


DIRECT MAIL:
THE ESSENTIAL CHANNEL

Postal mail still has some
Important advantages




DIRECT MAIL: THE ESSENTIAL
CHANNEL

Targetability Market
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EMAIL MARKETING

e Strengths:
* Cheap
 Precisely timed
o Allows for iImmediate response with a click
* Veny measuranie
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WEB MARKETING

» Strengths:

» Responsive — Prospects can buy. there
Riguiteus — Prospects live on the welk
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SOCIAL MEDIA

 Strengths:
e |t's everywhere! Great reach
* \Very low media cost...unless It isn't
* IHigh-tech, up-to-date
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IP TARGETING AND RETARGETING

s Strengths
» Reaches consumers where they buy.
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INFORMED DELIVERY

» Strengths
* |ncreased Impressions
* |nexpensive
* Directlink tonWeR PACES
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MULTI-CHANNEL HELPS

* Direct mail drives prospects to the web

» Coordinated email and ID can help simplify and
boost [esponse
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BUILDING AROUND YOUR MAIL

All these channels are In use in most marketing
organizations. Coordinating them with mail
makes them all the more effective
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START WITH THE MAIL

» Design with other channels in mind
» Keep offers clear and ehbvieus

* Keep calll ter action clear:
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STEER RESPONSE WITH
PURLS, GURLS, AND QRURLS

* A URL Is a Uniform Resource Locator
-Generally links to campalgn landing page
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* WWW. gppcc com
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PURLS, GURLS, and QRURLS

*\Why PURLS, GURLSs, and ORURLS?
* Mlakes |t easy to find your landing page
«|Vla L easy, to find your offe
) J\/]akes [ EaS)/ LeIEeSpenad

S RIEREPUIIENOITISESESHEC VAU IS ENHNTIGILIIE
AN CKICICHINICICRE

[
SREXCCHANIIONICISAISILEG!



Let's Talk Informed Visibility!




TRACK MAIL DELIVERY

U.S. Map - Scan Activity By State

* USPS Informed Visibility

reveals when each piece IS
delivered,;
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Informed Visibility Scan Details
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TRIGGER EMAIL MARKETING

» Coordinate triggered
emails with mail delivery p——

Rates firom $99 for our Loyal Tr'\‘-rf

 Reinforce branding and T
offer \

Dave Lewis

Sent: Tue 5/28/2013 8:46 AM

Spring forward with the DMAW

Direct Marketing Association of Washington
May is DMAWMembership Month!

Dear Dave,

There is no better time to join or renew your membership with the DMAW.

We've declared May "DMAW Membership Month," and that means if you choose to
join or renew your annual membership this month

you will be entered to win a FREE registration to

the 2013 Annual Bridge to Integrated Marketing and

Fundraising Conference (aka Bridge Conference). 'l'ake the Leap!

The Bridge Conference features regional, nationally Join me“ew
and internationally renowned speakers, offers over

70 educational programs for you to choose from, today.

and countless networking opportunities.



Informed Delivery

EXECUTIVE SUMMARY

SUMMARY OF KEY METRICS

The numbers below summarize key metrics that make the Informed Delivery feature a powerful digital

marketing tool.
ol T b

70.3 44.5 33.7% 58.9% 914,656 1:11

Million Billion National Average Email Campaigns Average Time
Users' Impressions? Saturation' Open Rate” Completed' Spent on
Dashboard?

Tinternal data as of December 31, 2024
ZInternal data between January 1, 2024, and December 31, 2024
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Millions of Users

REACH MILLIONS OF USERS

GROWING USER BASE

With a growing user base of 70.3M active users, Informed Delivery provides brands an opportunity to reach a

large population of highly engaged customers.

Registered Users

a0 January 2024 — December 2024
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== Trend Line (Users) =+ Trend Line (Emails) ~wween | inear (Households)
Trend Line (Households)

Internal data as of December 31, 2024

70-3M Users

+16% Growth YoY

49 = 0 M Households

+13% Growth YoY

69 8M Email-enabled

+17% Growth YoY Users
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REACH ENGAGED USERS

CONSISTENT USER SATISFACTION

User Surveys indicate that users are 91% likely to continue engaging with the feature and are 89% likely to
recommend it to friends, family, or colleagues.

E 91% of users’ are satisfied or very
satisfied with the Informed Delivery® feature

89% of users' would recommend the
Informed Delivery feature to friends, family, or colleagues

Survey results collected from FY25 Q1 User Surveys

UNITED STATES
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REACH ENGAGED USERS

INTERACTIVE CAMPAIGN IMPRESSIONS

Through the integration of hardcopy mail and digital marketing, the Informed Delivery feature continues to

provide increased impressions for mailers.

Completed Interactive Campaigns
74,82475,225

49,356
37,337
19,870
I 15,314 2°i44 17,654 19 i72 16,786 16,636 19i57

Jan-24 Feb-24 Mar-24 Apr-24 May-24 Jun-24 Jul-24 Aug-24 Sep-24 Oct-24 Nov-24 Dec-24

m Number of Completed Interactive Campaigns

Internal data from January 1, 2024 — December 31, 2024

7,189,514,038

Individual Campaign Mailpieces

8,206,262,820

Emails sent with Campaigns

4,717,504,876

Emails Opened
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ADDED VALUE

INFORMED DELIVERY AS A MARKETING CHANNEL

Business mailers and shippers can engage users through an integrated mail or package digital marketing
campaign that generates additional consumer impressions, interactions, and insights.

Save Advertising Expand Reach and Gain Customer Insights Elevate the Customer
Dollars Boost Engagement and Data Experience

Informed Delivery campaigns Campaigns allow brands to Brands can leverage campaign Customers can take action on
provide a free marketing channel generate additional digital data to gather insights on how their mail piece immediately—
for businesses to promote custom impressions for intended customers interact with the regardless of whether they retrieve
messages. Brands can elevate recipients. With over 70M" active brand, along with key performance mail from the physical mailbox.
their hardcopy mail campaigns by users and an average email metrics (i.e., open rates, click- This in turn allows brands to see
pairing them with a digital open rate of 58.9%?2, Informed through rates). results faster than with traditional
experience at no additional cost. Delivery provides brands an mailer campaigns.

opportunity to reach an already
engaged audience.

To learn more about Informed Delivery campaigns, visit our Informed Delivery for Business Mailers and Shippers page.

'Intemnial data as of December 31, 2024
2Internal data from January 1, 2024 — December 31, 2024
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MAIL MEETS THE WEB

At the heart of a direct marketing campaign,
direct mall remains the essential channel.




Thank you!




RESOURCES

PostalPro.usps.gov
Snall\Werks.con:
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