
1© InfoTrends www.infotrends.com© InfoTrends

Direct Mail: Integral to the Marketing Mix

Barbara Pellow
Group Director
April 2016



2© InfoTrends www.infotrends.com

What A Difference a Few Decades Makes!
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The Bottom Line for Direct Mail

• Consumers still enjoy direct mail

• Direct mail drives action

• It can move recipients to digital 
channels

• Direct mail is personal

• It is flexible… from postcards to letters 
to catalogs to dimensional mailers

• Targeted direct mail offers measurable 
results for marketers
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• Direct Mail: Just the Facts

• What Direct Marketers Need

• What Consumers Want

• Print Service Providers… Your Customers… Are 
Responding!

• Recommendations and Conclusions

Topics
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Direct Mail: Just the Facts
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Direct Mail is Big Business!

Direct mail
$46.0 

Search
$24.2 

Display
$23.4 

Other digital
$5.5 

Email
$2.1 

Source: DMA 2015 Statistical Fact Book/Winterberry Group 2015 (excludes Teleservices)

• U.S. direct marketing spend was $101.2 billion in 2014

• Direct mail remains a central component of direct marketing 

2014 Direct Marketing Spending

$46 Billion
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2016: Direct Mail is on the Rise!

We will send 
fewer direct 
mail pieces

12.0%

We will send 
about the 

same number 
of direct mail 

pieces
56.0%

We will send 
more direct 
mail pieces

32.0%

How do you expect the amount of direct mail that your company sends out next year to 
change in relation to last year?

“Our direct mail volume is up and the 
number of jobs is up even more to hit 
that volume; shorter runs get messages 
out faster and are more variable.”

– Large U.S. PSP with strong marketing 
service capabilities

N = 25 U.S. Respondents
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015
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Direct Mail Drives Action!

“Direct mail is far more 
persuasive than digital media. 
It generates a motivation score 
that is 20% higher than digital 
media – even more so when the 
direct mail creative appeals to 
more senses beyond touch.”

Source: A Bias for Action, Canada Post and True Impact Marketing, July 2015
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Direct Mail is Easy!

“Direct mail is easier to 
understand than digital media. 
It requires 21% less cognitive 
effort to process.”

Source: A Bias for Action, Canada Post and True Impact Marketing, July 2015

It’s Simple…

Direct Mail 
Gets Noticed!
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Direct Mail Builds Brands

“Brand recall was 70% higher among participants who were 
exposed to direct mail ads rather than digital ads.”

Source: A Bias for Action, Canada Post and True Impact Marketing, July 2015
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What Direct Marketers Need
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It’s All About the Customer Experience!
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0.8%

9.9%

11.6%

14.0%

17.1%

19.3%

19.6%

19.8%

22.3%

23.3%

23.9%

31.5%

36.3%

37.1%

0% 10% 20% 30% 40%

Other

Improve business user enablement

Achieve regulatory/legal compliance

Reduce overall communication costs

Reduce operational costs

Reduce strain on IT staff

Drive behavioral changes in customers

Reduce IT costs

Reduce risks

Increase up-sell/cross-sell opportunities

Reduce customer churn

Better understand customer behaviors

Increase customer loyalty

Improve the customer experience

What are the most important business objectives that your company hopes to achieve in 
enhancing customer communications?

N = 800 Respondents
Source: Customer Engagement Technologies State of the Market Study, InfoTrends 2015

Multiple Responses Permitted

Top Business Objectives



14© InfoTrends www.infotrends.com

How is/will your company’s total communications spending (be) distributed by the various
communication types that you use?

• Print is and will remain a 
prominent channel, 
although it is expected to 
decline in terms of share of 
communication spending.

• Online and mobile will see 
the greatest growth. 

29.0% 25.9%

21.0% 23.2%

16.8% 17.1%

12.5% 11.8%

10.2% 10.3%

9.0% 10.4%

0%

20%

40%

60%

80%

100%

Today In 2 Years

Print Online/Web Video Events

Audio Mobile Other

N = 883 Enterprise Respondents
Source: Micro to Mega: Trends in Business Communications, InfoTrends 2015

Annual
Growth Rate

7.8%

-2.8%

0.9%

5.2%

-5.3%

0.5%

Print: Still Integral to the Customer Experience
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The Experience Must be Personal
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7.1%

13.5%

14.5%

16.5%

17.5%

20.9%

24.2%

24.9%

28.3%

29.0%

30.6%

36.0%

38.4%

39.4%

0% 10% 20% 30% 40%

Access improvements for disabled customers

Multilingual comm./expansion of supported languages

Optimize mobile comm. to match device's screen size

Better channel preference management

Improve/overhaul communication layout or design

Offer digital mailboxes

Provide staff w/ real-time customer order/comm. history

Synchronize brand/comm. experience across multiple touchpoints

Better social media monitoring and responding

Offer or expand mobile communications

More billing or payment options (e.g., mobile payments)

Offer or expand digital self-service capabilities

Better data-driven personalization and relevant comm.

Better tailored offerings

How does your company plan to improve customer experience as it relates to customer 
communications?

N = 297 Respondents who invest in CCM to improve the customer experience
Source: Customer Engagement Technologies State of the Market Study, InfoTrends 2015

Multiple Responses Permitted

Businesses Turn to Relevant Personalization that Sells
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Over 61% of campaigns 
are targeted… because 

one size does not fit 
all!

Mass 
Marketing  

(One-to-Many)
38.7%

Segmented 
Marketing 

(One-to-Few)
33.6%

Personalized 
Marketing 

(One-to-One)
27.7%

N = 861 Enterprise Respondents with external customer communications
Source: Micro to Mega: Trends in Business Communications, InfoTrends 2015

What percentage of your customer communications or marketing campaigns fit into the 
following categories?

Audience-Targeting Approaches
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16.0%

56.0%

56.0%

0% 20% 40% 60%

Advanced customer segmentation based on recent
interactions, frequency of interactions, or customer

spending

Lifecycle marketing (e.g., analyzing how customer
relationships with your company evolve over time)

Customer segmentation using multiple data sets
housed in different repositories (e.g., CRM systems,

sales data, ERP data)

Do you do any of the following when designing your direct mail campaigns?

N = 25 U.S. Respondents
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

Multiple Responses Permitted

Marketers Are Focused on Increased Sophistication
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The Challenge… In a Word
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“When the archer misses the 
mark, he turns and looks for the 
fault within himself. Failure to 
hit the bullseye is never the 
fault of the target. It is about 
improving your aim.” 

– Anonymous

Improve Your Aim!
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On a scale of 1 to 4, how challenging are the following areas for your direct mail efforts?

Direct Mail Challenges

92.0%

76.0%

44.0%

40.0%

48.0%

20.0%

52.0%

56.0%

48.0%

96.0%

0% 20% 40% 60% 80% 100%

Data collection

Data segmentation and analysis

Aggregating multiple data sources to create
effective and targeted customer lists

Data cleansing

Personalizing direct mail pieces based on customer
data

Performing predictive modeling

1 - Not challenging at all 2 - Small challenge 3 - Challenging 4 - Extremely challenging

N = 25 U.S. Respondents
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

Mean 
Ratings:

3.0

2.6

2.5

2.5

2.2

2.0
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Using Direct Mail to Drive Consumers to Other Channels
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Service providers that aren’t evaluating cross-media services 
are missing a major portion of the revenue opportunity!

One 
8.0%

Two
28.4%

Three
40.8%

Four
15.5%

Five or 
more
2.5%

Don’t know
4.8%

• Average number of media types 

used in a campaign: 3

• About 35% of respondents are 

linking print and digital media.

• Respondents linking print to 

digital media report that 49%
of marketing campaigns or 
initiatives have combined print 
and digital media.

N = 861 Enterprise Respondents with external customer communications
Source: Micro to Mega: Trends in Business Communications, InfoTrends 2015

How many different types of media does your company use for a typical communication/
marketing campaign?

Direct Mail is Omni-Channel
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36.3%
40.7%

46.7%
46.7%
47.1%

51.4%
52.6%
52.7%
53.6%
53.6%

56.1%
56.7%

60.0%
61.7%
62.0%
62.0%
62.0%

64.8%
68.6%
69.0%

75.0%
78.3%

81.9%
82.1%
83.5%
84.0%
84.4%

87.2%

0% 20% 40% 60% 80% 100%

Printed Apparel
Business Cards

Financial/Legal Materials
Investor Publications

Product Documentation
Accounting/Payroll/Materials Core to Operations

Labels
Signage

Office Stationery
Packaging

Forms
ID Cards

Proposals/Contracts
Statements/Invoices

Reports
Customer Welcome Kits

Promotional Products
Training Materials
Point-of-Purchase

Presentations
Books

Magazines/Journals
Direct Mail

Brochures & Other Sales/Marketing Collateral
Advertising Materials

Newsletters
Catalogs

Directories

Multiple Responses Permitted 

What types of printed media have included a link to digital media in the past 12 months?

Marketers are 
linking print to 

digital channels to 
drive consumer 
engagement.

N = 883 Enterprise Respondents
Source: Micro to Mega: Trends in Business Communications, InfoTrends 2015

Connecting Print to Digital Channels
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The Resurgence of Catalogs: A Cross-Media Reminder
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2.4%

4.6%

4.7%

4.9%

5.4%

5.5%

6.4%

6.4%

0% 2% 4% 6% 8%

Inbound & scanning

Document design & multi-channel composition

Content management

Campaign management & marketing automation

Output management & workflow automation

Interactive/correspondence communications

Mobile (native) applications

Social media listening, data analytics, response mgmt.

How do you expect IT spending to change for the following communication areas between 
2015 and 2016? (Mean Increases)

N = Varies; Base: All respondents
Source: Customer Engagement Technologies State of the Market Study, InfoTrends 2015

All Channels On!
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Augmented Reality NFC Tags

Mobile Bar Codes

Direct Mail: Leveraging Technology Trends
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And It’s Trackable!

Business 
Performance 

Metrics & KPIS: Past 
(What Did We Do?)

Diagnostic Metrics:
Present (What is 

Working?)

Lending Indicators:
Future (What Will 

We Be Doing?

Revenue Metrics
Aggregate impact 
on company revenue

• Lead generation 
versus targets

• Cycle time

• Conversion rate 
versus trend or 
benchmark

• Size of prospect 
database

• Marketing 
contribution 
forecast

Marketing Program 
Performance 
Metrics

Incremental 
contribution of 
individual marketing 
programs

• Investment
• Pipeline

contribution
• Program ROI

• Response rates
• Life over control

group

• Expected 
contribution 
forecast

Profit Per Customer
Lifetime value of an 
incremental 
customer

• Average selling 
price

• Investment to 
acquire a 
customer

• Marginal cost to 
serve

• Retention rates
• Products per 

customer
• Net promoter 

scores



29© InfoTrends www.infotrends.com

The Direct Marketer Perspective

• Direct mail remains a key component of direct marketing activities and total spend 

• Direct mail volume is expected to remain high; key drivers include improved data, 
convergence of technology trends, and effectiveness

• There is focus on leveraging direct mail as part of an improved customer 
communication experience 

• Increased integration with other channels is critical

• There is gaining momentum pushing more use of personalization

− Increased use of data analytics to drive greater personalization

− Increased relevancy to direct mail

• Direct mail can be easily tracked and results are attributable

• Challenges for direct mail include:

− Need for improving data

− Reaching the right customer at the right time via the right channel
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What Consumers Want
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Consumers Like Mail!

• Mean number of direct mail 
pieces received in past week:
− 3.5 letters in envelopes
− 2.4 flyers/pamphlets
− 1.9 brochures
− 1.3 postcards

• 66% of direct mail is opened

• 82% of direct mail is read for a 
minute or more

Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015
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Consumers Like Catalogs Too!

Base: 863 U.S. Respondents who receive catalogs
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

Frequency of Reading Catalogs
• 64% of consumers regularly or almost always 

read catalogs
• Another 28% occasionally read them

Perception of a Catalog’s Value
• 74% of consumers like catalogs and consider 

them to be useful tools for learning about 
products

• Nearly a quarter of consumers (23%) strongly 
agree with this sentiment

Catalog Usage Characteristics
• 90% of consumers use catalogs as tools to learn 

and get ideas about things that interest them
• 43% of consumers that read catalogs do this 

frequently
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78% of Consumers Think Direct Mail Is Effective

Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015
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How Can You Drive Results?
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Consumers—Especially Millennials—Expect Personalization!
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29.2% 30.1%
36.1%

27.0% 26.9%

12.9%

55.0% 53.0%

54.2%

58.4%
53.2%

54.8%

12.4% 12.0%
6.6%

10.1% 17.9%

29.0%

3.4% 4.8% 3.0% 4.5% 3.2%

0%

20%

40%

60%

80%

100%

Total Ages 18 to 24 Ages 25 to 34 Ages 35 to 49 Ages 50 to 65 Ages 66+

Yes, Much Yes, Slightly No Don't Know

Does the customization of a direct mail piece make you more likely to open/read it?

N = 614 83 166 178 156 31

Base: U.S. Respondents who receive direct mail that reflects a high level of customization
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

Personalization Drives Results!
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29% 27%

21%
25%

0%

20%

40%

60%

80%

Total Ages 18 to 24 Ages 25 to 34 Ages 35 to 49 Ages 50 to 65 Ages 66+

I am interested in the products/services the direct mail piece offers

The direct mail piece has information that reflects my needs/interests

I have a positive view of the company that mailed the piece

Reading direct mail pieces is a leisure activity for me

The quality of the piece's printing/images was especially high

The quality of the paper was especially high

For which of the following reasons have you chosen to open direct mail?

Base: U.S. Respondents who look at the direct mail they receive
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

N = 888 131 212 250 250 45

Relevance Drives Open Rates



38© InfoTrends www.infotrends.com

9.6% 12.6%
18.5%

6.0% 5.2%

17.1% 15.6%

22.2%

18.7%
14.3%

4.4%

41.6%
33.3%

36.1%

46.0%

42.5%
62.2%

27.3%

28.1%

18.5% 26.2%
35.7% 26.7%

4.4%
10.4%

4.6% 4.4%

0%

20%

40%

60%

80%

100%

Total Ages 18 to 24 Ages 25 to 34 Ages 35 to 49 Ages 50 to 65 Ages 66+

Very frequently Frequently Somewhat often Rarely Never

How frequently do you receive direct mail with high level of customization that makes the 
material more interesting to you?

Base: U.S. Respondents who look at the direct mail they receive
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

N = 900 135 216 252 252 45

41%

But There’s a Gap in Frequency!
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0%

10%

20%

30%

40%

50%

60%

70%

Total Ages 18 to 24 Ages 25 to 34 Ages 35 to 49 Ages 50 to 65 Ages 66+

Coupons on products I recently purchased A promotional offer based on a product I own
A promotion that reflects websites I visited Images that reflect my interests
Information that is directly relevant to me Service offering based on my age, gender, etc.
Financial service or product that reflects my income Other
None of the above

What types of personalization have you noticed in the direct mail sent to you or your family?

N = 614 83 166 178 156 31

Base: U.S. Respondents who receive direct mail that reflects a high level of customization
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

The Offer: Customization that Consumers Notice!
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14.9% 19.3% 23.1%
15.1%

6.0% 11.1%

31.8% 27.4%

34.3%

34.1%

30.6%
26.7%

25.3% 28.9%

20.8%
25.4%

25.8%
33.3%

28.0% 24.4% 21.8% 25.4%
37.7%

28.9%

0%

20%

40%

60%

80%

100%

Total Ages 18 to 24 Ages 25 to 34 Ages 35 to 49 Ages 50 to 65 Ages 66+

Major Effect Moderate Effect Minor Effect No Effect

What type of effect does the quality of printing/paper have on your decision to open and 
read a piece of direct mail?

Base: U.S. Respondents who look at the direct mail they receive
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

N = 900 135 216 252 252 45

Quality Counts!
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The Fight is On…
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And the Winner is Direct Mail!

33.3% 34.1%
40.7%

29.0% 31.7% 28.9%

22.9%
29.6%

23.1%

24.2% 18.3% 20.0%

34.1%
29.6% 30.6%

37.3%
36.1% 35.6%

9.7% 6.7% 5.6% 9.5% 13.9% 15.6%

0%

20%

40%

60%

80%

100%

Total Ages 18 to 24 Ages 25 to 34 Ages 35 to 49 Ages 50 to 65 Ages 66+

Direct Mail e-Mail Equally Likely to Read Both Don’t Know

Are you more likely to read an e-mail with a sales/promotional offer OR to look at a piece 
of direct mail?

Base: U.S. Respondents who look at the direct mail they receive
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

N = 900 135 216 252 252 45
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19.6%
26.7%

20.8% 17.5% 15.5%
26.7%

26.7%

26.7%
31.0%

23.0% 28.6%
15.6%

39.3%
33.3% 38.4%

47.2% 35.3% 40.0%

10.6% 9.6% 6.5% 7.9%
15.9%

17.8%

3.9% 3.7% 3.2% 4.4% 4.8%

0%

20%

40%

60%

80%

100%

Total 18 to 24 25 to 34 35 to 49 50 to 65 66+

Email Direct Mail Both are Equally Effective Neither are Effective Don’t Know

In your opinion, which is more effective at getting you to take action, e-mail or direct mail?

Direct Mail Drives Action

Base: U.S. Respondents who look at the direct mail they receive
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

N = 900 135 216 252 252 45
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59.8% 60.7% 57.8% 53.5%
64.1%

77.8%

9.3% 9.0% 11.7%
11.8%

30.9% 30.3% 30.6% 34.7% 30.2%

17.8%

0%

20%

40%

60%

80%

100%

Total 18 to 24 25 to 34 35 to 49 50 to 65 66+

The printed version The digital/ electronic version Both equally

Would you prefer to look at and use a PRINTED catalog or a DIGITAL/ELECTRONIC catalog?

Base: U.S. Respondents who receive catalogs in the mail
Source: Direct Marketing Production Printing & Value-Added Services, InfoTrends 2015

Consumers Also Prefer Printed Catalogs

N = 863 122 206 245 245 45
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Summary:  When it Comes to Consumers…

• Direct Mail is Critical to the Mix

• It Needs to Be:

− Personal

− Relevant

− Engaging

− Omni-Channel

− High-Quality in Terms of Look and 
Feel
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Print Service Providers… Your 
Customers… Are Responding!
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• A new strategy and vision

• Proper positioning in the 
eyes of your customer

• The ability to deal with data

− Partner, acquire, organically 
grow the right skills

• The right resources: 
equipment, software, and 
most importantly people!

What Does it Take to Win in Today’s Direct Mail World?
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Strategies for Success: It’s About More Than Print!

• Service providers have built a 
strategy designed to “close the 
gap” for marketers

− Strategy

− Data: Relevant offers and 
personalized communications

− Cross-channel customer experiences

− Return on investment analysis

GLS Companies

Pii
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Strategies for Differentiation

• “Our strategy is ‘from ideas to implementation,’ and 
we are experiencing tremendous success. We are 
crazy busy and have a backlog that takes us well into 
2016. The agency side of the business is up 35%.”

• “We have moved from the kids’ table to the adults’ 
table. Now that our resources speak their language, 
our customers are not telling us what to do… they’re 
asking us what we’re capable of to make their 
programs more effective!”

• “Printers need to think like marketers. Printing is 
only an output solution. If it’s used in concert with 
digital marketing technologies, we have power. One 
plus one can equal four.”
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Marketing Repositioning: IWCO is Leading with Data
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GLS Companies/NEXT: Data-Driven Precision Marketing
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Pii: A Data-Driven Customer Engagement Company

“We acquired ICS last year for two 
key reasons. First, it gave us an 
entry point to the automotive 
industry, which is driven by 
targeted campaigns. Second, the 
bulk of its revenues come from 
data strategy, list strategy, and 
analytics. That rounded out our 
offerings, and the industry is 
expecting providers to have data 
capabilities.”
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Data Services: At the Core of Direct Marketing
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Customers Are Starting to Expect More!

Mailing Services

• Seamless acceptance/e-induction
• On-site postal verification
• NDC/SCF destination delivery 

coordination
• Full-service IMB-Certified Mail Service 

Provider
• Reporting systems for Drop Ship delivery 

verification and IMB mail piece tracking
• Complete postal reconciliation and 

reporting
• Customized mail tracking reports
• Mail tracking for in-home delivery dates 

and each mail piece
• Co-mingling/drop shipment/co-

palletization

Data Processing

• Fundamental data hygiene
– Mailing list hygiene
– NCOA processing
– CASS certification and presorting

• Letter text setup with variable 
data programming

• Custom programming/online 
proofing
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A Number of Strategies for Becoming a Data Leader

• IWCO delivers 
advanced data services 
through partnering

• GLS Companies 
acquired an agency 
(NEXT) with data skills; 
PII acquired ICS

• Data-Mail built a data 
subsidiary called 
intelisent
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The Resulting Data Services Portfolio

• Data audit

• List management and purchasing

• Audience identification and scope

• Data mining

• Predictive modeling

• Primary and secondary research

• Attribution analysis

• ROI analysis
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Digital Print Technology and Beyond…

• Investments In:

− Technology 

• Inkjet for affordable personalization

− People 

• Programmers 

• Data Processing Specialists

• Creative talent that can design for 
cross-media

• Data Analysts/Data Scientists

• Workflow Architecture Specialists
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Changing Sales Dynamics

• Moving away from responding to RFPs and 
RFQs to delivering insight to customers 
about re-engineering traditional marketing 
programs and yielding better ROI

• Selling programs (rather than projects) that 
encompass strategy, workflow, 
on-boarding, and maintenance while 
yielding higher margins

• A longer sales cycle

• Migrating from sales rep to account 
manager/account executive; the account 
manager assembles the right team to 
support the customer’s business objectives



59© InfoTrends www.infotrends.com

Recommendations and Conclusions
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Conclusions

• Digitally printed direct mail will continue to be a growth opportunity for 
service providers

• Recognize that personalization drives more consumer engagement

− Relevance to the consumer’s individual preferences is the key attention-grabber

• Data will drive direct mail, increased personalization, and response rates

− Data cleansing capabilities

− Design capabilities

− Analytics

− Integration of distinct data sources

• Work with clients to employ integrated campaigns that involve multiple 
touchpoints over time

− The printed communication is valued, but many consumers react to print, e-mail, 
AND digital. Having cross-channel touchpoints will drive higher response rates.
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Educate Marketers on What the Envelope Can Do

• The envelope builds brands

• The envelope motivates direct 
mail opens

• The envelope is a pre-sales 
tool

• The envelope is a critical 
marketing tool
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Options Abound!

• The envelope is integral to the direct mail campaign

• Just like the message it contains, it needs to be…

− Personal

− Relevant

− Engaging

− Omni-Channel

− High-Quality in Terms of Look and Feel

• Direct marketing is alive and well… so put the envelope to 
work!
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Any Questions?


