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Why should we consider Direct Mail

as part of an overall marketing mix?




4
It’s popular.
98% of consumers bring their mail in the day it is delivered, with 72%
bringing it in at the first opportunity



It’s effective. 76% of consumers look at

or read their Direct Mail, and 55% read catalogs
they receive in the mail.




Consumers receiving a ca

as likely to make a purcha
website
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It’s focused.

Delivers a targeted message to a selected audience, so you
can focus on the people who are most likely to respond



Can Direct Mail really get the message

delivered to “the” target audience?



Yes! studies have shown that E

every S1 spent on Direct Mail

vields $12.57 in sales




Maximizing results.
Tips for generating the best ROI.

Be Selective
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Know Your
Audience

Personalize




How is direct mail holding up

in the digital age?
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While marketing
channels have
evolved over the

decades so has
DIRECT MAIL.

AMERICAS HIGHEST MILEAGE
6-PASSENGER CARS.

PLYMOUTH RELIANT-K
WITH FRONT-WHEEL-DRIVE.

FRONT-WHEEL-DRIVE AND HIGH MILEAGE.
The Plymouth Resant b hest mileage rating of

1gor erics. 41° estimated
highway _]kPA estimat od MPG Plymouth’s ad-
m»ed e chnology provdes mare
ang rcdu‘% waignt by

ESTHWY EPA LSTMPG |

FRONT-WHEEL-DRIVE AND S1X-PASSENGER
ROOM.

Relants enqine and tansmssicn are mountod side
ways over Ihe front wheels aiong with the rast of tha
poaertain. This leaves room 101 & passenger com-
partmont that comfortably seats six. It &0 gives
Roliant far Totter traction than that of conventional
cars because all of the engne and transaxie woight is
OVOr the anve whoes

FRONT-WHEEL-DRIVE AND QUALITY.
Hn?hanl i bulll 0 Amonca’s most ac
e AnA




VICTORIA'S
SECRET

Victoria’s Secret Makes a Connection

Utilizing Augmented Reality
with their Print Catalog to Drive Interaction and Sales.



Augmented reality
can dramatically
enhance users’
ability to interact
with print mail they
receive.

Here, the user can
shop in a customized,
fun, and interactive

way from the '

comfort of her couch.




Google

Google Shares the Power of Adwords

With an interactive learning tool
that spans the physical and digital realms —
delivered in the form of a mailed box.



95%

experienced Adwords
and opened the box.

51%

Went online and took

the survey. 10x the
normal response rate.

ROI of
9000%

90x the investment in
the campaign.




lkea Helps Customers Reimagine Their Homes

Using fun,-digital interaction
that brings their print catalog to life



Using an innovative

augmented reality app,

users can scan an lkea ’
print catalogs to get a /ﬂf |
little help visualizing
new furniture in the
room of their choice.

It’s the ultimate
personalized shopping
tool, showing
customers exactly how
lkea can enhance their
homes.




Using Social Media Technology

to trigger either a digital or Direct Mail response to customers
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POST

CUSTOMER
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QGWE mm) AL E-MALL OR SOCIAL
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CUSTOMER

NEGATIVE - NOTIFY CUSTOMER SERVICE
POST TO DIRECTLY RESPOND



Today, mail and technology
make a major impact together.

And the integration potential is still evolving.



How do you see direct mail fitting into

integrated marketing campaigns?
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Direct Mail can be the lynchpin
for integrated marketing campaigns




USPS practices what it preaches

Mailed its Holiday Playbook to approximately 129 million
households as part of its integrated 2014 holiday campaign

YOUR 2074 «
HOLIDAY
PLANNER

YOUR 2014
HOLIDAY
+ PLAYBOOK

¢
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USPS Holiday DM Results

15% of the population surveyed, recall receiving the Playbook.
Average response rate according to DMA is 3.4%.

Positive effect on USPS brand Used as a resource guide

- 3 2 0%
Changing and Easier to use Good value Kept Playbook Shared Playbook
improving

100% WHAT’S NEXT WITH
USPS PLAYBOOK"

54%

% YES

23%

WA Little Ef_'-r.r.r_'-r,-’r‘f‘ll_;lf_'h About the same ittle Worse,/Much
Better (Top 2 box) (Middle) rse (Bottom 2 Box)
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USPS Holiday Microsites

Mobile Optimized landing pages for digital interaction
with USPS Holiday Playbook

sese0 = 3:15 PM

ourseason.com

eeecl BELL F 421 PM CBELLT 4:21 PM T 100% .-

= = =
e O RFLL T 421 PM 100%, -— » | toecs BELL T 421 PM 1000 -
= = HOLIDAY STAMP R > 3 : IMPORTANT SHIPPING DATES = =

™
COLLECTIONS TH.S Is. OUR s'EASON Keep all your impartant holiday shippina
SCHEDULE A FREE PICKUP Sa il s crds T Aty B0k . dates right in your pocket, so you can make FIND MAILBOXES
exclusive collection of holiday stamps.
REVIEW PICKUP DETAILS

the right plays at the right tme AND LOCATIONS

USPS pinpaint your way to a
rée holiday victory.
visit the m.
far these locatians

BUSIEST MAILING / DELIVERY DAYS A

DEC

Busiest Mailing Cay for cards,
THIS 1S EVERYTHING YOU NEED TO WIN THE HOLIDAYS, 20 letters & packages

")

9 9

CFC  Busiest Delive O

Date: Octoter 10 3014 Q &letters ackages
Time: lo0v e - o
o, of Backages: 2 HOLIDAY _ oRDER TRACK ] 23 151 Delivery Day for packs MAILBOXE:
Package Type: Pricr P FREE BOXES PACKAGES : : A
Package Location: 4 < rHee
o @ UV DOMESTIC SHIPPING V' RETAIL LOCATIONS
Special Instructions: Pleasa g tie

LavE P ORIA e L S Sasiis T INTERNATIONAL SHIPPING v

LOCATIONS A PICKUP AR APP

m Order today and we'll deliver right to your door MILITARY SHIPPING v FIND LOCATIONS

- SEE OUR MAILBOXES COME TO LIFE. GET THE USPS® AR APP!

-

BUY STAMPS
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USPS Holiday DM Results

Holiday microsite visits; Outperformed control by nearly double

DM HOLIDAY URL 016%

VISITORS: 181,162 014%
0.14%

% Number of visitors /
DMs Dropped

0.12%

0.10%

0.08%

0.06%

0.04%

0.02%

2014 PLAYBOOK: PRIORITY MAIL FOCUS

CONTROL:
2013 UPDATED

0.00% -
QurSeason.com SendCheercom 27



Utilized Augmented Reality

Trigger from Direct Mail and iconic blue boxes

TAPTO
GETREADY

UNITED STATES
POSTAL SERVICE

¢ ] N
SCHEDULE &8

A PICKUP
, [PREE



USPS Holiday DM Results

Augmented reality drove digital interaction

Scheduling a free pickup 20
of packages for shipping 64

Buying Rudolph Holiday Stamps 64 21
Ordering free Priority Mail boxes 61 18
for shipping needs
Tracking packages 62 37

One-third used the
Shipping items through 61 20 USPS AR app
Priority Mail Express
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How has E-commerce affected the U.S. Mail?
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It has reinvigorated Direct Mail.

78% of consumers react to direct mail immediately
44% visit a brand’s website when receiving mail

Nearly of consumers have a retailer’s catalog handy
1in 3 When making an online purchase

58% of online shoppers browse catalogs for ideas

52% of companies have incorporated quick
response (QR) codes in catalogs or direct mail

Sources: Direct Marketing Association, Kurt Salmon, Multi- Channel Merchant 31



Mail is driving online traffic.

QR codes, augmented reality, PURLS, and intelligent print imaging
have closed the gap between the physical and digital space.




What consumer group will be a

“sweet spot” for direct mail in the future?
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Millennials
By 2030 will outhnumber BOOMERS by 22 Million

61.7m 75.6m

Gen We Millenials Gen Xers Boomers
0-15 16-34 35-47 48-66

39.9m

Matures
67+
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Millennials
Age of the Connected Customer

2010 TO PRESENT AGE OF THE CUSTOMER

1990 1960 1900

AGE OF INFORMATION AGE OF DISTRIBUTION AGE OF MANUFACTURING

K i A
®




Growing up in the digital age,

do millenials care about mail?

36



Millennials
75% find mail they receive as valuable

Source:

37
marketcharts.com



Millennials

92% influenced by direct mail to make purchase decisions,
only 78% by email

Source: o
marketcharts.com==



Millennials

Preference for receiving sales promotions:
90% prefer by postal delivery
70% prefer via email/other digital delivery

Source:
marketcharts.com




What Is Every Door Direct Mail?




1 ; 5¢
s Every Door

[ ] [ J ®
% COULD IT DELIVER A NEW CLIENT? % Direct Mail
' | B s an efficient and affordable
is anefﬁcientandaffordablevs;ay to reach the potential clients who matter most. Way to pinpoint and reach the

For as low as 17.5¢ per piece. Our free online mapping tool helps you select mailing
routes, plus lets you narrow the selection by household age range, income and

average household size? It even displays the total postage cost per route, p Ote nti a | CI ie ntS fo r a S I OW a S

SO you can be sure your marketing dollars work harder. That adds up.

To learn more and get your 17.5¢ per piece-

FREE EVERY DOOR DIRECT MAIL-RETAIL" ADVERTISING KIT;
fill out the reply card or go to usps.com/everydoor.

7] ‘\:lq

1)~

Try our FREE
online mapping tool.

~ UNITED STATES
P POSTAL SERVICE




EDDM: Free online mapping tool

* helps you select mailing routes
» filter by household, age range, income
* Displays postage cost per route

HONE IN ON YOUR

POTENTIAL CUSTOMERS
ENTER YOUR
BUSINESS ADDRESS

LECT POSTAL ROUTES
\SED ON SPECIFIC DEMOGRAPHICS

IRY THE FREE ONLINE MAPPING TOOL
GO TO usps.com/tryeddm
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Every Door Direct Mail.

No fuss. No lists, names, or permits required.

s e e . . s )
- R 'i. P o
o~ 5 &y ‘.'

Full area saturation.

—




Can you expand on the whole idea of the

Intelligent Mail Barcode (I.M.B.) and the
value it can bring to a marketer?
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IMb is driving innovation

at USPS. Opening up new
possibilities. Utilizing data
to personalize an end-to-end

customer
experience.



Full Service IMb saves
money, drives better ROI

* Access to lowest possible rates and
mailing incentives

* Track when payments are sent

* Eliminates permit fees; Use of One
Permit Across All Mailing Locations
(“Mail Anywhere”)

* Improved ROl on Mailings
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Full Service IMb strengthens mail as a
marketing channel

* Coordinate cross-channel marketing, know exact in-home dates
* End-to-end tracking and visibility

* Improved response rates and performance measurement
* Quickly respond to customer inquiries with accurate status
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OTHER QUESTIONS?



Question & Answer Session

If you haven’t done so already,
please take this time to submit
guestions to our speakers using the
“Ask a Question” box on your console.




" Thank You

Want to discuss this T -, S B —_— e N
presentation with fellow e 0 | | m _—
attendees? il A
Head to the Networking °; m
Lounge to chat with NETWORKING
peers! %0

Remember to check out
the other great sessions
on our show agenda!
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