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Direct Mail

Who said direct mail was a thing of the past? If that was the case, why do we still receive so much mail everyday – most of it personally addressed?

Direct mail, used in conjunction with other marketing strategies is definitely a powerful tool.

Direct mail allows you to deliver your sales message, products and services to potential or existing customers. One of the major benefits of direct mail; is that it allows you to provide ample information to your potential customer, and is a form of marketing that’s tangible.
OK now we agree it’s worth a shot, there are many factors to consider before rushing out to the post office and sitting back & waiting for the phone to ring. Following is my own personal guide of the do’s and don’ts that I’m sure you will find useful.

Step 1 – what s my budget? 

If you keep in mind a few factors to include in the budget – postage, envelope, label, fulfillment, possible purchase of name/address, cost of design and print, or even a premium or gift for impact. Allow approx $2 per mail piece then that’s a realistic price for a decent mail out.
Step 2 – how many should I mail out?

Considering an industry benchmark of response rate is around 0.5 – 2.5%, lets say you send out 5,000 (cost $ 10k) then you may be looking at a response rate of 25 – 125 responses. Sometimes more depending on many variants.

I know 25 repsonses doesn’t sound like a lot, but depending on your industry and the price you are selling your service/product for, I guess 5 new clients may equate to 20 - 100k, depending on what you offer so it’s not too bad a deal!

Step 3 – Who is the direct mail piece going to?

Have you developed your very own data base? If so, how up to date is it? If you are unsure, it certainly would be worth a mini telemarketing campaign to contact all the people in your database and let them know you are simply updating your records. That way you can also receive additional information such as email address if required.
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It doesn’t really matter how you keep your database; even if you have a full blown CRM program, or a simple website database right through to an excel spread sheet., as long as it’s current and the people on it are people that would be interested in buying your products or services. It’s like the old saying goes, no point selling shampoo to bald people!

If you don’t have a current database, there are always options to purchase a database. You can even purchase information that includes first and last names, company names, addresses, right through to drilling down to how much money that person makes a year! Let me warn you though, there are a lot of sharks out there willing to sell you data. 
I heard a recent story from a new client that had previously paid $5k for a mail list. After the mail out, she received around 45% of her mail out back stating “deceased” or “Not at this address”, she fought and won her money back from the data list broker, but where she lost big time was in the other costs including postage, cost for the printing, not to mention the time lost. If you are going to purchase data – here’s a couple of suggestions: Ask some colleagues if they can recommend a broker they have used before, check out if the company is a member of ADMA (Aust. Direct Mail Association) that’s definitely important as members should abide by ADMA’S guidelines, or even contact a marketing consultant to provide some advice. That way you can feel safe that your data purchase has been made wisely.
Step 4 – Ok so now you have worked out a realistic budget and expectance rate, what are you going to sell and what will make the most impact? (The offer)
You need to decide why you are sending a direct mail piece out as this will affect what the offer is.

Is it for:

Immediate sales?

Quality lead generation?

A survey?

Straight forward branding/promoting as part of your marketing mix

A PR campaign?

Or a mix of a few points?

Understanding this first will help you develop the best offer for your call to action.

Let’s say you are after quality leads and branding which may generate sales for you.

What will be enough to entice your potential customer to call you?
Look at a few variants, such as:

If you were to receive that direct mail piece, would you call you? Maybe run the idea past some colleague’s friends and family – I’m sure they will provide you with a few great suggestions that you may not have even thought of. 

How will the recipient perceive your offer? Is it too good to be true, or is it too small that they wouldn’t even bother to call? How do you know all of this? Well that’s a tough one, it really is, its not like you or I have a crystal ball that will tell us precisely what they want!!! 

One option to alleviate the unknown is to work with a marketing agency that may have done mail pieces in your industry, and they know what offers have worked and what haven’t worked so well! (Could save you a lot of time and money). Your offer, whatever it is, should be something that has impact, & may or may not even be related to your industry.
Eg: what do you think sounds better?

Call today for your free info kit!

Or

Call NOW! – We’ll immediately send you the highly sort after “Top 10 Tips for wealth creation” and just for calling you’ll be entered in our prize draw to share in $10,000 worth of cash and prizes!
(Of course the $10,000 can be anything, it could be $10k worth holidays, $10k worth of art portfolio, and it could be perceived as $10k in services but of course only cost you your time). It’s important certainly to be honest, but it’s just as important to send an impactful message. And don’t forget, if you are going to run a competition, its imperative you apply for a competition permit!
Step 5 – what’s your tag line? It has to be a good one so put lots of thought into it! The message may be on your envelope; or you may decide to place it in the mail out itself. Sometimes even using a bright colored envelope could entice a person to open it.

Should you use a scare tactic? e.g. “This guy financially planned his future” (picture of guy on the beach surrounded by waiters/waitresses serving cocktails) and this guy didn’t (a pic of a guy sitting in an empty house with no furniture)

Some times hitting the point on a nerve can make people really notice and want to read more…..
Or maybe you could go along the lines of a more subtle approach something like this: “Does lots of money really make you happy? Here’s a true story from one of our customers..”
Again, a lead in like this may make the reader want to read more – and that’s the key!! 

Step 6 – Should you just write your own copy in the mail piece and run off the copies on your own printer?

I have to say that over the years, we have had many people call us and tell us about their failed direct mail campaigns with comments like “not one person called me back!” I know after reading this article, i'm sure it’s made you aware of a few do’s and don’ts that can have major impact on the success or failure of your campaign.
What your insert looks like, is just as important. There’s nothing worse than receiving a photocopied piece or a letter that looks like it’s just come fresh off a desktop printer with so much text you cant even be bothered to read it!

My advice is to keep your mail piece looking as professional as you are! What your piece looks like is a direct reflection on you and your company. It’s definitely worth investing in some nice catchy graphic design and having the piece printed professionally. If your budget is restricted, then maybe have a look at doing a personalised letter on a letterhead. But I’d keep it short and straight to the point. Even as far as saying in the letter that you will be contacting them within the next few days (that’s always a good one as your response rate could increase. If you are purchasing a list, you may also be able to purchase the phone numbers as well!)

Step 7 – Call to action

Make sure your direct mail has some kind of “urgency mechanism” Adding a date like “Offer ends June 30” or “be one of the first 50 to receive…” Having some form of urgency will elevate your call to action.

Step 8 – Trial it!

I would recommend a “trial” mail out. Instead of spending your entire budget right away, I would recommend doing a short mail out of say 100 and see what response rate you get from that. If it’s great, then you know you are on the right track and can proceed with the bulk of your campaign. If you find you didn’t get a call, then you may need to look at what your offer is and how the piece is put together.

Last but not least is measurement – There’s no better tool to use than to be able to measure your response rate. Have a think about a few ways to do this. You could put a reply paid envelope in the mail out, you could ensure that all phone calls in are monitored as to where the potential client heard about you, you may wish to use a 1300 phone number that’s specific to that mail out. (You can get these from around $35 a month)  - well worth tracking phone calls by receiving reports on where calls came in from - especially useful if you are conducting a few marketing activities at the same time.

I truly hope that I have been of some help to you and wish you the best of success in your next direct mail campaign. Marketing Mechanics has the expertise to develop a strategic Direct Mail campaign that WILL get people to look further than just the envelope they receive. 
For more information on Direct Mail Marketing, please feel free to contact us on 

02 9565 2120 or email: diane@marketingmechanics.com.au
If you found this information useful and would like to use it or publish it, please simply provide a link to www.marketingmechanics.com.au
Thanks!

Tip: Australia post has a service called “Clean mail” It allows you to receive a discount off your postage if posting more than 300 letters at once. Just ask at your nearest Aussie post business centre.
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