
In their hands.
In their home.
On their time. 

Acquiring new customers with mail.
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Acquisition efforts are critical.
With mail, they’re also 
targetable and measurable.

The importance of customer acquisition.

In a business climate driven by the bottom 
line, getting new customers has become 
increasingly important – especially when 
you consider the average company loses 
 10% to 15% of its customer base each year.1

This helps explain why customer acquisition 
plays a critical role in so many business 
growth plans. 

At the same time, customer acquisition has 
become one of today’s biggest challenges. 
The sheer number of media outlets and 
competing messages that bombard 
consumers every day have fragmented 
the consumer population and made it 
increasingly diffi cult to attract consumer 
attention. Consulting fi rm Yankelovich 
estimates that the average consumer 
is exposed to 3,000 to 5,000 advertising 
messages each day, up from 500 to 2,000 
messages in the 1970s. 

This makes it more important than ever 
to reach the right audience at the right 
time with a relevant message. Direct Mail 
provides the perfect solution. It’s personal, 
highly targetable, tactile, measurable, and 
most important, nonintrusive – meaning, 
the consumer can control when and where 
they read your message.

A shift in marketing spend – 
from retention to acquisition.

Marketers are already making the move. 
Research shows that many companies have 
reallocated their marketing dollars from 
retention spending to acquisition spending. 
Although overall media budgets have only 
changed slightly, Direct Mail budgets refl ect 
a more noticeable adjustment.

Acquisition spending

2007 2008

Overall media budgets2 50% 52%

Direct Mail budgets3 63% 72%

Tips for creating an effective 
acquisition program. 

Types of customers to target:

•  Those not aware of your product. 
Target prospects based on data, such as 
lifestyle, interests, or similar purchases.

•  Those who recently became candidates 
for purchase. Recent changes in lifestyle – 
income, marital status, age, etc. – can 
turn a poor prospect into a high-potential 
one. Also, lifestyle changes can create new 
opportunities with existing customers. 

•  Those buying from a competitor. 
This gives you the opportunity to offer a 
competitive advantage or a better value.

Possible objectives for acquisition programs:

•  Customer inquiry for more information. 

•  Purchase the offered product or service. 

•  Cross-selling products or services. 

Use your acquisition campaign 
to create a successful CRM program.

The follow-up strategy is the most important phase 
in an acquisition campaign. Once your responses 
are in, you should: 

•  Follow up with responders. The most critical time 
to make a sale is within the fi rst 7 to 10 days after 
an individual responds to your mailing. So have a 
follow-up strategy in place. 

•  Develop a strategy for non-responders. 
Send a follow-up or reminder to non-responders. 
Include an appealing offer to increase consideration. 
Also, develop timing criteria for removing them 
from your list. 

•  Collect data and measure results from the 
mailing. This helps you gain an understanding 
of your target audience and allows you to craft 
relevant communications that may improve the 
response rates of your future mailings. 

Inserts: Case Studies on Customer Acquisition

1 “Putting Customers First,” Kyle LaMalfa, February 25, 2008.
2 Target Marketing Magazine, Media Usage Survey 2008.
3 Direct Magazine, “More for Less,” June 2008.
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communications. And we used the mail to report the 
rule changes to all of our customers. 

What makes direct mail so effective is that it’s visual 
and graphic, which makes it particularly helpful when 
we’re trying to extend the brand, launch new products, or 
extend the functionality of existing ones. 

For example, when we launched our mailstation™ 
product as a replacement for our Personal Post™ postage 
meter, we saw response rates go up markedly with direct 
mail because we were able to pictorially show the new 
product. So the power of mail told a story that couldn’t be 
replicated on the phone. 

What’s more, our customers who respond to direct 
mail exhibit a higher degree of loyalty. Because they make 
the conscious decision to call us or to respond over the 
Internet, we get much greater buy-in. They become very 
qualifi ed customers, they have little buyer’s remorse and 
a low cancellation rate. 

We know they’re very interested because they’ve taken 
the time out of their day to respond: They’ve received the 
direct marketing piece and, at a time convenient for them, 
have taken control of the selling process. When you do out-
bound telesales, it’s the time and place of the seller’s choice, 
not the buyer’s. Direct mail isn’t nearly as intrusive. 

But in order to stay relevant, direct mail needs to 
become part of an integrated approach to marketing. 
Most of our customers who respond to our direct market-
ing do so through a different channel. We get their atten-
tion through the mail, but we typically hear back from 
them on the phone or over the Web. It’s important to give 
customers that convenience: Direct mail lets them dis-
cover more about Pitney Bowes at their convenience, and 
telephone and the Internet give them the convenience of 
contacting us when they’re ready. 

We’ve been very successful at acquiring customers with 
direct mail, but our future challenge is to continue to lever-
age direct mail as we move from a transactional sales model 
to more of a customer relationship–management approach. 

Our job has become much more complicated than sim-
ply acquiring lists, running them through a modeling pro-
gram, and counting the responses. The challenge becomes 
moving away from being campaign driven to more of a 
relationship-based model, and when you’re talking about 
850,000 small businesses, that’s no mean feat. 

As we expand, direct mail will remain a major compo-
nent of the channel mix. It will continue to be a vital part 
of our customer communications. D

Pitney Bowes and direct mail: a match made in heaven, 
right? Absolutely. At Pitney Bowes, direct marketing is a crit-
ical component of our customer-acquisition strategy, partic-
ularly as we move deeper into the small-business segment of 
the market. Well over 80 percent of our new customers in the 
small-business market come to us through direct response. 

We also use direct to service our customers and to con-
tinue to sell to them as well. Most of our small-business 
customers are not called on by fi eld-sales reps, so we com-
municate with them by mail, phone and the Internet. We 
mail out annual catalogs from our supplies organization, 
through which we sell not only postage-related materials 
but other offi ce supplies as well. We also use mail to com-
municate critical information. The recent postage rate change, 
for example, required timely and easily understandable 
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