11 STATS

RATE FOR DIRECT MAIL TO AN
EXISTING CUSTOMER AVERAGES
3.4%, COMPARED TO 0.12%

(Source: Direct Marketing Association)

COST PER ORDER OR
LEAD FOR ACQUISITION
CAMPAIGNS STOOD AT $51.40
FOR DIRECT MALIL, slightly less than
for paid search ($52.58), postcard
($54.10) and email. ($55.24).

(Source: Direct
Marketing Association)

THAT.OFFER EVIDENCE OF THE
RESURGENCE OF DIRECT MAIL MARKETING

THE RESPONSE

50% OF PEOPLE SAY THEY PAY
MORE ATTENTION TO DIRECT MAIL
than any other media.

(Source: Ritter’'s Communication)

FOR EMAIL.

50% of U.S. consumers PREFER
DIRECT MAIL TO EMAIL

(Source: Epsilon)
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