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Direct	mailer	examples

Explore	Direct	Mail	How	to	Send	Certified	Mail	Online	SIGN	UP	When	done	right,	direct	mail	marketing	is	a	timeless,	effective	marketing	strategy	that	can	reliably	deliver	a	strong	return	on	investment.	The	hard	part	is	getting	it	right—without	a	compelling	approach,	even	the	most	thoughtful	mailers	risk	being	relegated	to	the	junk	pile.​At	Postal,
we’ve	worked	with	countless	businesses	that	have	seen	remarkable	results	from	our	integrated	offline	engagement	campaigns.	To	provide	some	inspiration,	we’ve	compiled	10	successful	direct	mail	marketing	examples	that	will	help	you	elevate	your	own	strategies.For	innovative	marketing	strategies,	consider	incorporating	the	power	of	direct	mail
and	gifting	to	stand	out	from	the	competition.1.	Personalized	Gifts:	Tailored	for	Memorable	EngagementPersonalized	gifts	resonate	deeply	with	recipients	and	foster	genuine	connections.	It's	not	just	about	sending	a	token	item;	it's	about	demonstrating	a	profound	understanding	of	the	recipient's	preferences,	needs,	or	aspirations.	Whether	it's	a
curated	book	that	delves	into	the	nuances	of	a	client's	industry,	a	gourmet	treat	that	tantalizes	the	taste	buds,	or	even	a	handwritten	note	that	adds	a	personal	touch,	thoughtful	gifting	can	significantly	elevate	brand	awareness	and	loyalty.Platforms	like	Postal	have	recognized	and	harnessed	the	power	of	personalized	gifting,	offering	an	extensive
catalog	of	high-quality	gifts	designed	to	cater	to	diverse	demographics.	With	options	ranging	from	tech	gadgets	to	artisanal	goodies,	businesses	can	leverage	Postal's	platform	to	ensure	every	gift	not	only	aligns	with	the	recipient's	tastes	but	also	reinforces	the	brand's	commitment	to	building	meaningful	relationships.	Check	out	our	direct	mail
solutions	to	see	how	we	can	help	you	streamline	your	efforts.Explore	the	art	of	direct	mail	personalization	in	our	blog	post,	where	we	reveal	the	strategies	and	benefits	of	tailoring	your	messages	to	connect	with	your	audience	on	a	more	meaningful	level.{{cta}}​2.	Personalized	Postcards:	A	Fusion	of	Tradition	and	InnovationEffective	direct	mail
campaigns	don’t	need	to	be	overly	complicated—personalized	postcards	continue	to	be	a	tried	and	true	marketing	strategy.	Consider	an	online	travel	company’s	ingenious	approach:	they've	transformed	the	traditional	direct	mailer	into	a	powerful	tool	for	brand	awareness.	By	sending	postcards	tailored	to	users'	recent	browsing	history,	they're
reaching	customers	and	evoking	powerful	emotions.Imagine	the	thrill	of	discovering	an	eye-catching	postcard	of	a	dream	destination	you	recently	viewed	online,	right	in	your	letterbox.	Paired	with	a	compelling	call	to	action	(CTA)	and	perhaps	a	special	offer,	such	postcards	not	only	boost	response	rates	but	also	reinforce	the	brand's	commitment	to
its	target	audience.	It's	a	testament	to	how	an	age-old	marketing	strategy	can	be	revamped	to	resonate	with	new	customers.3.	QR	Code	Integration	in	Direct	Mail	Campaigns:	Bridging	the	Physical	with	the	DigitalAs	digital	marketing,	especially	social	media	and	email	marketing,	continues	to	dominate	the	marketing	landscape,	direct	mail	advertising
has	evolved	with	innovative	direct	mail	ideas.	A	prime	example	is	the	integration	of	QR	codes	into	direct	mail	pieces,	creating	an	interactive,	blended	experience	that’s	both	tactile	and	virtual.	Recipients	of	a	mailer	with	a	QR	code	are	driven	by	curiosity—they’re	prompted	to	scan,	leading	them	straight	to	a	landing	page,	an	exclusive	video,	or	even	a
retailer's	special	promotion.	This	not	only	amplifies	the	reach	of	the	direct	mail	campaign	but	also	enhances	the	potential	for	brand	engagement.	By	offering	a	seamless	transition	from	a	tangible	piece	of	mail	to	a	digital	platform,	businesses	can	craft	a	holistic	marketing	narrative,	driving	both	engagement	and	return	on	investment.Discover	our	blog
where	we	compare	the	pros	and	cons	of	direct	mail	vs	email	marketing,	helping	you	make	an	informed	choice	for	your	marketing	campaigns.4.	Lumpy	Mail:	Crafting	Tactile	Engagement	in	Direct	Mail	AdvertisingAmid	the	monotony	of	standard	envelopes	and	predictable	postcards,	a	direct	mail	piece	with	a	unique	shape	or	intriguing	texture
immediately	stands	out.	This	is	the	essence	of	'Lumpy	Mail.'Whether	it's	a	sample	for	potential	customers,	a	thoughtful	gift	card,	or	a	creatively-designed	mailer	that	breaks	away	from	traditional	direct	mail	design,	the	lumpy	mail	strategy	ensures	your	brand's	message	doesn't	fade	into	the	background.	Instead,	it	demands	attention,	urging	the
recipient	to	discover	its	contents.5.	Pop-up	Mailers:	Elevating	Direct	Mail	Campaigns	with	Interactive	SurprisesPicture	the	delight	of	unveiling	a	seemingly	regular	direct	mailer,	only	to	be	met	with	a	3D	figure	or	message	that	leaps	off	the	page.	This	is	the	magic	of	pop-up	mailers.	More	than	just	a	marketing	material,	these	mailers	provide	an
immersive	experience,	leaving	an	indelible	mark	on	the	recipient.​The	unexpected	pop-up,	combined	with	the	tactile	nature	of	the	mailer,	ensures	your	brand's	message	is	genuinely	experienced.	Whether	it's	an	eye-catching	representation	of	a	special	offer,	a	brand	mascot	delivering	a	call	to	action,	or	a	3D	showcase	of	your	product's	features,	pop-up
mailers	are	an	attention-grabbing	direct	mail	advertising	strategy.While	some	may	ponder,	"Is	direct	mail	dead?"	recent	marketing	trends	suggest	its	enduring	effectiveness	in	reaching	target	audiences	and	driving	engagement.	Discover	our	latest	article	answering	the	question.6.	Scratch-off	Cards:	A	Gamified	Approach	to	Direct	Mail
MarketingThere's	an	undeniable	allure	to	the	unknown,	and	scratch-off	cards	tap	into	this	universal	appeal.	These	cards	transform	your	direct	mail	campaign	into	an	interactive	game.	Beneath	the	scratch-off	surface,	recipients	might	discover	discounts,	personalized	messages,	or	exclusive	offers.Moreover,	by	incorporating	a	call	to	action,	such	as
directing	them	to	a	landing	page	or	prompting	a	phone	number	dial,	businesses	can	seamlessly	transition	recipients	from	the	excitement	of	the	reveal	to	taking	meaningful	action.7.	Augmented	Reality	(AR):	Revolutionizing	Direct	Mail	with	Digital	IntegrationAugmented	reality	(AR)	is	redefining	how	recipients	interact	with	traditional	marketing
materials.	Big-name	brands	have	cleverly	integrated	AR	into	their	direct	mail	pieces,	such	as	catalogs.	With	the	simple	scan	of	a	page,	users	can	immerse	themselves	in	a	digital	experience,	visualizing,	for	instance,	how	a	piece	of	furniture	would	seamlessly	fit	into	their	living	space.​This	fusion	of	the	tactile	sensation	of	flipping	through	a	catalog	with
the	interactive	capabilities	of	AR	boost	user	engagement,	driving	both	brand	awareness	and	sales.	Furthermore,	by	incorporating	elements	like	QR	codes,	social	media	prompts,	or	email	campaigns,	businesses	can	further	bridge	the	gap	between	the	physical	and	digital	realms,	offering	recipients	a	comprehensive,	multi-dimensional	experience.8.
Dimensional	Mailers:	Crafting	a	3D	Narrative	for	Maximum	ImpactDimensional	mailers	are	transforming	the	way	businesses	reach	customers.	Moving	beyond	the	confines	of	flat	envelopes	and	standard	postcards,	these	mailers	provide	more	intrigue	to	their	recipients.	Whether	it's	a	cylindrical	tube	that	houses	an	exclusive	poster,	a	box	that	unfolds
layer	by	layer	to	reveal	a	series	of	surprises,	or	an	intricately	designed	pop-up	that	springs	to	life	upon	opening,	dimensional	mailers	are	a	testament	to	creativity	and	innovation	in	direct	mail	advertising.	​Their	visually	striking	designs	are	not	just	eye-catching	but	also	interactive,	compelling	recipients	to	engage,	explore,	and	immerse	themselves	in
the	brand's	narrative.	Plus,	the	tactile	experience	of	handling	a	dimensional	mailer	can	significantly	enhance	the	response	rate,	as	recipients	are	more	likely	to	remember	and	act	upon	a	piece	of	mail	that	offered	them	a	unique,	hands-on	experience.9.	Handwritten	Notes:	The	Timeless	Charm	of	a	Personal	TouchIn	an	age	where	email	marketing
campaigns	and	automated	messages	dominate,	the	allure	of	a	handwritten	note	remains	unparalleled.	Such	notes	convey	a	simple	yet	profound	message:	"You	matter	to	us."Whether	it's	a	thank-you	note	post	a	successful	business	deal,	a	birthday	wish,	or	a	simple	message	of	appreciation,	handwritten	notes	can	significantly	boost	brand	loyalty	and
foster	deeper	connections	with	potential	customers.	They	serve	as	a	statement	of	a	brand's	commitment	to	the	individual,	rather	than	just	the	transaction.10.	Interactive	Elements:	Engaging	Recipients	Beyond	the	EnvelopeGone	are	the	days	when	mailers	were	passive	pieces	of	marketing	material.	Today,	they	invite	action,	engagement,	and
participation.	Whether	it's	a	jigsaw	puzzle	that	reveals	a	special	offer	upon	completion,	a	DIY	kit	that	allows	recipients	to	craft	something	unique,	or	a	cleverly	designed	mail	piece	that	doubles	up	as	a	functional	item	like	a	coaster	or	bookmark,	interactive	elements	promise	an	experience.	Such	mailers	not	only	enhance	engagement	but	also	elevate
the	chances	of	the	mail	being	retained,	reused,	or	even	showcased,	amplifying	brand	awareness	in	the	process.Explore	our	article	on	the	top	direct	mail	marketing	companies	to	find	the	best	partners	for	your	marketing	campaigns.Boost	Your	Offline	Engagement	through	Direct	Mail	MarketingDirect	mail	marketing	isn’t	just	about	sending	a	piece	of
mail;	it's	about	creating	an	experience	that	resonates.	Discover	the	efficiency	and	impact	of	direct	mail	automation	in	our	blog,	where	we'll	delve	into	how	this	technology	can	streamline	your	marketing	efforts	and	boost	engagement.But	the	true	power	of	direct	mail	marketing	lies	in	its	integration	within	a	broader	offline	engagement	strategy.	From
personalized	gifting	to	robust	analytics,	Postal	ensures	that	your	mailers	lead	to	more	strategic	engagements.	Connect	with	us	and	let's	craft	impactful	strategies	together.	Creating	direct	mail	without	studying	other	people’s	successful	direct	mail	is	like	trying	to	do	brain	surgery	without	studying	brains.”	–	Axel	Andersson,	direct	marketing
entrepreneur	Fortunately,	to	guide	your	marketing	strategy,	direct	mail	design,	and	copywriting,	Who’s	Mailing	What!	includes	thousands	of	direct	mail	examples	for	your	inspiration.	We’ve	curated	55	examples,	nearly	all	from	2020,	that	provide	a	starting	point	on	time-proven	ways	to	profitably	help	customers	with	your	direct	mail.	→	Download
Now:	107	Inspiring	Direct	Mail	Ads		1.	Benefits,	Not	Features	Hello	Fresh,	a	start-up	meal	kit	provider,	has	used	direct	mail	extensively	as	part	of	its	marketing	plan.	In	this	February	2020	effort,	on	one	panel	of	a	self-mailer,	icons	and	short	copy	work	together	to	describe	3	big	benefits	of	the	service.	2.	Big	Images	This	large	image	on	the	front	of	an
August	2020	self-mailer	easily	illustrates	United	Healthcare’s	Virtual	Visits.	3.	Product	Sample	as	Involvement	Device	Function	of	Beauty	offers	customizable	hair	care	products.	Scent	strips	are	a	few	out	of	many	possible	options	drive	that	point	home	on	this	February	2020	self-mailer.	4.	Checklist	as	Involvement	Device	PNC	Investments	gets
prospects	to	think	about	their	retirement	plans	—	and	look	to	the	company	for	help	—	with	a	5-point	checklist	postcard	that	was	mailed	in	March	2020.	5.	Quiz	as	Involvement	Device	This	quiz	on	the	front	of	the	outer	envelope	intrigues	the	audience	in	this	acquisition	effort	for	the	Harvard	Heart	Letter	newsletter,	a	Grand	Control.	6.	Headline	with	a
Question	A	headline	that	asks	a	question	is	more	powerful	than	one	used	in	the	middle	of	a	paragraph	because	it	immediately	attracts	the	reader’s	attention,	as	in	this	July	2020	mailer	from	Relax	the	Back,	a	bed	retailer.	It	also	sets	the	stage	for	the	rest	of	the	pitch.	7.	Web	Expertise	Customers	today	expect	that	companies	are	accessible	in	many
ways	on	the	web.	Retailer	Wine.com’s	postcard	from	April	2020	highlights	its	apps	as	well	as	online	advice.	8.	Familiar	Branding	Some	companies	leverage	their	branding	images	from	TV	and	other	media	to	stand	out	in	the	mail,	as	GEICO	and	other	insurers	frequently	do.	This	example	is	from	February	2020.	9.	Welcome	Mail	can	welcome	a	new
customer	to	the	fold	and	provide	valuable	paper	backup.	Asurion,	a	device	insurance	and	warranty	provider,	mailed	this	letter	to	a	Verizon	Wireless	customer	in	January	2020.	10.	Testimonials	Whether	you’re	a	business	or	a	non-profit,	look	for	ways	to	show	your	impact	on	the	lives	of	individuals.	This	Florida	Gulf	Coast	University	appeal	from
February	2020	notes	how	donations	helped	these	students.	11.	Free	There’s	probably	no	word	that	works	better	than	“Free”.	Here,	Estee	Lauder	offers	a	customer	a	selection	from	its	cosmetics	available	at	Macy’s	in	this	March	2020	self-mailer.	12.	Emotion	In	any	category,	tap	into	one	of	the	7	main	emotions	to	drive	action	with	the	copy	and	images
you	use.	Here,	RoadRunner	Sports	banks	on	exclusivity	in	this	offer	from	May	2020.	13.	Magnets	There	are	lots	of	reasons	to	include	a	magnet	in	your	direct	mail,	like	providing	information	and	building	exposure.	This	eyecatching	March	2020	postcard	from	the	American	Psychological	Association	uses	a	magnet	to	push	a	membership	renewal.	14.
Handwriting	Handwriting	fonts	stand	out	against	mail	using	standard	type,	as	on	this	outer	envelope	for	City	Union	Mission.	15.	Referral	Also	known	as	friend-get-a-friend	or	member-get-a-member,	a	referral	leverages	your	relationship	with	a	customer	to	make	an	offer	to	their	friends.	Energy	provider	Reliant	mailed	this	postcard	in	July	2020.	16.
Headline	in	Johnson	Box	Headlines	work	best	where	they	can	be	noticed,	like	in	the	Johnson	Box	area	of	this	letter,	mailed	by	BJ’s	Wholesale	Club	in	July	2020.	17.	You	“You”	is	a	powerful	word	to	center	your	sales	pitch	on,	as	Famous	Footwear	does	in	this	May	2020	mailing.	18.	Fascinations	Marketers	like	Consumer	Reports	tease	prospects	with
“fascinations”	—	little	snippets	of	information	—	to	get	them	inside	mailings	like	this	one	from	June	2020.	19.	Content	Information	can	make	a	difference	in	the	lives	of	consumers	and	businesses.	Healthcare	systems	use	content	to	educate	patients,	like	in	this	June	2020	newsletter	mailed	by	Orlando	Health.	20.	Special	Offer	A	popular	keyphrase	in
direct	mail,	“special	offer”	was	used	by	retailer	Target	in	this	January	2020	mailing	to	draw	attention	inside.	21.	Personalized	Maps	A	customized	map	uses	variable	data	printing	(VDP)	to	display	an	exact	map	from	the	consumer’s	door	to	yours,	as	in	this	example	from	Patient	First,	a	chain	of	urgent	care	centers.	22.	New	Movers	Recent	movers	are
prospects	for	many	services	and	products	that	can	help	them	settle	in	a	new	neighborhood.	This	May	2020	postcard	from	supermarket	chain	Safeway	includes	coupons	and	giveaways.	23.	Augmented	Reality	App	Add	virtual	content	on	top	of	print	with	an	app-enabled	image.	In	this	example	from	February	2020,	which	offers	a	customer	upgraded
service,	telecom	provider	Spectrum	includes	a	message	that	plays	when	the	piece	is	scanned.	24.	QR	Code	Loyal	customers	of	Carnival	cruise	line	can	respond	to	a	trip	or	credit	card	offer	by	scanning	the	QR	code	on	an	interior	piece	from	this	July	2020	campaign.	25.	Icons	Using	icons	makes	it	easier	for	the	customer	to	follow	your	call-to-action,	like
in	this	May	2020	mailing	from	Subaru.	→	Want	more	top-performing	examples?	Download	here		26.	Subhead	A	good	subhead	follows	up	on	the	headline	by	explaining	a	benefit,	like	in	this	January	2020	AT&T	mailing.	27.	Free	Shipping	“Free	shipping”	is	a	benefit	that	many	shoppers	now	expect	from	retailers	like	Wayfair,	in	this	March	2020	offer.	28.
Loyalty	Rewards	Keep	your	loyal	customers	engaged	with	new	offers.	This	March	2020	postcard	from	1-800-PetMeds	offers	30%	off	and	free	shipping	on	future	orders,	and	is	also	personalized	with	the	names	of	the	customer	and	their	pet.	29.	Rich	Colors	Ink	and	paper	can	bring	creativity	to	life.	This	tantalizing	spread	is	from	a	self-mailer	sent	out	by
supermarket	chain	Meijer	in	August	2020.	30.	Stories	When	they’re	authentic,	stories	can	be	powerful,	and	inspire	people	to	donate	money	to	a	nonprofit	cause,	such	as	in	this	June	2020	appeal	from	Reservation	Animal	Rescue.	31.	Business	Partnerships	DoorDash,	a	food	delivery	service,	reaches	out	to	restaurants	to	expand	their	business	with	this
September	2020	postcard.	32.	Infographic	An	insert	with	an	infographic	lays	out	the	primary	terms	of	a	business	loan	in	this	American	Express	campaign	from	January	2020.	33.	Embossed	Envelopes	This	envelope,	mailed	by	Capital	One	in	February	2020,	has	embossed	copy	on	a	linen	background	to	make	it	stand	out.	34.	Letter:	Short	Copy	What’s
better,	long	or	short	copy?	It	depends,	but	GEICO	has	had	a	winner	with	this	short	letter	for	years.	35.	Letter:	Long	Copy	On	the	other	hand,	your	letter	has	a	lot	of	points	to	make.	That’s	what	subheads	do,	and	as	this	April	2020	appeal	from	the	National	Audubon	Society	shows,	images	can	help	too.	36.	Co-ops	for	Start-Ups	Local	and	national	brands
use	cooperative	mailers	to	reach	customers	in	various	geographic	segments.	Share	Media	continues	this	trend	by	partnering	with	start-up	companies	to	try	direct	mail,	like	in	this	August	2020	campaign.	37.	Gift	Cards	Smart	marketers	use	gift	cards	to	incentivize	customers	to	respond	to	an	offer,	as	Embrace	Home	Loans	did	in	this	December	2019
mailing.	38.	In-Person	Customer	Upgrade	In	January	2020,	Ace	Hardware	mailed	an	offer	to	upgrade	a	customer	to	its	rewards	program.	It	instructs	them	to	bring	the	postcard	to	their	local	store,	and	use	the	coupon	when	their	membership	is	activated.	39.	Cost	Breakdown	Show	your	customers	exactly	what	they	get	for	doing	business	with	you,	and
how	much	they	can	save,	as	in	this	March	2020	mailer	from	Spring-Green	Lawn	Care.	40.	BIG	Type	To	stand	out	in	the	mailbox,	increase	your	headline’s	point	size.	Healthy	Directions	promotes	its	heart	supplement	on	the	envelope	for	its	May	2020	promotion.	41.	P.S.	Readers	of	letters,	many	studies	say,	skip	right	down	to	the	postscript	after	the
signature.	This	P.S.	restates	the	impact	of	a	gift	for	Project	HOPE’s	COVID-19	appeal	in	June	2020.	42.	Holiday	Malls	and	online	retailers	aren’t	the	only	ones	who	can	take	advantage	of	a	holiday	shopping	season.	Broadband	provider	Wave	made	a	Black	Friday	offer	in	November	2019	with	this	self-mailer.	43.	Newsletter	Even	in	an	age	of	email,	many
nonprofits	swear	by	the	value	of	a	print	newsletter	in	keeping	many	members	engaged	…	and	donating.	This	North	Shore	Animal	League	newsletter	was	mailed	in	July	2020.	44.	Postage	Stamp	Feeding	America,	a	national	food	bank	network,	mailed	this	fundraising	effort	with	an	off-center	stamp	on	the	outer	in	April	2020.	In	some	cases,	it’s	a	proven
response-raising	tactic.	45.	White	Space	Negative	or	white	space	in	design	prioritizes	the	focus	of	the	customer,	as	shown	in	this	January	2020	from	B2B	mobile	payment	provider	Square.	46.	Punch	Out	Response	A	plastic	postcard	with	a	punchout	card	keeps	your	offer	and	call-to-action	in	front	of	a	prospect.	This	mailer	was	sent	by	Comcast	in
January	2020.	47.	Coupon	One	of	the	most	iconic	(and	successful)	coupons	has	been	mailed	by	retailer	Bed	Bath	&	Beyond	with	few	changes	over	the	years.	48.	Happy	Birthday	Segment	your	database	and	reach	out	to	your	customers	on	their	special	day	with	an	offer.	Gap	dangles	a	25%	discount	to	its	cardmembers	in	this	February	2020	mailing.	49.
Call-to-Action	Your	call-to-action	(CTA)	should	be	easy	to	find,	like	in	this	letter	mailed	in	January	2020	by	CItizens	One	to	a	personal	loan	prospect.	50.	Segmentation	Instead	of	generic	creative,	mailers	like	RingCentral	segment	and	target	their	campaigns	based	on	factors	like	type	of	business,	as	this	offer	did	in	July	2020.	51.	Social	Values	Bombas,	a
B	Corp.	sock	brand,	demonstrates	social	responsibility	on	this	self-mailer	from	December	2019.	52.	Discounts	Mail	flyers	give	you	lots	of	room	for	creativity.	Why	offer	one	discount	to	get	customers	to	shop	when	you	can	offer	three,	as	Kohl’s	does	with	this	August	2020	mail	piece.	53.	Safety	The	threat	of	COVID-19	continues	to	spur	direct	mail
activity.	National	Pen	Corp.’s	August	2020	promotion	for	facemasks	with	personalized	labels	included	a	free	sample	in	the	envelope.	54.	Green	Printing	Natural	Resources	Defense	Council,	an	environmental	advocacy	group,	lives	its	values	by	using	eco-friendly	direct	mail	option	and	starting	with	this	notice	about	using	recycled	print	materials	on	its
outer	envelopes.	55.	Membership	Gift	Offer	On	its	February	2020,	Disney	Movie	Club	teases	a	free	gift	for	joining,	then	explains	and	shows	much	more	on	this	insert.	→	Access	107	Top-Performing	Direct	Mail	Ads	for	Free		Final	Thoughts	Hopefully,	looking	at	so	many	direct	mail	creative	examples	provided	ideas	that	can	help	you	drive	successful
direct	mail.	With	Who’s	Mailing	What!	you	can	consider	possibilities	that	result	in	direct	mail	ideas	that	make	your	job	easier	and	your	customers’	lives	better.	As	your	personal	swipe	file,	Who’s	Mailing	What!	highlights	great	examples	of	mail	advertising	because	there	is	value	in	seeing	what	others	have	done	successfully.	We’d	love	for	you	to	share
with	us	below	some	of	your	favorite	examples	of	direct	mail	ideas	that	work,	and	we’ll	add	them	to	this	article!	Direct	Mail	marketing	remains	a	tried,	tested,	and	true	tool	in	your	marketing	toolkit.	It's	a	tangible	way	to	reach	customers,	with	a	high	response	rate.	But	how	can	you	make	your	Direct	Mail	marketing	campaign	stand	out?	How	can	you
use	it	to	boost	sales	and	retain	customers?	These	are	questions	many	marketers	and	business	owners	grapple	with.	In	this	article,	we'll	explore	10	Direct	Mail	campaign	examples.	Each	one	is	designed	to	inspire	and	guide	your	own	campaigns.	Whether	you're	a	seasoned	marketer	or	a	small	business	owner,	you'll	find	these	examples	valuable.	Let's
dive	in	and	discover	how	Direct	Mailing	can	enhance	your	marketing	strategy.	DIRECT	MAIL	MARKETING	EXAMPLES	1.	Welcome	New	Customers		A	warm	welcome	can	set	the	tone	for	a	lasting	relationship.	This	is	where	a	welcome	Direct	Mail	marketing	campaign	comes	in.	Send	personalised	letters	or	postcards	to	new	customers.	This	creates	a
positive	first	impression.	It	not	only	shows	appreciation	for	their	business	but	also	sets	the	tone	for	a	positive	ongoing	relationship.	Such	gestures	create	a	sense	of	belonging	and	loyalty	right	from	the	start.	By	incorporating	personalised	touches,	you	demonstrate	that	you	value	each	new	customer,	making	them	more	likely	to	engage	with	your	brand
in	the	future.	Also	include	a	special	offer	or	discount.	This	encourages	a	second	purchase,	boosting	sales.		Additionally,	providing	useful	information	about	your	products	or	services,	along	with	easy	ways	to	contact	customer	support,	can	help	new	customers	feel	supported	and	confident	in	their	decision	to	choose	your	brand.	2.	Reward	Loyalty	(VIPs)	
Acknowledging	and	rewarding	your	premium	customers	is	vital	for	retaining	their	loyalty	and	promoting	repeat	purchases.	Custom	Direct	Mailers	serve	as	an	exceptional	method	to	express	your	gratitude	to	these	high-worth	customers.	Dispatching	a	unique	appreciation	message,	exclusive	offers,	or	a	preview	of	future	products	can	make	your
premium	customers	feel	cherished	and	acknowledged.	This	personal	approach	not	only	fortifies	their	emotional	bond	with	your	brand	but	also	emphasises	their	significance	to	your	company.	By	recognising	their	loyalty	and	providing	exclusive	advantages,	you	can	improve	their	customer	experience	and	ensure	they	continue	to	be	staunch	supporters
of	your	brand.	An	effectively	implemented	Direct	Mail	marketing	campaign	for	premium	customers	shows	that	you	value	and	appreciate	their	role	in	your	success,	nurturing	enduring	loyalty	and	stimulating	ongoing	sales.	3.	Abandoned	Baskets		Campaigns	targeting	abandoned	baskets	are	highly	effective	in	reclaiming	lost	sales	and	reconnecting	with
prospective	customers	who've	expressed	interest	in	your	goods	but	have	yet	to	finalise	their	purchase—triggered	mailers	are	a	subtle	prompt,	encouraging	these	customers	to	revisit	their	online	shopping	baskets.	By	transmitting	a	customised	message	highlighting	the	products	they've	left	unattended,	coupled	with	a	unique	incentive	like	a	discount	or
free	delivery	offer.	This	strategy	not	only	recovers	potential	earnings	but	also	portrays	a	customer-oriented	approach,	indicating	that	you	value	their	shopping	journey.	Direct	Mailing	campaigns	focused	on	abandoned	baskets	harness	the	personal	appeal	of	physical	mail	to	distinguish	itself	in	an	oversaturated	digital	market,	marking	it	as	a	tactical
manoeuvre	to	enhance	conversions	and	retain	patrons.	Discover	how	Superdry	utilised	their	abandoned	basket	Direct	Mail	Campaigns	to	achieve	an	impressive	200%	return	on	investment.	"The	abandoned	basket	campaigns	have	emerged	as	a	standout	success.	Every	pound	invested	in	ZAP-ing	this	specific	audience	translated	to	an	impressive	£3
return	for	us."	-Superdry	Learn	more	about	using	automated	Direct	Mail	for	Abandoned	Baskets.	4.	Wishlist	Reminders		Wishlist	reminders	via	personalised	Direct	Mail	marketing	are	an	innovative	way	to	turn	potential	interest	into	actual	sales.	By	reaching	out	to	customers	who	have	added	items	to	their	wish	list	but	have	yet	to	make	a	purchase,	you
can	effectively	re-engage	them	and	nudge	them	towards	completing	their	transaction.	Utilising	our	postcard	design	app	to	create	these	triggered	programmatic	mail	pieces	makes	the	process	seamless	and	efficient.	Each	mail	piece	can	be	customised	with	the	customer's	specific	wish	list	items,	creating	a	highly	personalised	and	relevant	message.
This	not	only	shows	that	you	understand	their	preferences	but	also	adds	a	tangible	element	to	their	online	browsing	experience.	Including	a	special	offer	or	discount	for	wish	list	items	can	further	incentivise	them	to	buy.	Wishlist	reminder	campaigns	demonstrate	a	proactive	approach	to	customer	engagement,	helping	to	boost	sales	and	enhance
customer	retention	by	tapping	into	expressed	interests	and	converting	them	into	satisfied	purchases.	5.	Price	alerts	&	seasonal	sales		Keeping	your	customers	updated	about	price	reductions	and	periodic	sales	can	significantly	drive	sales	and	retain	devoted	consumers.	Picture	the	thrill	of	your	customers	as	they	get	a	wonderfully	crafted	postcard,
notifying	them	about	a	price	cut	on	their	coveted	item	or	an	upcoming	exclusive	sale.	Then	the	QR	code	on	your	Direct	Mail	piece	makes	the	process	frictionless	and	easy,	navigating	them	on	their	mobile	phone	to	your	website	or	landing	page.	These	programmed	mail	pieces	triggered	by	specific	events	assure	timely	and	pertinent	communication,
making	your	customers	feel	appreciated	and	informed.	As	savvy	marketers	know,	timing	matters	for	sales	and	conversions.	Be	it	an	unexpected	discount	or	a	notification	about	your	forthcoming	major	holiday	sale,	Direct	Mailing	provides	a	personal	touch	that	digital	notifications	tend	to	fall	short	of,	especially	today.	Alternatively,	you	could	amplify
the	power	of	conversion	by	merging	a	triggered	email	with	a	postcard	follow-up,	leaving	a	lasting	and	relevant	impression	on	your	customers.	Price	notifications	and	periodic	sale	alerts	via	Direct	Mail	not	only	enhance	immediate	sales	and	aid	in	customer	retention,	but	also	show	that	you	value	their	shopping	experience	and	budget.	6.	Lapsed
customers		Bringing	back	lapsed	customers	can	be	a	game-changer	for	your	business,	and	one	of	the	most	effective	ways	to	do	this	is	through	personalised	Direct	Mailers.	With	the	ZAP~POST	design	app,	creating	triggered	programmatic	mail	for	this	purpose	is	a	breeze.	Imagine	sending	a	thoughtfully	crafted	postcard	to	a	customer	who	hasn't
shopped	with	you	in	a	while,	reminding	them	of	the	great	experiences	they've	had	with	your	brand.	Again,	include	a	special	offer	or	a	personalised	message	to	reignite	their	interest	and	encourage	them	to	return.	This	campaign	is	one	of	our	most	popular	because	it	works—customers	appreciate	the	personal	touch	and	the	reminder	that	they're
missed.	By	reaching	out	through	Direct	Mail,	you	make	a	tangible	connection	that	can	help	turn	a	lapsed	customer	into	a	loyal	one	again.	So,	if	you're	looking	to	boost	sales	and	retain	customers,	don't	overlook	the	power	of	lapsed	customer	re-engagement	campaigns.	Don't	just	take	it	from	us.	See	an	impact	story	from	one	of	our	loyal	clients	on	their
lapsed	customer	Direct	Mail	campaign	story.	"ZAP~POST	was	an	obvious	choice.	The	campaigns	we	have	sent	so	far	to	varying	contact	segments	have	seen	some	incredible	results	-	both	for	existing	and	lapsing	customers,	increasing	conversion	and	allowing	us	to	re-engage	with	old	customers	to	bring	them	back."	-Only	Curls	7.	Winback	Campaigns	
Winning	back	former	customers	is	another	popular	campaign	we	do.	This	is	obviously	similar	to	a	lapsed	customer	campaign,	however,	Direct	mail	win	back	campaigns	focus	on	customers	who	have	been	inactive	for	a	longer	period	and	may	require	a	more	compelling	reason	to	return.	These	customers	might	need	more	convincing	that	returning	to
your	brand	is	worth	their	time	and	money,	whereas	a	lapsed	customer	may	have	not	engaged	for	a	moderate	amount	of	time.	In	a	Direct	Mail	win	back	campaign,	customers	appreciate	the	personal	touch	and	the	effort	to	bring	them	back.	A	personal	letter	within	this	scenario	can	be	very	impactful.	This	tangible	reminder	can	rekindle	their	interest,
turning	former	customers	into	loyal	ones	once	again.	Especially	if	you	make	them	an	offer	they	can't	refuse.	So,	if	you're	looking	to	boost	sales	and	strengthen	customer	relationships,	give	our	win	back	campaign	a	try!	8.	New	Product	Launches		So,	you've	got	a	hot	new	product	ready	to	hit	the	market.	Congratulations!	Direct	mailing	isn't	just	about
grabbing	attention;	it's	also	incredibly	effective	at	driving	action.	Studies	have	shown	that	people	are	more	likely	to	engage	with	Direct	Mail	than	digital	channels,	with	response	rates	that	can	outperform	email	and	online	ads	by	a	landslide.	And	when	you're	launching	a	new	product,	getting	people	to	take	action	is	the	name	of	the	game.	Whether	it's
making	a	purchase,	visiting	your	website,	or	signing	up	for	more	information,	Direct	Mail	has	the	power	to	spur	action	like	nobody's	business.	So,	if	you're	serious	about	making	a	splash	with	your	next	product	launch,	Direct	Mail	is	where	it's	at.	It's	attention-grabbing,	action-driving,	and	oh-so-personalised.	With	our	online	design	app,	you	have	all	the
tools	you	need	to	create	a	campaign	that	wows	your	audience	and	gets	results.	Then,	we	print	and	post	for	you.	9.	Local	Events		You	know	those	community	events	that	bring	everyone	together	like	a	big,	friendly	hug?	Well,	imagine	being	the	talk	of	the	town	at	every	one	of	them.	Whether	it's	a	neighbourhood	block	party,	a	farmer's	market
extravaganza,	or	a	charity	fundraiser,	sending	out	tailored	Postcards	or	letters	to	promote	your	presence	can	make	all	the	difference.	With	our	online	design	app,	whipping	up	eye-catching	mailers	is	as	easy	as	pie	(or	should	we	say,	as	easy	as	hitting	"send").	Plus,	with	triggered	programmatic	mail,	you	can	set	it	and	forget	it,	ensuring	your	message
lands	right	on	time,	every	time.	So,	if	you	want	to	be	the	local	hero	at	every	event,	Direct	Mail	is	where	it's	at.		10.	Bespoke	Campaigns		Bespoke	campaigns	are	all	about	going	the	extra	mile,	taking	that	extra	step	to	make	your	customers	feel	like	the	VIPs	they	truly	are.	So,	what	exactly	can	a	bespoke	campaign	look	like?	Well,	there	various
possibilities.	It	could	be	a	beautifully	designed	postcard,	adorned	with	their	name	and	a	heartfelt	message,	thanking	them	for	their	loyalty.	Or	perhaps	it's	a	personalised	letter,	detailing	exclusive	offers	and	discounts	just	for	them.	It	could	be	free	gifts,	unique	upsells,	or	anything	you	believe	would	benefit	your	audience.	The	key	is	to	make	it	personal,
to	make	it	meaningful,	and	to	make	it	unforgettable.	So,	whether	you're	looking	to	reward	your	most	loyal	customers,	rekindle	relationships	with	lost	ones,	or	simply	make	a	lasting	impression,	bespoke	campaigns	are	the	way	to	go.	They're	personal,	they're	powerful,	and	they're	guaranteed	to	leave	a	lasting	impression	on	your	customers.	Conclusion	
We	hope	you	enjoyed	these	10	Direct	Mail	marketing	examples.	They	remain	a	powerful	tool	in	your	omnichannel	marketing	toolkit.	By	leveraging	these	10	Direct	Mail	strategies,	you	can	boost	sales	and	retain	customers	effectively.	Remember,	the	key	to	success	lies	in	personalisation,	creativity,	and	consistency.	So,	start	planning	your	next	Direct
Mail	marketing	campaign	today!	Want	to	get	your	Direct	Mail	campaign	started?	Start	designing	your	Direct	Mail	postcard	or	Business	Letter	now.	Contact	us	if	you	have	any	questions.


