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1. Top 3 findings from our 2024 The State of Direct Mail 
study, with data from 2,000 US consumers

2. Pragmatic advice for leveraging these findings to 
evolve your direct mail strategy for greater impact 

3. Real-world examples of what good looks like

What to expect today



About The State of Direct Mail – Consumer Insights research program
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Demographics 

n=2,000 US general population 
respondents aged 18 

Respondents are nationally 
representative of age, gender, 
income, education and region. 

Survey flow

Respondents answered a 
15-minute online survey with 50 
questions and open-ended 
follow-ups. Survey flow included:

● Screener
● Channel Mix
● Direct Mail Evaluation
● Tactical Elements of Direct Mail
● Direct Mail Dive: Sector Specific

Industry deep dive

Respondents were asked a series 
of questions around their 
preferences and satisfaction 
related to direct mail overall and 
within four specific sectors: 

● Retail
● Healthcare
● Financial Services
● Insurance
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The 2024 insights, 
and how to apply them



Direct mail is a strong tool 
for customer and prospect 
engagement.

Source: 2024 The State of Direct Mail 

Finding 1

https://www.lob.com/ebooks/2024-state-of-direct-mail-marketing


Affinity for direct mail is high across audiences 
with varying degrees of brand awareness
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Which of the following types of communication would you most prefer to receive from brands?

Brands you donʼt know
Brands you do know, but 
donʼt have a relationship with

Brands you have a 
relationship with

Brands you havenʼt purchased 
from in over a year



Double down on reaching your audience across 
the funnel with the 2 most preferred channels:

● Use direct mail to introduce your brand and drive 
better email open rates

● Break through to a lead thatʼs cooling or hasnʼt 
opened a few recent emails

● Time direct mail and email together with real-time 
data tracking
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Apply the finding

Pair direct mail 
with email
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Email + direct mail for 
high-value audience segments

Marley Spoon

● Has tested direct mail, email, and a 
combined approach to assess 
conversion potential

● Now targets high-value audience 
segments with direct mail and 
follows up with email for highest 
conversion rate

What good looks like



Source: 2024 The State of Direct Mail 

Personalization is effective 
and expected, yet itʼs a fine 
line to walk. 

Finding 2

https://www.lob.com/ebooks/2024-state-of-direct-mail-marketing


Trust, privacy, and personalization: striking a healthy balance
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of respondents become 
concerned about their personal 
privacy and security when they 
receive direct mail from brands 
they do not know.

53% of respondents expect direct 
mail they receive from brands 
will be personalized for them in 
some way.

52%

of respondents have privacy 
concerns with digital 
advertisements when they are 
personalized and targeted.

64% of respondents are likely to trust 
a brand that only engages with 
them digitally.

23%



Use martech integrations, QR codes and PURLs 
to tailor experiences and track engagement

● Automate trigger campaigns by integrating your 
direct mail campaigns with your marketing tech stack

● Use unique landing page URLs and UTM parameters 
to tailor the experience a consumer has when 
scanning a QR code

● Capture more detailed information in your web 
analytics tools to gain the same insights youʼd get 
from a click-through

● Use mail delivery data to observe trends in your 
page/search traffic as mail lands
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Apply the finding

Personalize 
effectively 
with the right 
triggers and 
tracking
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Using dynamic variables, 
personal QR codes and pixels 
for customer acquisition

VentureStack

● Automated trigger campaigns, with data 
from marketing tech stack integration

● Highly personalized variables: QR code, 
phone number, real estate market, location, 
owner type, problem type, and more 

● Achieved more than 2x industry average ad 
spend return

What good looks like



Source: 2024 The State of Direct Mail 

Direct mail inspires action, 
especially with smart 
promotions and CTAs.

Finding 3

https://www.lob.com/ebooks/2024-state-of-direct-mail-marketing


Nearly two thirds of 
consumers report a direct 
mail piece has inspired 
them to take action.
Promotions are the biggest 
action drivers.
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60%
state a direct mail piece 
has inspired action.

What Inspires Action



Give the right offer to the right audience and 
test, test, test

● Pay attention to the 3 components of a successful 
offer: clarity, relevance and value proposition

● Speak to consumer pain points

● Use precise targeting to keep your offer costs 
within your budget

● Test CTAs, audiences and offer types

● Timing is everything!
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Apply the finding

Make them an 
offer they canʼt 
refuse
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4X response rates with the right 
welcome offer at the right time

NEXT Insurance

● Offer is delivered via a trigger when 
a prospect has engaged but not 
converted

● Offer “up to 25% offˮ is prominent 
and unmissable

● 3 ways to claim: QR code, webpage, 
and phone 

What good looks like



Putting it all together

Top 3 Findings
1. Direct mail is a strong tool for customer and 

prospect engagement.

2. Personalization is effective and expected, yet itʼs a 
fine line to walk. 

3. Direct mail inspires action, especially with smart 
promotions and CTAs.

Access all the 2024 
consumer insights in 

the full report 
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Questions?
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