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Direct mail is resurging, not as a nostalgic channel, but as a precision
performance system. As digital competition intensifies, inbox engagement
softens, and consumer fatigue rises, performance marketers need more than
incremental optimization. They need better timing.

Modern direct mail has evolved to operate as an always-on, behavior-triggered
engine that's guided by identity and propensity data. Produced through high-
speed variable digital printing, it's become a timely, measurable, and cost-efficient
channel. For high-consideration purchase decisions—especially in regulated
categories—this model delivers measurable ROI and strengthens omnichannel
performance.

The future of direct mail marketing isn't batch-and-blast.

It's mailing the moment.
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Real-Time Growth Lever
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Reframing Direct Mail as a Real-Time Growth Lever

Direct Mail Has Evolved into a
Signal-Driven Performance
Channel

Historically, mail was calendar-based, relying on static creative sent to broad
demographic lists in massive batch deployments. The goal was efficient,
lower-funnel acquisition—driving response and conversion at scale through
standardized messaging. But with 71% of consumers now expecting
personalized brand interactions, that model is quickly becoming outdated.

71%

The new direct mail model flips that method entirely on its head.
Direct mail should be an always-on activation that’s behavior- of consumers
triggered, propensity-scored, and highly personalized. It acts as a

responsive channel, powered by variable digital production and expeCtlng
closed-loop measurement. personalized brand
Direct mail isn't a quarterly one-off that marketers set and forget anymore. |nteraCt|0nS

It's a behavior-focused and audience-led powerhouse.
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Reframing Direct Mail as a Real-Time Growth Lever

What Mailing the Moment Really Means

Always-on, behavior-triggered and hyper-personalized direct mail programs should be built as a comprehensive performance system

centered on four core principles.

Triggered by Real

Intent Signals

Guided by Identity +
Propensity Data

aMSiIve

Rather than guessing when
a consumer is ready to act,

brands should activate
direct mail based on

observed behavior across

channels, including:

Website visits

Quote activity
Application starts
Competitive research
Search behavior

Phone inquiries
Lifecycle milestones
Re-engagement signals

Household-level identity
resolution and predictive
modeling allow marketers to
align messaging to where
each consumer is in their
journey. This includes:

 Lifetime Value modeling
e Risk-tiering
¢ Predictive scoring

These capabilities ensure
that direct mail is not just
personalized but prioritized,
focusing investment on the
highest-value opportunities.

Produced Through Timed to Arrive Within
Variable Digital Printing the Decision Window
Modern variable digital print Timing is the defining direct
production enables rapid, mail advantage.

dynamic, and hyper-

personalized creative Signal-driven workflows can
generation at scale, including: trigger production and delivery

. to the postal system within 24—
Personalized offers . .
Creative versioning 48 hours—ensuring relevance is
Geo-specific messaging maintained and action is
e Contextual content alignment captured at the moment it
matters most.
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Is Surging Now
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Why Direct Mail is Surging Now

Direct Mail’'s Comeback is Attention is Harder to Earn
Performance-Driven

Attention is today’s most valuable marketing currency. With rising
Direct mail represents customer acquisition costs (CAC), inbox overload, banner blindness,
and push notification fatigue, standard digital outreach is easily

$ 3 7 to $ AO billion annua"y ignored. Physical mail commands a different type of attention by

reinforcing a message to a known individual.

@i 8 0 0/0 of consumers
L)

in marketing investment, not because it competes with digital
journeys, but because it complements them. Adding direct mail to a
digital-focused multichannel mix adds focus and converts when

intent peaks. find physical ads more memorable than digital ads,

cutting through the screen-based noise with a
tangible, high-impact touchpoint—especially when
consumers are weighing complex decisions.

In a digital blur, mail creates a physical presence that grounds the
consumer'’s experience —activated at exactly the right moment.
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Where Timing Matters Most

Relevance and timing now outperform channel selection as the primary drivers of marketing performance.

The advantage comes from aligning activation to real consumer intent—when it matters most and for the audiences most likely to respond.

aMSIVe Mail The Moment: Reframing Direct Mail as an Always-On Performance Engine for High-Value Brands



Regulated Categories

aMSIve

Mail The Moment: Reframing Direct Mail as an Always-On Performance Engine for High-Value Brands

9






[,

Hyper-Personalization
Without the Hype
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The Data Foundation Hyper-Personalization Without the Hype

Without the ability to unify and activate that data in real time,
efforts to hyper-personalize stay fragmented and reactive. To
turn existing data into performance, three capabilities need to

work together:
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Identity + addressable data

Accurate identity resolution and verified postal data help
every piece reach the right person. Without consistency
here, deliverability and precision break down.

Behavioral + event-based signals

Signals exist across channels, but tend to live in silos.
Without integration, brands can't act in the moment
intent is highest.

Predictive + propensity models

Many teams have models but fail to operationalize
them. If these insights don’t inform execution, they can't
drive outcomes.

of consumers
expect personalized
outreach and notice

when it's missing.

Most organizations already have the data. The key challenge
isn't access—it's activation.

When the data that you already have is activated as a connected
system, direct mail shifts from static outreach to a coordinated,
performance-driven channel.
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What Makes
Cost-Efficient
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Mail + Digital
as a Force Multiplier
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Surround Sound: Mail + Digital as a Force Multiplier

Measurement that Proves Incremental Value

Unified measurement connects direct mail exposure to real business outcomes.

Engagement

Signals

QR scans, site visits, time
spent, and related behaviors
indicate interaction and
directional interest.
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Outcome Metrics

Conversion rate, CPA, ROI, and
sales cycle length all connect
triggered mail to efficiency and
revenue impact.

The Response Curve
Matters

Different triggers produce different
response windows. Evaluating both
immediate and assistive impact
ensures direct mail’s full
contribution is captured.
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Programs Do Differently

aMSIVe Mail The Moment: Reframing Direct Mail as an Always-On Performance Engine for High-Value Brands 19



Wl What High-Performing Programs Do Differently

()71 Precision, Personalization, and Speed Win

Modern direct mail programs win because they enable faster decisioning and smarter execution.

() They Operationalize Speed

Time to mailbox matters. Recency-driven mail sent within 48 hours of an intent signal is designed to keep relevance intact.

()3 They Match Format to Moment

Format is dictated by who you're reaching, what you're saying, and how it needs to be experienced. Prospect versus
consumer, simple versus complex offers, and visibility versus engagement—these considerations help determine whether a
postcard or an enclosed format is more likely to drive the piece's desired action.

()44 They Test Like Performance Marketers.

Programs improve through structured experimentation, including holdout testing and continuous optimization.
Treat creative formats, imagery, messaging, CTAs, and offers as testable variables.
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Hyper-Personalization Meets
Offline Resurgence
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The 2026 Outlook: Hyper-Personalization Meets Offline Resurgence
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Brands that can connect digital intelligence
with offline activation will be best positioned
to capture this shift.

The Return to Offline Experiences

™

By 2026, one-third
of consumers

are expected to intentionally opt for
offline brand experiences, driven by
a desire for tactile, sensory
interactions that digital platforms
cannot replicate.

Strategic Applications of Personalized Direct Mail

When integrated into an omnichannel strategy, direct mail becomes a force multiplier:

Omnichannel Complement

When strategically used as an
omnichannel complement, direct mail
works alongside digital channels to drive
sales, calls, leads, event attendance, and
re-engagement.

This isn't just a theory;

7 9 O/O retail marketers

are already pairing direct mail with their
email campaigns to naturally guide
consumers through the buyer journey.

Full Lifecycle Engagement

True performance marketing requires full
lifecycle engagement, meaning your
touchpoints must evolve as the consumer’s
relationship with your brand deepens.

Trigger-based direct mail can be applied
seamlessly across the purchase journey.
It's a memorable introduction through the
discovery phase, provides a tangible nudge
to conversion, and is a critical touchpoint
that can turn one-time buyers into long-
term brand advocates.
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From Static Mail to
Always-0n Performance
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