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branding, mail, and the marketplace of the mind.

mail puts your brand in the 
hands and minds of consumers.

Just as pop art provided 
commentary on consumerism 
of the ’60s, new forms of 
communication are impacting 
the marketplace of today. 
Blogging. Internet video. 
Digital video recorders. 
They’ve created an environment in which 
consumers have more control over marketing 
messages than ever. 

Indeed, we’re living in the Age of Consumer 
Empowerment. Consumers are more sophisticated, 
have more power, and prefer to receive marketing 
messages at their convenience. They’ve even become
their own ad agencies and advocates – as evidenced 
by Advertising Age recognizing “The Consumer” 
as the Agency of the Year for 2006.*

It is within this consumer-driven market that your 
brand must now exist. And to build and maintain 
your brand, you must seek ways to make a personal 
and relevant connection with consumers. As you’re 
about to see, few media can help an integrated brand 
campaign make this connection like mail.

Your brand’s essence 

is consumer perception – 

a combination of the 

collected experiences, 

information, and guidance 

your company gives 

through its consistent 

values and behavior.
Direct Mail can:

target your message accurately

unlock vast creative possibilities

allow you to measure your response

speak directly to customers via personalization

extend your message through shareability

touch many senses with its versatility

which may allow your brand to:

differentiate you from your competition

sustain your business during economic downturns

attract new employees, customers, and partners

expand easily into new business arenas

the combined strength of brands and mail 

Today, companies are using mail to fi ll a variety 
of brand-driven roles. It gives depth and dimension 
to a message. Mail adds another touch point to a 
brand campaign and creates continuity when timed 
with other media in the mix. Mail is an effective way 
to drive people to a store or website and offers the 
opportunity for a response device. With reply cards, 
surveys, invitations, and even billing statements, 
branded mail can create a dialogue with your 
customers. And mail offers the ability to measure 
your response rate and to collect customer data. 
Simply put, mail helps your brand work harder 
and smarter.

Here’s another way to look at it: mail allows you to 
take your brand and put it in the hands of consumers. 
If they don’t know it, introduce them to it. If they do 
know it, remind them of it. If they love it, give them 
a reason to continue loving it. Mail gives consumers 
the opportunity to interact with your brand and can 
give them the opportunity to respond to it.

In broad terms, mail is a free agent. You can use 
mail by itself to build your brand, or you can use it 
to accentuate other media in your branding mix. 
Using mail allows you to refi ne your audience and 
aggressively target your competitors and exploit 
their weaknesses. 

Inside, we’ll see examples of mail being used to 
reposition a brand, make it stand out in a cluttered 
category, and extend the brand experience through 
a point of sale.
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