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RULES  
TO OPTIMIZE YOUR 
MAIL RESPONSE



MEET YOUR PRESENTER

Tim Carr, the Chief Lifter at LIFT Agency, has over 

20 years of experience in performance marketing.

He founded LIFT Agency in 2003 after serving as a 

Creative Director at AOL, where he optimized 

hundreds of direct marketing campaigns, 

including the renowned CD-ROM direct mail 

program. Originally from Wisconsin, Tim is a 

dedicated Packers fan amidst a crowd of 49ers 

supporters in the Bay Area.
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Tim Carr
Chief Lifter at LIFT Agency



3

PROVEN TRACK RECORD 
FOR DIRECT MAIL PERFORMANCE



8 RULES 
TO OPTIMIZE 
YOUR MAIL 
RESPONSE

PRESENTING
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8 RULES 
TO OPTIMIZE YOUR DIRECT MAIL RESPONSE
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Cut through the clutter 
and demand attention



How can we stand 
out in the mail 
and get noticed? 

Unique approaches by format to cut through the clutter:

ENVELOPE LETTER PAKS  

POSTCARDS  &  SELF-MAILERS
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RULE 1: 

LOOK
AT ME

1

2



How can we encourage 
greater open rates? 
Make it feel important.
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ENVELOPES

Is this something 
I need  to open? OR

LOOK AT ME



Ways to make our envelopes 
feel important and get opened
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Teasers
Reference to official notifications, something 
special or limited-time offerings. 

Winning message examples: 

• Time-Sensitive

• Important Notification Enclosed

• Action Required

• You’ve been specially selected

• Card Enclosed. Do Not Bend.

Color 
In general, more washed, plain colored 
OEs perform better than colorful. 

Thickness Intrigue
Suggestions of cards or something 
important inside is a proven approach.

LOOK AT ME
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Successful Envelope Examples

LOOK AT ME
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Color and Size
Stand out from rest 
of the mail stack

Elements to Get Noticed and Demand Attention 

POSTCARDS/SELF-MAILERS

Visual Hierarchy
Strategic design for the 
short attention span: 
clean, easy-to-read type 

Strong Offer
Make it prominent. 
Consider tear-off 
offer card approach 

Personalization
Integrate compelling 
data when possible
(Name, location, etc) 

LOOK AT ME



12

Instantly engage 
the reader with  

prominent “hooks”
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WHAT’S IN IT FOR ME

Highlight the top reasons 
to continue reading

Focus on our reader’s “Me”  
Integrate personalized data when possible: 
Name, location, relationship w/ your brand etc.  

Typical hooks to engage include: 
     Eligibility for savings or other benefits

     Exclusivity: You’ve been specially selected 

     Excitement: Access to try something new

Now available in 
<San Francisco>
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Embrace 
strategic design
Apply visual hierarchy
     Design the letter to ensure “what's in it for me?”                 
     is read within the first 1-2 seconds. 

     Consider column sidebars for a secondary 
     layer of “what’s in it for me?” 

STRONG
HIERARCHY

COLUMN
SIDEBAR

WHAT’S IN IT FOR ME
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Make sure the desired 
action is noticed, clear 

and intuitive
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YOUR SUCCESS 
DEPENDS ON YOUR CTAS

Easy to find: Ideally in multiple places through 
the mail piece  

Response options: Call, Visit, Scan or Mail 

Clarity: Make it as clear as possible what the reader 
will benefit from by performing the CTA

Urgency: e.g., “Respond by XX/YY/2024” will 
improve conversion

HONOR THE CALL TO ACTION

1

2

3

4

What attributes make the best CTAs?
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QR CODES IN DM?
YES, IN MOST CASES!

Top reasons why:

        Higher net response when presented as CTA option

        Greater response interest visibility 

        More personalized experience 

        Retargeting opportunities 

1

2

3

4

Be mindful of your offer and related mobile 
experience. If prospects are less likely to convert 
on a smartphone, proceed with caution

HONOR THE CALL TO ACTION
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Focus on 
your customer more

than your product 
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SELL THE HOLE,
NOT THE DRILL
Features Tell, Benefits Sell 

Think about benefits of your 
offering from your reader’s 
perspective (It’s harder to read
 the label from inside the jar) 

           If possible, tap into 
           the power of emotion

BENEFITS OVER FEATURES



TRANSLATE FEATURES INTO BENEFITS (EXAMPLES) 
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 300 Mbps Internet Speed 

 2 GB Memory 

 Onboard GPS Navigation

 Geofencing Integration

Cloud Sync Capability

Speed you need to power all your devices  

Take as many pictures as you want without running out of space

Never get lost / Always know where you are going 

Turn on your lights automatically when you get home 

Access your files from anywhere, anytime

FEATURE BENEFIT

BENEFITS OVER FEATURES
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Emotional Benefit Examples: 

Exclusivity: Feeling special 

Greed: Saving money, avoid overpaying 

Superiority: Feeling smart, ahead of the pack 

Security: Feeling safe

Justice: Fairness 

Altruism: Positive vibes from purchase or action

FOMO: Mitigate remorse for “missing out” B2PRESS, What is emotional advertising and how does it work?

Testing has shown
emotional benefits
outperform rational 
benefits by up to 23%!

BENEFITS OVER FEATURES

TAP INTO EMOTION

https://en.b2press.com/library/333/what-is-emotional-advertising-and-how-does-it-work
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BENEFITS OVER FEATURES

QUESTION: 

How could 
you tap into the 
emotional benefit
when selling 
lawn seed?
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BENEFITS OVER FEATURES

ANSWER: 

Pride in having the 
best lawn in your 
neighborhood
(feeling your neighbors 
are envious)
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Always 
convey ease
over effort 
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ALWAYS CONVEY
EASE OVER EFFORT

Make sure what we are asking our reader to 
do is as simple as possible 

Watch out for unintended insinuations of 
“work”. Check all portions of your DM package.  

Math or references to school tend to 
underperform (homework) 

WORK IS A 4-LETTER WORD



INSINUATIONS OF 
EFFORT INCLUDE:
     Easy-to-follow instructions 

     5-minute installation

     Includes recycling-friendly packaging

     Easy cancellation process 

     Anything math related!
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WORK IS A 4-LETTER WORD
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Address potential 
objections



Ways to identify your top hurdles:

Consider addressing hurdles and barriers 
with FAQ sections on letter backs 

WHAT MIGHT BE HOLDING 
READERS BACK?
 Take the time to identify the top 3-5 barriers   
 that might hold someone back. 

Qualitative 
research

Customer 
support inquiries 

Inbound 
call centers! 
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BREAK DOWN BARRIERS



Remove doubt by offering some form of a guarantee

Present your guarantee in conjunction with your closing 

call to action. 
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What if I am disappointed 
after I give your offer a try?

MOST COMMON BARRIER

“
Too many companies have a guarantee policy in place, 

but fail to communicate it in their mail! 

BREAK DOWN BARRIERS
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Make engaged readers 
more comfortable 

with doing business 
with us



Third party awards, reviews (e.g. PC Magazine) 

Customer testimonials (TrustPilot) 

Claims:  #1, fastest-growing, most trusted

“As seen in” press mentions
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DON’T JUST TAKE
YOUR WORD FOR IT
Build trust and convey confidence 
with supporting social proof 

Great sources of social proof include: 

BUILD TRUST
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Trust-building examples

BUILD TRUST
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Brands outlast offers. 
Think long term.



What percentage of your direct mail 
recipients will not respond or convert? 
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BRANDS OUTLAST OFFERS.
THINK LONG TERM.

What do you want non-responders to 
recall for next time we reach out to them?  

RESPECT THE BRAND
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8 RULES TO OPTIMIZE MAIL RESPONSE
Your new checkpoints to lift your next DM campaign. 



Tim@liftagency.co
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Tim Carr
Chief Lifter at LIFT Agency

QUESTIONS?  

ChiefLifterTimCarr



Thank You!


