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• Typical direct mail response rates are 
quantum levels above email response rates.

• Direct mail often has broader reach to 
everyone with deliverable postal addresses 
while the subset of consumers with active 
and deliverable email addresses AND valid 
postals on file is not nearly as abundant.

• The average consumer move rate for 
postal addresses is in the 15 percent to 18 
percent per year range while the average 
deterioration rate for emails is roughly double 
that, at 30 percent to 40 percent per year, 
because consumers more frequently change/
expire their email addresses. 

… Direct Mail’s Foundation  
Remains Stronger

• Email will never be the “iron horse” 
to fully replace the “horse and carriage” 
direct mail.

• Direct mail buyers tend to be higher-
quality than online buyers—higher pay 
rates, lower bad debt rates and higher 
conversion rates.

• Direct mail targeting capabilities are 
more precise than email targeting to date 
because much more is known about con-
sumers based on their postal addresses 
than on their email addresses.

Finally
… a Successful Future for Mailers  
Is an Integrated One 
Integrated multichannel marketing com-
bining email AND direct mail will prevail 
as the most powerful driver of high ROI 
campaigns. It’s relatively simple to under-
stand: Campaigns that combine email 
and direct mail consistently outperform 
email-only and postal-only campaigns in 
terms of higher overall response rates and 
higher average order sizes.

Consistent messaging and consistent 
offers between channels are critical. Bear in 
mind that direct mail has a longer shelf life 
than email, and postal campaigns typically 
have a longer response curve (“longer tail”) 
than email campaigns, which provide some 
ongoing benefits. 

Consumers will benefit from integrated 
multichannel marketing through faster, more 
convenient and more engaging shopping 
experiences. Integrated multichannel cam-

paigns reinforce brand messages, deliver 
better-quality consumer experiences and 
enable consumers to transact most efficiently 
in the channels they are most comfortable.

In particular, I support “email bookend” 
campaigns, with emails delivered one week 
before and after the direct mail in-home 
dates, and believe they are very effective 
multichannel strategies. As a part of these 
campaigns, postal creative pieces should refer-
ence inbound telemarketing phone numbers, 
website URLs and notify consumers about 
emails—and vice versa.

Companies that focus on building inte-
grated multichannel marketing platforms 
will become leaders in the direct marketing 
industry. Eliminating silo databases that are 
segregated by channel in favor of integrated 
multichannel platforms combines all 360 
degrees of consumer behaviors via email, 
online, postal and telemarketing—consol-
idated at a human level.

Along these lines, incentivize so consum-
ers will provide this multichannel informa-
tion, perform e-appends to add emails to 
postal addresses and invest in maintaining the 
accuracy of this data. Properly integrated mul-
tichannel platforms also enable multichannel 
analytics and models to help optimize contact 
strategies, communications frequencies and 
channel sequencing.

When glimpsed through the multichan-
nel lens, the future for direct mail looks 
decidedly better. IDM
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