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1 Appendix 3:  Postage Payment – Multiple Stamps Increase Open and Response Rate
Overview

For many years, professionals in the direct marketing industry have developed many practices to assure success in hard copy communications delivered through the United States Postal Service.  Among the best practices is an approach to affix multiple postage stamps on outgoing direct marketing promotions to increase the length of time recipients review a mailpiece which will increase open and response rates.  

It is estimated a prospect will consider a direct mail package for only a second or two before deciding whether to read it immediately, set it aside for later, or simply toss it (United States Postal Service, 2001).  

This paper is to provide support for the use of multiple postage stamps for the Mailer Technical Advisory Committee Workgroup 129, “Eliminating Obstacles to Mail Growth”.

Concept Support

David L. Duffy and Nicholas G. Martin with the Queensland Institute of Medical Research, Brisbane, Australia, conducted a study on twins in November of 2000 that support the success of the multiple stamp concept.  While their research was primarily related to the return device, they also found that, “In a similar vein, increasing the number of stamps on the questionnaire mail-out envelope has been shown to increase the response rate over those sent with a single stamp” (Duffy & Martin, 2001).  

(It is interesting to note that the reply envelope with multiple stamps pulled a 71% rate compared to 60% with one stamp in one pilot.)

Wayne E. Hensley, reported, “Increasing the response rate of a mail questionnaire may often be dependent on seemingly unimportant details.  As a case in point, the use of multi-colored commemorative postage stamps has been recommended as a device to ‘increase results over and above any other method…” (Hensley, 1974)
Marcia Hoeck, How to avoid the “later” pile
“It would be wonderful if our clients and customers were so eager to hear from us that whenever we contacted them in any way, they immediately responded by purchasing our products and services or taking the action we’d like but that isn’t likely to happen! There are ways, however, to increase response rates with various customer touch points.  

5. Extra tips for direct mail response
Here’s a bonus section for direct mail programs using traditional mail:

· real postage stamps on envelopes outpull postage meters or bulk mail permits for open rates

·  special or commemorative stamps outpull regular postage stamps for open rates

· stamps on an angle outpull stamps put on straight for open rates

·  multiple stamps adding up to total postage outpull single stamps for open rates” (Hoeck, 2007)
Denny Hatch, “2,239 Tested Secrets for Direct Marketing,” p 185

Postage tests by Disabled American Veterans in the fall of 1981 (postage was $0.20) tested five four-cent stamps (which was the control) against two 10-cent stamps increased the net after the cost of stamp affixing by $262/M on the $10 and over donors and $125/M on the $5 to $9.99 segment.  The greater the number of stamps, the higher the response rate (Hatch & Jackson, 2009).

Robert W. Bly, Professional copywriter and marketing consultant

In “9 Strategies for Improving Your Outer Envelope,” Robert Bly provides tip number 6.  “… use multiple low-domination stamps to reach the total required for postage… It’s not uncommon for a marketer to invest a tremendous amount of time, effort, and money in a new direct mail package, and then create the outer envelope almost as an afterthought.  That’s a mistake, because tests have shown that varying the outer envelope can increase or depress response rates in an A/B split – even if the mailing inside is identical – by 25% to 100% or more” (Bly, Robert W, na).

Tom Ellis, “Report Shatters Myth that Effective Direct Mail is Difficult for Nutritional Retailers”
Other Personal Touches.  Include a note on the letter.  Hand address the envelope.  Use postage stamps instead of bulk mail, and use a few stamps totaling 33 cents rather than one.  Multiple stamps in a variety of colors and patterns remind the reader of letters they have received from relatives (Ellis, 2000).

DeAnna Spencer, “101 Ways to Improve Your Direct Mail Response” Learn Small Business – Small Business Tips for Entrepreneurs

“Direct mail can be a powerful way to reach your customers.  However, it is only powerful if used effectively.  Here are some tips to help your direct mail campaign be successful.

Tip Number 71:  Try a massive display of stamps on the outside of your envelope to emphasize a fact” (Spencer, 2009).

 

Deer Farmer & Elk Farmer’s Information Network, November 2002, Vol. 3 Issue 11

“With all the recent fascination with electronic communications technologies - Internet, cell phones, broadcast fax - many agri-businesses have neglected an old marketing tool - direct mail marketing.
Some research findings 
Here is some important research related to direct marketing:

1. The best months for direct marketing are January, February, September and October. The worst months are July and August.  As a rule, the worse the weather, the better the climate for direct marketing.

2. Think creatively about stamps. Multiple stamps or a stamp from a foreign land gets attention” (Sawchuk, 2002).

USPS, Direct Mail by the Numbers

“Tricks of the Trade:  Did you know that…  Trick number 4:  “Live” stamps (the kind you use at home on your bills) usually get more response than metered postage?” (United States Postal Service, 2001).

Jody Adkison, Vice President, Procurement & Production, Grizzard 

The multiple stamp strategy works for several reasons...

1. Our mail piece is noticed 

2. Our donors perceive the stamps as a “struggle” from the charity to meet the postage costs

3. Our donors perceive the piece as a more personal approach 

USPS innovation controls:

Marketing in the mail these days REQUIRES innovation for that split second ...“second look”.  The market place is changing and ONLY innovative packages are being given that chance of a second look.  The more production innovation is restricted, the less results and the less our clients want to spend their marketing dollars on using the USPS product.  The client is being pushed hard every day to spend their advertising dollars on other company products ...companies that do appreciate and understand innovation leads to results AND appreciates those client advertising dollars (Adkinson, 2009). 

Alliance of Nonprofit Mailers, 1211 Connecticut Ave NW Ste 610, Washington DC  20036-2705 is gathering data from their members who have used multiple stamps on their promotions (Conway, 2009).
Summary

Direct Mail and other industry professional’s research and experience support and recommend the use of multiple “live” or pre-cancelled postage stamps on outgoing direct mail marketing pieces.  This practice improves the longevity of the “mail moment” and promotes increased open and response rates.
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