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My wife:
When I first started at Incremental Media, my wife was confused about what a 

package insert even is.  It’s print ads but doesn’t come in the mail?  

One day…
…she bought something from a large retailer and inside were printed pieces of 

paper from non-competitive brands.  She left them on the counter and when I 

got back from work she ran up to me and excitedly showed me the inserts.  “Is 

this an insert?” she asked.

Yes!
Finally it clicked in for her ☺.  

She wasn’t alone: Most people, especially 

marketers, don’t know what inserts are…
…Or how to incorporate them into their marketing mix.  The good news is 

inserts are just like direct mail, with some slight differences, but you can take 
the majority of what you know about direct mail and apply it to inserts.  

What even is insert media?
To Start
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The Problem
Direct mail is getting more and more expensive.  Postage increases used to be every 

few years.  Now they are every few months.  

Our Purpose 
Help brands acquire new customers in package inserts, where you can reach 

customers without worrying about postage rates increasing… because you don’t pay 

for postage!

The Opportunity
Inserts can scale significantly, just like direct mail, to 8 figures a year in media spend.  

The Situation
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What it is
Inserts ads into formats like packages

Types of Inserts
Package Inserts // Catalog Blow-Ins // Ride-Alongs

Billing Statements // Co-Op Mailings

Targeting by Category
Cooking, baby, beauty, new moms, seniors, women’s apparel

Been Around 50+ Years
With the rise of eCommerce, there’s been a big resurgence in interest

What are inserts?
Media Channels
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19 Years Client-Side Experience

Three Core Categories Employee Longevity

Background on 

Incremental Media

Company
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The Insert Landscape
Two Main Audiences

Affluent Female

Food Subscription Boxes
HelloFresh.  Tovala.  Blue Apron.  There are dozens of food 

subscription boxes that offer inserts into their packages. 

Apparel
Kohls.  Macy’s.  Nordstrom’s.  Apparel brands have significant 

scale and less duplication than food subscription boxes.  

Other
Fanatics.  SodaStream.  StockX.  New Mover programs.  

Every day there are new insert programs coming onto the 

market as brands need revenue to help offset shipping costs.  

Often these are hand-drops.  This means 

an insert is dropped into the package by 

hand, which makes it more responsive, 

and garners a higher CPM.  

Adults 60+

General Merchandise
Hammacher Schlemmer.  Dr. Leonard’s.  Many general 

merchandise companies offer inserts in their packages. 

Health & Wellness
Health books.  Supplement suppliers.  These companies have 

high package volume and extremely responsive audiences.  

Retailers
Paula Young.  HSN.  JTV.  Large catalogers and retailers have 

seen the benefits of offering inserts in their packages. 

Often these are collated into envelopes.  

This means a brand’s insert is in an 

envelope with non-competitive brands 

that says “Special Offers For Our 

Customers”.  This garners a lower CPM.



Example Insert Programs
Insert Programs

Affluent Female Adults 60+



Prominent Insert Brands
Insert Marketers

Affluent Female Adults 60+



80.6% of the wealth in 

the US is with people 

over the age of 55.  

If you aren’t marketing to these people, you aren’t 

marketing to the majority of wealth in the US…

Insight

The Boomers Have the $$$
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Pricing

Affluent Female Adults 60+

Brands don’t pay for 
postage.  The company 

sending out the package 
does.  That’s a huge savings!



Examples

Creative – 2 Panel
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Examples

Creative – 4 Panel
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Direct Attribution
• Promo code, QR code, URL, or Phone Number

• If possible, do a unique URL (TryBrand24.com) not a vanity URL 

(Brand.com/INSERT).  You’ll see much better attribution!

Post-Purchase Surveys
If a brand has a survey we recommend adding certain language into the 

survey to connect the dots on attribution.  If a brand is doing other offline 

marketing, like direct mail, we recommend “FLYER IN PACKAGE”.  If a 

brand isn’t doing offline marketing at all, we recommend “MAIL 

(POSTCARD, FLYER, INSERT)”

No matchback 
With very rare exceptions, we cannot do a matchback, so a post-purchase 

survey is critical to understanding performance!

Media Channels

Attribution
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Who prints the inserts?
It is the responsibility of the brand (or agency) to print the inserts and ensure they are 

shipped wherever they need to be on-time.  

What brands work best for inserts?

Inserts work best for general interest brands (Wine subscription, food subscription, dog 

food, furniture, etc.) that require less targeting than direct mail, so they get the benefit of 

direct mail without paying $0.40+ to reach someone.  

Why will inserts work for my brand?

You reach a proven buyer

Minimal clutter

Large ad format

Can target by product category

FAQ’s 
Inserts
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What it is
Sharing the cost of sending mail to an individual or household

Example Programs

Money Mailer // Valpak // Clipper

Welcome Wagon // Welcome Home // Our Town

RSVP Card Decks

FSIs & Shared Mail Wraps

Why it Works

Sub $10 CPMs for large format ad

Targetable by indexes 

Audiences know it for discounts especially in home services

Sister Channel

Other Forms of “Inserts”: 

Shared Mail
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$50k
Can go as low as $30k to get an initial read

800k pieces

To do an A/B creative test or format test

4-6 Insert Categories

To determine what works best for a brand

Food subscriptions vs. apparel vs. new movers

Typical Test
Inserts
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Contact Info: 

Eric Smith

esmith@incrementalmedia.com

Let’s test inserts together!
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