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g Generate Demand Personal
Correspondence

Key M al I pll Mail -Integrated Marketing Mix
Strategies

B Grow Political




Recruitment

National
Card & Letter
Writing Month

MSCHOLASTIC

Magazine ad
1,300,000

74% Noted the ad

54% planned on
writing a letter
with their child

Banners E-newsletters
350,000 130,000
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Classroom posters and lesson plans Send-home sheets
22% of 3 and 4t grade teachers: 79,000 2,528,000

FRIENDLY
* LETTERS! *

90% Classrooms
hung the poster

80% Students
wrote letters
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Malil as a Media Channel




OUR

CUST?MERS

are connected

across their
media

and devices.




+USPSe
MARKETING

MAXIMIZE THE POWER AND POTENTIAL I M PACT OF YOUR SPEND WITH DIRECT MAIL.

CALCULATOR

I M I A C I % INTEGRATE MULTIMEDIA CAMPAIGNS ©® STREAMLINE YOUR RETURNS

Atthe end of the day. numbers

CALCULATOR| 24 =8

CREATE A SCENARIO )

= 50,000.00
NEW LIFT

~N7.7%

PROJECTED NEW SALES LIFT $58,000.00

CANCE|
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Test Example

DIRECT  MAGAZINE  MOBILE  NEWSPAPER  RADIO RADIO ONLINE ONLINE v v
MAIL Xo x> X Ao PROMO SEARCH AD EMAIL  COMMERCIAL INFOMEREIAL
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Catalog test

IS KEY TO ismem s | seco 4o
EFFECTIVENESS
& ADOPTION

PROJECTED SPEND

AVG OVERALL LIF'I: 1.55%

AVG OVERALL LIFT
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PROJECTED B

PROJECTED SALES PROJECTED SALES $253,872,837

CANCEL SAVE REVISION EMAIL EXEC SUMMARY

G INVESTMENTS

/ RN ON
KETING DOLLARS

10.3%

NET PROFIT

LIFETIME VALUE OF CUSTOMER TOTAL PIECES SENT

&/ $780 24 300,000 S

SAVE SAVE REVISION EMAIL EXEC SUMMARY

TOUCHES PER YEAR
2




MAGAZINE
Xo

5%
Catalog test

MEASURING | [ - —

IS KEY TO
EFFECTIVENESS s
&- A DO PTIO N ' 06000 600000 1500000 3000000 RESPONSE RATE

CANCEL LTV-CRM
CAMPAIGN COSTS ESTIMATED PROFITS
$23,868

$1,000,000 $265,100

RETURN ON
v 3 h [ M MARKETING DOLLARS

10.3%

CAMPAIGN OVERVIEW RESPONSE
INFORMATION
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PROJECTED

MAILING INVESTMENTS

NET PRO

LIFETIME VALUE OF CUSTOMER TOTAL PIECES SENT

</ $780 =4 300,000 S

SAVE SAVE REVISION EMAIL EXEC SUMMARY

TOUCHES PER YEAR
2




USING SOCIAL MEDIA TECHNOLOGY TO TRIGGER EITHER A
DIGITAL OR DIRECT-MAIL RESPONSE TO CUSTOMERS

o,
[+ e
PROSPECTIVE POSITIVE - MAIL NEW-CUSTOMER OFFER
CUSTOMER / POST

\0 %%I‘

NEGATIVE - MAIL, E-MAIL OR SOCIAL
POST RESPONSE TO ADDRESS

) 0
POSITIVE - SHARE OR RE-TWEET, ADD
/ POST TO DIRECT MAIL LIST
A
CURRENT \ (- LA
CUSTOMER NEGATIVE - NOTIFY CUSTOMER SERVICE
POST

PEIDIRECTLY RESPOND



INFLUENCER G
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INTERNATIONAL
ECHO AWARDS

USPS
Advertising

INTELLIGENT-
-

IRRESISTIRLE

-Case Studies
-Print Ads
-Direct Malil

P



Promotions
Calendar

How can we help
the Industry

amplify?




™S
gV




Questions




