
Direct Mail’s Place in your Omni-Channel Marketing Plan 

Direct mail represents an opportunity for brands and marketers to reach their customers like no other 

channel can. Yet the reality of direct mail is that, in some cases, it can be more costly and more time-

demanding than other marketing channels. 

Experienced marketers also know the importance of diversifying efforts across multiple marketing 

channels in order to maximize response rates, conversions, and ROI. The complexity in building a 

comprehensive marketing plan comes in integrating the channels, allocating funds appropriately across 

channels, and finding the right way to capitalize on the strengths of each channel to support the overall 

goal of the plan. 

As a SageFrog Marketing Mix report confirms, most 

brands continue to increase their marketing spend as 

they try to increase brand awareness and lead generation 

in a public space more saturated with ads than ever 

before.1 As spend increases, organizations have to be 

more vigilant in designing winning campaigns that 

maximize ROI and bring real results. 

H1: THE OMNICHANNEL APPROACH 

Omnichannel marketing plans are becoming the norm in the world of comprehensive marketing. This 

type of approach allows marketers and brands to 

leverage the superior emotional impact of print and 

direct mail efforts as well as the relatively low costs 

and high efficiency of digital touchpoints. 

Done well, it works. According to a 2020 Omnisend 

marketing automation report, omnichannel 

campaigns bring a 287% higher purchase than single-channel campaigns.2 

And while only about 2% of all of the advertisements a potential customer sees in a day actually get 

their legitimate attention3, a many-sided approach with repeated touch points only makes sense. 

H2: Omnichannel Marketing Defined 

In one meta-analysis, researchers defined omnichannel marketing as the synergetic management of the 

numerous available channels and customer touchpoints, in such a way that the customer experience 

across channels and the performance over channels is optimized.4 

Put more plainly, the goal of omnichannel marketing is to create a seamless shopping experience for 

your customer’s touchpoint journey, regardless of the channel they are using.5 

H2: Omnichannel vs. Multichannel Marketing 

Omnichannel and multichannel strategies both engage touchpoints on and offline to achieve a brand’s 

goals. The biggest difference in the two is the focus of the campaign messaging.  

 H3: Customer vs Message Focus 



The value in transitioning from a multichannel to an 

omnichannel approach is that the former allows you 

to put the client at the center of a campaign. You can 

tailor the customer experience from touchpoint to 

touchpoint, moving toward a seamless experience 

rather than focus on a single message repeated 

through touchpoints on a broad span.  

Omnichannel campaigns often revolve around the idea 

of customer personalization. Research has pointed to 

the incredible potential lift personalization can have 

on response and conversion rates. In one such 

example, researchers found that adding a person’s 

name, full color and more sophisticated database information can increase the response rates on direct 

mail campaigns by up to 500%.6 

H2: Why is Omnichannel Marketing Seen as Difficult? 

Many brands and marketing firms working from a digital-first perspective are reluctant to incorporate 

large-scale, programmatic direct mail into their marketing programs. The expertise to design, test, and 

execute winning direct mail campaigns, many firms find it easier to focus their personalization efforts in 

the digital space and save direct mail for large-scale, single-run copy that aligns much more tightly with 

the multichannel approach. 

To incorporate a truly customer-centric direct mail program within any omnichannel campaign, brands 

must have the capacity for real-time data preparation, merging, analytics, creative ideation and design, 

composition, and printing. The Chief Marketing Officer (CMO) Council identifies these as some of the 

biggest challenges and cost-prohibitive hurdles that brands face and will continue to face in the next 

decade.7 

Many brands and marketing firms will be best served by outsourcing this aspect of their omnichannel 

efforts to direct mail experts with in-house data analytics and extensive direct mail production 

capabilities, including postal optimization programs. 

H1: DIRECT MAIL AND DIGITAL: A MARKETING DREAM TEAM 

The question remains: why do brands need to include direct mail efforts in their omnichannel 

strategies? 

The answer is fairly simple. Direct mail performs better than digital-only outreach for a wide swath of 

any given customer base. As a channel, direct mail is uniquely able to make lasting and emotional 

impressions on its audience. A study focused on the neuroscience appeal of 

printed vs. digital messages found that print is easier to understand, more 

memorable, and more action-oriented than digital. Its physical format 

stimulates the senses in a unique way, triggering the underlying mental 

processes that guide consumer behavior.8 

Figure 1: taken from Provana.com 



One study found that consumers across all age groups not only 

remember print ads better than digital ads, but also show a 

greater subconscious valuation and desire for the products or 

services promoted.9 The researchers suggested that digital ads 

act as attention grabbers with quick message delivery, but print 

ads have a more pronounced emotional effect. 

This emotional effect has bottom-line results as well. Forbes Communication Council reported that 

direct mail response rates are anywhere from 10 to 30 times higher than that of digital.10 The Data and 

Marketing Association (DMA) adds that direct mail shows a considerable lead in marketing ROI, with a 

15-17% return across business sectors as of 2018.11 

A large-scope British study points to the possible factors behind these results. Customers in this study 

said that direct mail left lasting mental impressions and made them feel more valued as a participant in 

an authentic relationship with the advertising brand. One researching psychologist involved in the study 

concluded that giving, receiving, and handling tangible objects remain a deep and intuitive parts of the 

human experience.12 Direct mail offers exactly these experiences, making it a natural complement to 

digital marketing. 

H2: Direct Mail’s Appeal 

Research has proven time and again that direct mail reaches most audiences more effectively than other 

marketing channels. 

The DMA found that, even with the popularity of digital marketing, direct mail response rates continue 

to rise. Consider the average response rates in recent years when different kinds of customer lists are 

used: 

• House list (current and past customers)11 

o 2015: 3.6% 

o 2017: 5.1% 

o 2018: 9% 

• Prospect list (potential customers identified with data analytics)11 

o 2015: 1.6% 

o 2017: 2.9% 

o 2018: 5% 

H2: Opportunity 

There is a clear opportunity for virtually all brands to win more customers with direct mail. 



That opportunity is only growing as many brands move away direct mail. In general, direct mail volume 

has been trending down for more than a decade. The CMO estimates 16% decline since 2008.7 Less 

clutter in the mailbox means less competition for the brands that seek to 

reach out via that channel. 

Business data analysts at The Manifest looked specifically at small 

businesses and found that only 28% use direct mail as a marketing channel 

either as a stand-alone or as a part of an omnichannel approach, citing the 

cost and difficulty in tracking and as reasons they stay away.13 Many 

choose, instead to stay digital. While these brands may save money and 

time on the front end of their marketing efforts, they do so at the cost of 

the potential returns direct mail can bring. 

The Manifest notes direct mail as a clear opportunity for small 

businesses to grow their brands quickly. 

A Marketing Mix Report shows that marketers, both independent and 

in-house for larger brands spend significantly less of their time focused 

on print and mail-related marketing. Again, the data shows a focus on 

the more immediate channels like email and social media.1 

With an understanding of the clear benefits direct mail efforts bring to 

omnichannel marketing campaigns, this reveals an opportunity for 

brands of any size. A recent Gallup poll found that 36% of people under 30 look forward to checking 

their mailboxes every day, and that 95% of 18-to-29-year-olds respond positively to receiving 

personalized mail.14  

H1: WHERE DOES DIRECT MAIL FIT? 

If direct mail is such an integral piece of the omnichannel experience for customers, how can brands 

best integrate mail into their overall marketing programs?  

One way to answer this question is to take a closer look at how direct mail can engage customers at 

different points in the acquisition funnel. 

H2: Direct Mail’s Value at Each Level of the Sales Funnel 

H3 - Top of funnel – Awareness 

Direct mail is often ignored at the top of the funnel. With the largest prospect groups still in play, 

businesses often avoid the extra expenses, efforts, and expertise involved in printing and postal 

compliance in lieu of broad scope-low cost digital options. 

At this funnel level, awareness and brand recognition are the goals. The research – outlined above – 

makes clear why direct mail will work well at this early stage. The tangible, vibrant appeal of direct mail 

makes it more memorable, assuring it will have the most lasting psychological impact on prospects. 

When looking to build a mental schema for prospective clients to tap into as they move down the 

funnel, brands would be well suited to utilize print and mail ads early in the cycle.  

H3 - Mid-funnel – Consideration 



As clients move down the funnel and the marketing goal shifts to communicating the value of a brand, 

marketers do well to ramp up their personalization efforts.  Here is where multichannel and 

omnichannel campaigns diverge most. 

In order to maximize a brand’s perceived value at this stage, companies should turn to deep data 

analytics about their prospect base’s buying preferences and pain points. Many brands avoid direct mail 

here because they are less experiences in generating the data insights that will assure campaign success. 

They may also lack a reliable print and postal partner to manage the technical aspects of direct mail. 

H3 - Low funnel – Purchase 

As the phase of the buying journey most dependent on customer emotion, the low-funnel phase is 

pivotal for brands. Conversion often depends on a brands ability to connect with prospects in a more 

meaningful way than the competition. In his book, “How Customers Think: Essential Insights into the 

Mind of the Market,” Harvard Professor Gerald Zaltman points to decades of research and concludes 

that 95% of purchasing decisions are made subconsciously.15 When done right, direct mail can do a 

better job than virtually any other channel when it comes to engaging customers at an emotional level. 

The research is clear. A 2015 Temple University study concluded that print material has a significantly 

more pronounced emotional effect and psychological influence on consumers than digital ads.16  

H3 - Beyond the funnel – Loyalty 

Many personal service industries have discovered the strengths of direct mail in retaining customers 

over the long term. Examples include real estate, travel, and financial planning – fields that reach out to 

customers through the mail at holidays, birthdays, transaction anniversaries all to keep top-of-mind – a 

strategy that works. A British study revealed that more than 25% of consumers keep direct mail pieces 

from brands they trust in their homes for a month or more.17  

For some sectors, customer reactivation is more important than others. The average churn rate in U.S. 

retail, finances, and telecom, for example, varies from 21 to 27%.q With customers so willing to cut ties 

with a brand, direct mail offers an opportunity to maintain relationships – and even reactivate ties with 

customers when connections have gone quiet. 

For proof of the power of direct mail to re-engage customers, take a look at the 2018 DMA Report’s 

response rates for past customer lists11: 

• Direct Mail - 9% 

• Email – 1% 

• Social and Paid Ads – 1% 

• Online Display – 0.3%  

 

H1: B2B VS. B2C: HOW WELL DOES DIRECT MAIL WORK? 

Most of the direct mail advice available online focuses on the results realized by customer-focused (B2C) 

organizations.Does this mean that business-to-business (B2B) brands will not see the same results? 



It is crucial to remember that B2B decision-makers evaluate offers the same way consumers do. They 

have the same emotional, psychological, and subconscious reactions to print copy and direct mail as we 

all do. Though the top of the funnel looks very different for B2B sales, the bottom is remarkably similar 

to that of retail or any other public-facing buyer experience. 

One major difference in these two markets is that B2B companies are 

more active in the direct mail sector. They tend to value print and 

mail marketing efforts more. The Marketing Mix Report found that 

digital spend is smaller relative to print and direct mail among B2B 

organizations.1 This is largely driven by the heavy focus of B2B 

professionals on relational networking and in-person events such as 

trade shows as sources of lead generation. 

It is important for these companies to remember the value of 

omnichannel effort. One recent study found that using 3 or more 

channels enables B2B organizations to achieve a 250% higher 

purchase and engagement rates.18 

A major difference for these companies is the level of personalization required to hit the right notes for 

their clients. Some of the automation and programmatic nature of public marketing efforts will be less 

effective in B2B situations. While personalization remains a vital component to effective direct mail 

marketing in any organization, the smaller prospect base for B2B organization means it must be done 

more skillfully, and often with less automation than in other sectors. This fact opens the door to firms 

and brands that lack the capacity for large scale data analytics but can dedicate the time and energy to a 

more hands-on approach to customized printing.   

H1: FINDING THE RIGHT OMNICHANNEL PARTNER 

The CMO Council suggests that many brands have difficulty adopting advanced data analytics that drive 

personalization, which in turn contributes to direct mail success.7 This makes finding the right direct mail 

partner crucial to any effort that will integrate direct mail into an existing marketing program. 

American Litho is not only a leader in print and direct mail marketing, partnering with some of the 

biggest brands in the world, but we’ve also built a proprietary suite of digital analytics and 

programmatic tools. Amerilytics has positioned us to meet the needs of our partners in more effective 

and efficient ways. 

When a $40 million dollar food service company came to us, we planned and designed a real-time 

responsive omnichannel campaign for them that brought incredible results. 

We paired targeted digital ads with personalized follow-up direct mail ads to walk their prospects 

through a custom buying experience. Our A-B test showed 18% faster responses with an overall 40% 

response list over the digital-only control group.  

Our goal for the campaign was a 33% reduction in our partner’s cost-per-visit benchmark. In the end, 

that proved conservative as we reduced the spend ratio by an incredible 83%. 



As a proven marketing partner, we offer free custom reviews of any campaigns to help brands identify 

choke points and hurdles that might be inhibiting response rates and conversions. Learn more about 

Amerilytics and our programmatic capacity at [landing page URL here].                 
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