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Why Integrate Mail + Digital?

• Deliver relevant 
messages to your 
target audience at 
strategic points and 
times
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Why Integrate Mail + Digital?

• Give your mail campaign lift 

(PS – I also tell digital audiences 
to use mail to give their digital 
campaign a lift….)

• Better understand 
customer behavior
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Simplay3 Holiday 
Campaign
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Simplay3 Requested

Can you help us find our best prospects?

Can you help us drive traffic to our main site?

What’s the best possible channel mix for ROI?
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The List
• Interesting combination

• Used Simplay3’s existing sales data to create heat 
maps, build customer profiles

• Worked with USPS to capture Informed Delivery emails
• Uploaded list to our dashboard for mail tracking
• Purchased additional contacts conforming to correct 

demographics to round out the list in the heat 
mapped areas 
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The Offer
• General Campaign offer: 

Save 10%
• Additional messages 

included 
• Shop Early
• Black Friday
• Last Day to Ship
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The Creative Channel Mix
• Print & Mail with Personalized URL
• Informed Delivery Image and Clickable Ad
• Mail-triggered Emails Announcing Mail and Reminding 

to Shop
• IP Targeted Display Ads sent to those homes on the list 

to build relevant for each phase of campaign, some 
animated .gif
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Three Campaign Phases

1 November 1 Kick Off with Printed Gift Guide, 
Informed Delivery Ad, Mail-triggered Emails and 
IP Targeting based on the list only

Black Friday/ Cyber Monday Email and IP 
Targeting

Last Day to Ship: Email and IP Targeting

2

3
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Campaign Execution Timeline
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Samples of Creative
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Informed Delivery
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Landing Page
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Campaign Results 

Tracking Engagements Through 
December 17th
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Results
Traffic to Landing Page

Targeted Display Ads 480

Direct Mail 31

Informed Delivery 27

Email 25

Total Traffic Generated 563

(563/22,010) 3% Response Rate 

Landing Page Conversions

Total Conversions 37

(37/563) 6.6% Response Rate

Conclusions: Decent 
response rate to a cold 
list. Low landing page 

conversion rates. 
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Results
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Results
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Targeted Display Ads

13,896 people 
“targeted”
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We Teach Students to 

Integrate Mail with 
Digital Channels

Integrate Direct Mail with Digital Channels for 
Maximum Results
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Build a Mail + 
Digital Campaign

(That’s right – the kids want to learn mail!)
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What’s In It For You?

Differentiate Yourself!
• Digital + Direct Mail = Better Results
• Average Email Response Rate 7.63 % overall CTR (Gartner, March 2018)
• Average Direct Mail Response Rate 9% to House List and 5% Prospect List (DMA, 2018)

How
• Build Campaigns that integrate these channels. Show your lift.
• Get good at print and mail. VERY FEW entry level marketers bring that to the table.
• Learn the data side, or just know someone who does.

New Marketing Adage:
• List, Offer, Creative & Mix
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Build a Donation 
Request Campaign 
Centered Around 
Direct Mail and add 
Digital Channels 
targeting a House 
List + Prospects

Marketing
Challenge
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Data

• List Acquisitions
• Online ordering
• Expert advice for niche marketing
• Postal Prep
• Data standardization
• Address correction (NCOA)

• Data Programming purls
• Analytics and Insights
• Customer Identification
• Data-driven marketing with heat mapping & 

profiling, 
• Custom online dashboards

A great marketing campaign begins and ends with data management. 
Consider the following for your campaign:

We’ll walk you through this later with the Simplay3 example!
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Print
Begin with contacting the USPS or Mailer (printer) to confirm mail piece 
design. What will you need to spec out for your campaign?

• Commercial Print/Marketing 
Mail

• POP (point of purchase)
• Ad Specialties
• Wide-format print

• What specific mail pieces?
• Flats
• Postcards
• Letters
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Mail
Postage fees vary based on mail piece design, volume, services requested 
and your timeline.  For best possible rates, contact your Mailer in advance 
to discuss the variables and your best options. 

Ask your mailer what affects your ability to mail 

• First Class Mail
• Marketing Mail
• Commingle
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Mail + Digital Marketing
Decide what digital marketing services you will tie to your mailing 
services. 

Digital Marketing

Landing Pages & Online Dashboard
• Critical to conversions and tracking
• We build, track, clients can see live mail, email and online engagements and results

Email (three versions)
• Email to complement the mail. It may be blasted or triggered by the mail delivery 

(example 5 days after mail delivery in the home, our system will send the individual a 
follow up reminder email). 
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Mail + Digital Marketing
Informed Delivery Email from the USPS 
• Recipients matched from your list to the USPS email list. They see what they are 

about to receive in home the day of delivery. You can upgrade the image with 
colorful ad and clickable CTA link to your site. (18 million+). 

Online Targeted Display Ads
• Tied to your list
• Served on the ad exchange, so like Google Ads, but appears to your targets, on 

your timeline 2+ times a day
• Shows up in home, then on mobile
• Targets lists recipients in home, event groups, New movers
• Shopping cart abandonment and anonymous site visitors
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Strategic Marketing Plan
• Get Results – begin with the end in mind! (strategic marketing)
• Plan and execute major efforts from list purchase through print and 

mail, then track and report results (strategic marketing)
• Do you need to purchase or upgrade your mailing lists (data and 

analysis) based on performance?
• Are you testing offers/creative/demographics?
• Plan how to track and benchmark the offer and creative 

(data/analytics) 
• Discern what does and does not work in your marketing efforts 

(data/analytics) 
• Report results and think about how to do it better (strategic 

marketing)
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Michelle Toivonen

Director of Strategic Marketing

mtoivonen@mw-direct.com

P: 216.472.4940

Connect with us:
@Midwest Direct

@Midwest Direct

@MW_Direct

@Midwest Direct

The Plus Podcast with Midwest Direct

© Midwest D
irect. A

ll R
ights Reserved. 




