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Meet the Speaker

* Worked in Direct Marketing for over 17 years

* Keynote Speaker for 2020 National AIM Meeting, Speaker at
National Postal Forum, NPSOA, Print/Graph Expo, MarketEdge,
Mailcom, PostalVision2020, USPS OIG Forum, National PCC,
Local PCC, Printerverse, FSAE, Girls Who Print Panelist and
more...

* Mother of 4 — ranging from 2 yrs. — 17 yrs.
* Tampa Bay Suncoast PCC Industry Co-Chair
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CUSTOMER | Chief Revenue Officer, DirectMail2.0
COUNCIL Ericas@dm20.com




Just Selling Print will be the
Death of Printing Companies
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THE RACE IS ON TO EARN BUSINESS




The average business utilizes more than

4 different marketing channels

& -

f % & PHQAOEON ‘

SOCIAL MEDIA ?

CATALOG

. A
i « MULTICHANNEL 7
MARKETING

EMAIL
PAID SEARCH
A DIRECT MAIL

WEBSITE




MARKETING BUDGET SHIFT FROM PRINT TO DIGITAL






Marketers who use 4 to 6 channels
In their multichannel campaigns report
the best response rates.

Percentage of study participants who report good response rates
and the number of channels in use.

3 or fewer channels

4 to 6 channels

7 or more channels




Events and integrated, branded, and
personalized direct mail are

the most effective channels for
reaching target audiences.

Percentage of study participants who report channel is effective at
reaching their target audience.

Direct Mail (integrated, branded, personalized with data) 82%

Events (webinars, tradeshows, virtual events)

Outbound BDR/SDR




Data accuracy, understanding audience
needs, and branding top the list of
multichannel marketing campaign success
factors.

Please rate the importance of these multichannel campaign success factors:

Data accuracy 73%

Understanding audience needs

Design and branding of delivered messages




The vast majority of study participants,
84%, report that direct mail improves
multichannel campaign performance.

16% 1%
) . Major
h!u discernible improvement
improvement
34% 39%
Slight Moderate
improvement improvement




Tangible, tactile materials create a sensory
experience that digital touchpoints simply
can’t match.

Studies have shown that physical touch leaves
a deeper footprint on the brain and triggers a
greater emotional response.

The vast majority of respondents in the 2020
State of Multichannel Marketing study report
that direct mail improves multichannel
campaign performance.

"‘

-
i . t ~ g y= 7
httpSew . pfl.com/6-trends-to-guide-your-202 1-multichannel-marketing-strategy/


https://www.pfl.com/2020-multichannel-marketing-report/

Take a fresh look at direct mail in

today's remote world

B2B direct mail saw a significant year-over-
year gain in reported effectiveness (82% in
2020 vs. 78% in 2019), despite this year's
shift to remote work.

The truth is, B2B customers and prospects
are receptive to receiving direct mail at
home — and many actually prefer it.

Identify home addresses of anonymous
visitors who come to your website.

Percentage of study participants who report channel is effective at
reaching the C-Suite.

Direct Mail 75%

Events (webinars, tradeshows, virtual events) 71%

Email 56%



Combining Direct Mail &
Digital INCREASES
Response by 23-46%
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96% leave without
taking an action




They Go to the COMPETITION







| don't want I'm not ready I'm ready
to buy at all to buy ve! to buy now!

EXHIBIT
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96%+ .

to buy ve!

will leave the website without taking action

¥ EXHIBIT
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Ok.... Now what?



Most Businesses Utilize DIGITAL RETARGETING to
RE-ENGAGE

VISITS YOUR LEAVES IT SEES YOUR
SITE ADS

USER



Sending custom mail pieces to
customers and/or prospects
who are engaging with an
organization on a digital
channel.
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LEADMATCH

Identify Anonymous Website Visitors

Potential customer They leave without We match them with Visitor returns or
visits your website giving any contact DevicelD technology reaches out to
& browses. information. and return a residential purchase, sign up or
address to send a learn more.

targeted mail piece.







In one study, retargeted
direct mail delivered a |
4% decrease in T
abandoned shopping L
carts and an 8% B -
Increase in average

order size
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47% of marketing respondents

said retargeted direct mall
Increased conversion rates

conversion ra’re



The Keys to Success
with Direct Mall
Retargeting



.’ " H : . ' {‘.; E : - . ’ - g .

S kY - p——
.”g - U1l g 2020 . W e 3 "

u“( 91“ ‘ . At 45 - e —

SPEED

— Send the mail to website visitors
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Micro-Targeting Based on Digital Actions Taken

< From
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Home of all things soft and cozy.

Abandoned Shopping Cart Browsing/Consideration (No Shopping Cart)



Use an OFFER They Can't
Refuse

TRY YOUR 1" GRAZE BOX e @ . <
N
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Discover over 100 nutritious snacks @ .'
<

that will excite your taste buds. We're so
confident that you'll love them, that we N\
invite you to try your 1" box FREE!

how to claim your FREE 4 snack sampler box:

visit us at enter your we'll mail
o invite code o you a FREE box

www.graze.com

Offee applias only 10 4 pac fid cradit or debit card required
Your first box is free & you nytime. Ts & Cs at grane. com/usieip/ierms.

Free is always appealing, so a free
personlized snack box with over 100
sngcks to choose from is a great offer
This offer also has a low barrier to entr.y
making it even more appealing and

[ relevant for new leads.
“FREE-

chips and
sowe're

We want to help you think beyond
cookies when it comes to snacking -
givingyoua FREE graze box!
Choose from over 100 snacks that taste like
us the foods you like and we'll handpick you
you the first one FREE.

treats. Just tell
r box and mail

our promise to you:

v NoGMOs ¥ No artificial flavors or colors v Og trans fat per serving

DELICIOUS SNACKS

’ enter your Invite code: tell us the foods
dsit www.graze.com (2} PRNTSNAX e you like
------------------------ a v 3 a3 qmmm’ww.

— o (W]

Graze uses an excellent call to action }
that's prominent and spells out

exactly what the customer needs to

do to get their free box.




ACT NOW — OFFER EXPIRES

VISIT SPECS.co
Reees » FORA SPEC'AL SPECS.C.O
veestro GIFT ON uUS!
| lease
Fantp GET ANY 2 PAIRS OF
kot vl DESIGNER GLASSES -
to feed your happy. FOR $149 /
20% OFF USE CODE: 2r 415144 )
FLD-PWN-QMD
OR...
Expires 10182022 |
— Feppyeating! GET ANY 3 PAIRS OF
Mark & Monica DESIGNER GLASSES
CO-FOUNDERS FOR s'”

USECODE:3PAIRSISQ

Offer Ends: Sept 30th



Increase Sales

Greater

Multichannel engagement

leads to higher conversion

Customers use different

rates and sales per customer channels, so different

Interact and
Engage
Digital channels let
you interact with

customers in real
time

ones reach different
customers

Data
Collection

Digital tools are a cost
effective way to gain
knowledge about your
customers

Adapt and Respond

Data can help you adjust
efforts for maximum benefits




Automotive Adoption of Direct Mail Innovations

Q1

Which statement best describes your organizations’ current Direct Mail program as it applies to each of
the following capabilities?

Digitally Enhanced Mail

Retargeted Direct Mail

Informed Visibility

Informed Delivery

. We are curently deploying this capability . W are directly planning to or anboarding this capability

Base: 82 US aubomotive decision-makens in market ng, with decsmon-makng avthonty arcund direct mail markeebng

Source: A commissionad study conducted by Forrester Cormulting on bahalf of MARM, Apal 2020



Finserve Direct Mail Adoptions Profile

Q1

Which statement best describes your organization’s current direct mail program as it applies to each of
the following capabilities?

Digitally Enhanced Mail

Retargeted Direct Mail

Informed Visibility

Informed Delivery

. We are cureritly deploying this capability . We are directly planning to or onboarding this capability

Base: 88 S decision-makens in marketing, with decision-making autharity arcund dinect mai marketing

Source: A commissionad study condwcted by Forrester Conmulting on behalf of MAM, Aprl 2030



Retail Adoption of Direct Mail Innovations

Q1

Which statement best describes your organization’s current direct mail program as it applies to each
of the following capabilities?

Digitally Enhanced Mail

Retargeted Direct Mail

Informed Delivery

37%

35%

Informed Visibility

Il We are currently deploying this capabiity [l e are direcily planning to or anboarding this capability

Hasze: 83 LIS decision-makers in marketing, with decision-making avthaority around dirsct mail marketing

Souwrce: A commissionsd study conducted by Forrester Corsulting on behalf of MAM, Apal 2020



GET YOUR
VIP DISCOUNT

15% OFF
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w/ Self-Cleaning
¥ Cordless

v Quiet

v BPA Free

v Crushes ice

15.14% response rate from Direct Mail Retargeting
12.83% conversion rate from returned visitors



25% Response Rate on
Direct Mail Retargeting!  Hiqher Education
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a e 16 Touches fo taraet audience
across all

Total Ad Displays @ channels

2,655,056

o 3.52% Engagement rate from
target audience including clicks
from all digital channels and
166 calls and 4.2% re-
engagement rate on Social

a Media Follow-Up

tal Laads. @ e 4.38% of identified website
24,340 visitors were from the direct
mail campaign.

......

e 25% Response Rate from
tal Maiches @ Direct Mail Retargeting to
1,067 LEADMatch leads!
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Erica Switzer

CUSTOMER Chief Revenue Officer, DirectMail2.0
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