
your vendors as well as your prospects.

Make it personal: Personalize your messages as much as possible. Do not limit this to just
the envelope or introduction; insert the consumer’s name as often as is reasonable. Also,
pictures (you, your staff, your trucks, etc.) help to make a personal connection with your
consumer.

Testimonials are not lip service: When they sound authentic and are tied directly to your
key benefits, testimonials are a great way of social-proofing your expertise. Including
tangible success stories helps to quantify the consumer’s return on investment. Testimonials
with a picture of the customer are most effective.

Connect in every piece: Always include your response cards and coupons in each mailing,
S0 you can continue to add those responses to your internal list.

Follow up: Sticking with only a passive means of communication with your consumer limits
your response rate. Whenever possible, follow up with both initial responders and non-
responders. Telemarketing is a quick, engaging and effective way to assess responses.

Direct mail is a powerful and dynamic marketing tool. It provides you the opportunity to
improve and hone its effectiveness through your design, your message, your offers and your
targeting. Even if you just refine your campaign with a few of these tips with each mailing, you
will see measurable results.



