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Small Business Direct Malil
A Practical Guide to Getting Started

Direct mail has always been about one thing: measurable response.
For decades, businesses have used it to generate calls, appointments,
registrations, and sales with remarkable consistency.

People interact with physical mail differently than digital advertising — it
gets picked up, looked at, and often stays visible in the home for days.
For small business owners, that kind of visibility matters.

You don'’t need a massive marketing budget or a complicated strategy.
You need a disciplined approach built around a few fundamentals:

1. Define a clear goal

2. Create a compelling offer

3. Mail enough volume to matter
4. Measure the response

5. Repeat what proves profitable

When these elements align, direct mail becomes one of the most reliable
ways to acquire new customers.
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The Five Fundamentals
of Successful Direct Mail

Nearly every successful direct mail campaign follows the same basic
framework. While the details vary by industry, the underlying principles
rarely change.

1.

A clearly defined audience

The message must reach people most likely to need the
product or service.

A compelling offer
Recipients need a reason to respond now rather than later.

Sufficient mailing volume

Campaigns must reach enough households to produce
measurable results.

A clear call-to-action
Recipients must know exactly what step to take next.

Measurement and refinement
Successful programs track results and improve through testing.

The remainder of this guide explains how to apply these fundamentals to your
own campaign.
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Define Your Goal, Offer, and Call-to-Action

Every successful campaign begins with three decisions: the goal, the offer,
and the call-to-action.

What Is Your Goal?

Decide what specific action you want the recipient to take.
Common objectives include:

 generating leads
« driving store traffic
« booking appointments
« enrolling participants
« selling a product or service
Your objective determines how the campaign should be structured. A

summer camp may want early registrations, while a service company
may want phone calls for consultations.

What Is Your Offer?

Your offer is the engine of the campaign. In most small business campaigns,
the offer gives the recipient a reason to respond now.

Strong offers share three characteristics:

« Clear — the benefit is immediately understood
« Compelling — the value is meaningful
- Time-sensitive — a deadline creates urgency

Examples:

- Save $50 on your first service appointment
« Register before April 15 and receive an early enrollment discount
« Free consultation for the first 50 appointments
e Register

=1 Now!
gave $50!

Small Business Direct Mail Guide DirectMail.com 3



What Is Your Call-to-Action?
The call-to-action tells the recipient exactly what to do next. ’ @

Examples:
« Call to schedule an appointment (\ 9

« Visit your location before the offer expires
« Register or buy now online at a specific website

Clarity almost always outperforms cleverness.
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Creative Strategy: Lead With the Benefit

When someone picks up your mail piece, they decide within seconds
whether it deserves attention. They are not evaluating your company
history or credentials. They are asking one question:

“What’s in it for me?”

A headline that says
Family-Owned HVAC Company Since 1987 is about you.

A headline that says

Stay Cool All Summer — $50 Off Your First Service Call is about them.

One gets recycled. One generates a response.

Lead with the benefit, not the business. Your headline, offer, and
call-to-action should make the value obvious immediately.

Writing the Copy

High-performing mail pieces follow a simple structure:

1. Benefit-driven headline
2. Clear offer
3. Specific deadline

4. Direct call-to-action o

.l
State the offer plainly. Tell recipients exactly P .
what to do. Give them a reason to act now. Qﬁ
Avoid filling space with company history or

long service lists. Direct mail works best when

the message is clear and easy to act on.
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Layout and Design

Design exists to capture attention and guide the reader through the
message. A strong layout should:

Q make the headline immediately visible
9 highlight the offer visually

G make the call-to-action unmistakable
0 guide the reader’s eye with white space

Clean design almost always outperforms clutter. Its job is to grab attention
quickly and lead the reader into the message.

A

Are You Spending T
Too Much On Mileage | FREETRIAL

with savings

Reimbursement? cost calcuator.

There’s a good chance you are.

CompanyMileage provides companies with significant savings on mileage
reimbursement by accurately verifying employee mileage
and automating the reimbursement process.

How much could your company save? Find out at:
www.companymileage.com/savings

CompanyMileage con™
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Choosing the Right Mail Format

The format of your mail piece should match your message
and your budget. Different formats serve different purposes.

Postcards

Postcards are the most common format for small business campaigns.
They work best for short, direct messages such as:

+ Retail Promotions

« Restaurant Specials

« Open House Announcements
« Service Discounts

Because there is no envelope to open, the message is seen immediately.

Self-Mailers

Self-mailers are folded pieces that provide more space for information
without requiring an envelope. They work well when you need to explain
multiple services or programs. Examples include:

«  Summer Camps

+ Educational Programs

+ Healthcare Services

« Businesses Offering Multiple Service Packages

Letter Packages

Letter packages include a printed letter inside an envelope and are typically
used when a message requires explanation, storytelling, or a more personal
connection with the reader. They are commonly used for:

« Fundraising Campaigns

« Private School Admissions Outreach
« Membership Programs

« B2B Introductions E—————— °
« Higher-Value Services =
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Because they allow more space to explain an offer or tell a story, letter
packages are often effective when the decision requires more
consideration.

The format you choose should be determined by your campaign goals,
the complexity of your message, and the type of response you want
recipients to take.

Do You Need a Direct Mail Company?

Some small businesses manage their first campaigns using local printers
and mailing services. As campaigns grow, many choose to work with an
experienced direct mail provider who can manage list selection, design,
production, and postal preparation.

Direct mail involves many moving parts, and experience providers like
DirectMail.com can help avoid costly mistakes.

Whether you run the campaign yourself or work with a provider, success
still depends on the fundamentals: a strong offer, a targeted audience, and
a clear call-to-action.
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List Strategy and Targeting

Your mailing list is often the single most important factor in campaign
performance. Two common approaches exist.

Use Your Existing Customer List @
Your own customers are often your highest-performing

‘P
audience because they already know your business. Q-

NS
IS
- SN
Purchase a Targeted Mailing List NN
N
Lists can be built using criteria such as: h
« Geography + Age Ranges Cagh
» Household Income * Homeownership szl

« Presence of Children

Example: A private school might target families with
children aged five to ten living within ten miles of campus.

Even the best design and offer cannot overcome a poorly targeted list.

Know Your Audience Size

Before deciding how many pieces to mail, understand the total size of your
available audience. Examples:

* Adentist may have 12,000 households within a five-mile radius

» Aprivate school may have 3,500 families within the appropriate age range
+ Arestaurant may have 20,000 households within its delivery area

Knowing the total universe helps determine how large your initial mailing
should be. If the audience is relatively small, you may choose to mail the
entire list. If the universe is larger, many businesses begin with a test
segment before expanding the campaign.

Understanding the size of the opportunity helps you to plan your campaign
realistically.
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Personalization: When It Matters

Personalization can be as simple as addressing a mail piece to
a person instead of "Resident." That small change can improve
how the piece feels.
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For most first campaigns, basic name personalization is sufficient.

(“1‘

More advanced personalization — variable data
printing — allows different headlines, offers, or images
to appear for different audience segments within the
same mailing. This can be powerful, but it is usually

. | unnecessary for a first campaign.
o

Designing for USPS Processing

Before your mail reaches a customer, it

passes through high-speed USPS sorting
equipment. Size, shape, weight, and folds
determine how your piece is classified ’2/
and how much postage you pay. P’

BARCODE

Standard formats help keep costs predictable:

« 4" x 6" postcard — lowest cost P
« 6" x9"or6" x 11" postcard — larger visual impact
« 11" x 17" self-mailer — folded brochure format

« #10 letter package — envelope containing a letter and other items

Note: USPS postage rates are subject to change. Always request a current
postage estimate before finalizing your budget.

Always review specifications before printing.
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Timing Matters

Even strong campaigns can underperform if mailed at the wrong time.
Examples include:

 mailing a landscaping offer during winter
« mailing a summer camp promotion after registration deadlines
« mailing during major holiday weeks

Campaigns mailed outside the natural buying window often see lower
response rates.

What Response Rate Should You Expect?

Typical response rates vary by industry, offer quality, and audience.
As a general benchmark:

New customer prospect mailings: 1-3%
Existing customer mailings: 5-10% or higher

Even modest response rates can produce strong returns. Example:

+ 5,000 postcards mailed (postage and printing costs vary
— request a current estimate)

« Ata 2% response rate — 100 responses
 1f40% convert into customers — 40 sales
« Ata $200 average sale — $8,000 revenue

Many businesses generate most of their
profit after the first sale through repeat
purchases, service contracts, or referrals.

4
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Measuring Results

Tracking performance is essential. Common tracking methods include:

« Promo Codes '/\/()\.[6\

« Phone Numbers .
« Custom Landing Pages 1l
« Trackable QR Codes

Measurement allows you to determine cost per
lead, cost per customer, and overall return on investment.

Using QR Codes

QR codes allow recipients to scan a mail piece and visit a specific
webpage. Use them properly:

« Send visitors to a page matching the offer
« Make the page trackable
« Include simple instructions such as “Scan to claim your offer.”

QR codes should support a strong offer — not replace one.

Testing Your Way to Better Results

Testing improves campaigns over time. Once
a campaign proves profitable, test one variable
at a time:

« The offer
« The headline
« The audience segment

Never change multiple variables simultaneously.
Disciplined testing turns good campaigns into scalable ones.
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A Simple Campaign Timeline
Most campaigns follow a predictable sequence.

Week 1 — Strategy
Define your audience, offer, format, and budget.

Week 2 — List and Design
Finalize the mailing list and begin design.

Week 3 — Proof and Approval
Review all details carefully.

Week 4 — Production
Printing and mail preparation. 4

Week 5 — Mail Entry and Delivery

Week 6 — Measurement
Track response and evaluate results.

Common Mistakes to Avoid
Many campaigns fail for avoidable reasons.

No clear offer
People need a reason to respond.

Mailing too few pieces
Small tests rarely produce reliable data.

Targeting the wrong audience
Even a strong offer will fail if it reaches households
with no need for the service.

Cluttered design
Trying to say everything overwhelms the reader.

Not being ready to respond
Direct mail often produces response in waves.

Giving up after one campaign

Successful programs improve through testing and refinement.
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Ready to Run Your First Campaign?

Direct mail has been building customer bases for decades. While marketing
platforms and algorithms change constantly, the fundamentals remain
stable:

Define the audience
Present a compelling offer
Mail at meaningful volume
Measure the response

5. Refine and repeat

oo np -

If you're considering a direct mail campaign,
the first step is simple:

 Determine the size of your target audience
« Estimate realistic mailing costs
« Confirm the best format for your message

Our team helps businesses plan, print, and mail targeted campaigns every
week. If you'd like help planning and executing a direct mail campaign,
our team is happy to walk you through the process.

Give us a call at 866-284-5816 or visit DirectMail.com

Contact us to:

« Plan your campaign
 Get a mailing list count for your area
 Estimate campaign costs

l-Z{ DirECtIVIaiI.comTM
Phone: 866-284-5816 | Email: info@directmail.com
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