
Precision Targeting

Direct marketing 
works best when it’s 

made relevant for the 
recipient. There has been 

no change in the top three 
reasons why people open 

and read mail since 
2005. These are:

Information 
about products 

or services of 
interest
40%

Contact 
from known 
brands and 
companies 

51%

Personally
addressed 

to me 
47% 
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The Power of
Direct Mail

 

         

 

 

 
 

Make People Act
People take Direct Mail seriously

The Sensory Experience
Direct Mail has a long shelf life 

.

Royal Mail Consumer Panel, 2011

Fantastic ROI
The letterbox is considered most important 

more often than any other touchpoint 
in the consumer’s purchasing processGet Creative

Direct mail is a vital node in the ‘connected world’ we live in. It’s a 
powerful medium. People like it. Respond to it. Act on it. In a blended 

that nearly half the UK population responded to traditionally printed direct 
mail over the past year. Below are the seven reasons why integrating Direct 

and for many years to come.

48% keep an item of 
interest occasionally

Consumers regard personalised 
direct mail as the trusted medium 
for customer communication and 
spend on average 2-4 minutes 
reading a piece of direct mail

Consumers believe they receive 

but 53.9% are happy with the 
amount of personalised direct mail

65% say that the possibility 
of receiving a gift or any form of 
discount increases their opening 
rate of direct mail

17%
regulary keep an
item of interest 

In fact, 53% of people consider 
the letterbox most important most often

of consumers react 
to direct mail 
immediately  

79%

*fast.MAP Marketing-GAP
 tracking study, 2013

Recent research conducted by Printfuture

Evolve or Perish, Digital Darwinism for 
Belgian Companies, McKinsey, November 2012

DMA, From letterbox to inbox: 
Building customer relationships 2013

DMA, From letterbox to inbox: 
Building customer relationships, 2013

Direct Media Report 2013/14  DMVOE (Austrian Dialogue Marketing Association)

2/3 

of consumers tend 
to keep their mail

The Mail Moment 
Role of print in today’s mix

48%
of UK adults have done 

something in the last 12 
months as result of mailing

have bought 
something

30%

Research has shown that structural 
dimensional mail:

Can have 20x the penetrating 

75%

Scores 80% or better in 
generating positive opinions 
among recipients

Can boost response 
rates by as much as 75%

80%
or better

At Ricoh we understand  Direct Mail. From our Precision Marketing data analysis and campaign 
design services to our Clickable Paper interactive print solution, variable data software and 
leading digital production printing systems – we’ve created the tools for relevant, creative, and 

Find out more at ricoh-europe.com/directmail


