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In Loving Memory Of:

Direct Mail
1775 - 2008





Our Goal Today







It all started when … 





“How can we increase 
response rates?”
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John Sample, respond now 
to claim your special offer:
CALL:
1-800-123-1234
VISIT: 
JohnSample.myOffer.com
USE CODE: 
478103350





We Discovered that Adding a 
Personalized URL:
• Was a deceptively simple strategy
• Made responding easier for the recipient
• Gave the printer visibility into what worked (+ proved their value)
• Provided the brand with real-time alerts & leads











The OmniChannel 
Framework



1 The “Call-to-Action” 
(CTA) part of the 
mailer is now 
empowered by the 
printer.



1 2

When a PURL is 
visited, or a PQR 
is scanned, the 
respondent 
arrives at a 
Personalized 
Microsite.



1 2

3

Activity & Leads 
are sent 
immediately to 
the end-Client’s 
Call Center. 
Often, this is 
Salesforce.com.





• $2+ billion in funded loans

• Printer grew to over $50 million

Results



Three Secrets 
to Bridging the 
Digital Divide



#1: “The 1% Revolution: Transforming Direct Mail 
ROI Through Compounding Gains”

#2: “Seasoned Sellers, New Frontiers: 
Conquering Omnichannel Sales Without the 
Learning Curve”

#3: “From Reactive to Proactive: Redefining the 
Print Provider's Role in OmniChannel Marketing”



#1: The 1% Revolution: 
Transforming Direct Mail ROI 
Through Compounding Gains



A/B SPLIT TEST



Financial Services

2,000,000 DM p/mo



Control: No PURL

Test: With PURL

Duration: 6 Months



20-30% PURL Lift



• Start with your current response rate (e.g., 1%)

• Add a digital touch (e.g., PURL) that increases response by 1%

• Add another touch (e.g., QR code) for another 1% increase

• Continue adding touches (e.g., personalized landing pages, email 
follow-ups, retargeting ads, SMS, Ringless Voicemail, Wallets)

Starting at 1%, after 10 touches: 1.01^10 = 1.1046 (10.46% increase)
After 15 touches: 1.01^15 = 1.1610 (16.10% increase)

The Power of 1%



#2: Seasoned Sellers, New 
Frontiers: Conquering 

Omnichannel Sales Without 
the Learning Curve



“I know nothing 
about digital 
marketing.”



“I know nothing 
about digital 
marketing.”

Ask the right 
questions.



From Print Provider to 
OmniChannel Partner

● Your team's greatest asset: Client relationships
● Ask the right questions, spot opportunities
● No need for extensive digital expertise
● Partner with experts for technical execution
● You're already doing multi-channel (Informed Delivery)



1. Learn to ask about the client's business goals and 
challenges. This isn't about selling a product; it's about 
solving problems.

2. Learn how to identify opportunities in the client's current 
print campaigns. Where could digital elements add value?

3. Learn how to position OmniChannel solutions as a way to 
achieve the client's goals. This isn't about technical details; 
it's about outcomes.

The Framework



#3: From Reactive to 
Proactive: Redefining the Print 

Provider's Role in 
OmniChannel Marketing



“Dave, if my 
clients wanted 
this, they'd tell 
me.”



Purpose



“It’s not the customer’s job to know what 
they want.”

Steve Jobs



• Shift from price-based to results-based conversations

• Educate clients on the possibilities of OmniChannel marketing

• Demonstrate the added value with case studies and examples

• Present OmniChannel as a natural evolution of their current campaigns

Framework: The Proactive OmniChannel Consultation



What Are You Selling?
Current Scenario: With OmniChannel: Financial Impact:

● Monthly mailers: 100,000
● Current response rate: 1%
● Leads generated: 1,000
● Conversion rate: 10%
● Sales: 100
● Client's service price: $5,000

● New response rate: 
1.01^10 = 1.1046% (10.46% 
increase)

● New leads generated: 1,104
● Sales (at same 10% 

conversion): 110

● Additional sales: $50,000
● You charge: $5,000 (setup) + 

$3,000 (3 cents * 100,000 
mailers)

Total sales: $500,000 Total sales: $550,000 Net gain for client: $42,000





Q&A



EMAIL
daver@mindfireinc.com

CELL (TEXT ME ANYTIME)
(949) 375-4459

WEB
mindfireinc.com

Get In Touch




