MILLENNIALS ~:«
DIRECT MAIL

the appeal of direct mall: why you need

to b miail In your marketing mix
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HOW DIRECT MAIL

STACKS UP
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are Infiuenced by direct think direct mall use direct mall
mai 1o make o advel Iz reflable’ coupons when
purchase decision” making purchases”

57%,

have made purchases enly 15% say thay
on direct mall offers™ Ignore direct mall”

Given millannials’ high direct mail response rate and high digital consumption, you shauld
combing kath print and digital whenves possitle, Combining both channels not cnly Increases
results. but also helps snsure your message Is received,

Banedits of combaning digital and direct mail includa:

» Amplifiad 1each G engagament

» Butter memary (recat) of offers duing purchase time

* Reaching email opt-outs vis direct mail

« Renching customens with a change m oddress via sma

Thge:

® inchute your website URL on drect mail precey

® Inchic Your SocksE Media S165 oF hantos
email delivery mait defivery

= Masch direct mail and disply a0 creative & messaging far fighar
awareness and & consisont custamer expezicnce




