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Why Direct Mail? 



….when touch is part of the marketing 
experience, it helps shift the brain into 

a deeper level of engagement while 
building knowledge. 

  Source: DMA Statistical Fact Book, 2017 





Neuroscience Short  
Perceived Ownership  

and Touch 
https://youtu.be/gpch3ff8ERs 

https://youtu.be/gpch3ff8ERs












  
BMW – The making of an M Print 

https://youtu.be/aYuk64NMYLM 

https://youtu.be/aYuk64NMYLM






40% Audience – No matter how amazing and  
creative your mailpiece is, it doesn’t matter if the  
content is not relevant to the recipient 
 
40% Offer –  With your ideal audience targeted, the  
offer has to be compelling enough to get them to act 
 
20% Everything Else –  If you can present your  
offer in a way that will engage the recipient, there  
will be a lot of power in your mailpiece 

 
*The 40/40/20 Rule was established by marketing expert Ed Mayer 

 





Geographic – based on location, such as city, county, 
ZIP code, neighborhood 
 
Demographic – based on measurable statistics such 
as age, gender, income, ethnicity, marital status 
 
Psychographic – uses science of psychology with 
demographics to enhance selection based on lifestyle, 
personality and values. Ex: pet-loving city-dwellers over 50 
 
Stage Segmentation – segments based on what stage 
the customer is in the sales pipeline 





Fear – of financial ruin, of losing out, of being unprepared 

Greed – more for your money, bonus, free prize 

Guilt – help a cause, be a better parent, contribute 

Anger – strike a nerve to provoke action 

Exclusivity – part of a special club, status, special perks 

Salvation – improve your life, offer a shortcut or relief 

Flattery – make them feel younger, smarter, capable 

*The 7 key copy drivers were defined by two direct mail experts, Swedish entrepreneur  
Axel Andersson and Seattle direct marketing guru Bob Hacker, and are expanded upon  
in Secrets of Emotional, Hot-Button Copywriting by Denny Hatch 







1. Aspect Ratio: 
Length ÷ Height = 1.3 – 2.5 
 
2. Address Orientation:  
Mailing address must be placed parallel to  
the long dimension and the mailing indicia 
 
3. Fold Placement: 
For folded self-mailing pieces, fold must be  
at the lead edge or below the mailing address 
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Choosing Paper 



  
Neuroscience Short 

How the Medium Shapes the Message 
https://youtu.be/uyA1fiGSjSI 

https://youtu.be/uyA1fiGSjSI
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Higher Production Values 
The words used were more emotional and less functional, 

focused on the qualities of the piece and  
the sensations it evoked about the brand rather than the 

exact nature of the offer. 
 

Participants openly 
discussed how layout and paper quality affected how they felt 

about the sender. 
One in particular admitted that they would irrationally choose 

a more expensive 
service provider based on the quality of their mailing. 

The Private Life of Mail – Royal Mail MarketReach, February 2015 
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