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Built for volume

Now judged on precision

Mass reach used to win.

Now efficiency does.



When pressure rises,
many brands stop Cheaper can
using the compass

look smarter.
It often isn’t.




Market
Expectations

The market is becoming less patient with waste.



Direct Mail
IS Moving
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ACT I I | What the Numbers are Actually Telling Us




Modern Mail Profile

Smaller. Smarter. Accountable.



Intent drives it.

S |g Na I -Dr | ven Segmentation sharpens it.
D| e Ct M d | I Relevance earns it.

Reach scales it.




Better
sighals
beat
broader
reach.

More buyers.
~ Same budget.



Incrementality across the lifecycle

* Active
 Lapsed
* Prospect




Direct mail
multiplies digital
demand.

Not another channel.
A stronger outcome.



Direct mail can retarget the demand it creates.

Mail Follow-up mail
drives interest. recovers value.



ACT I I I | Why this shift is happening now







The algorithm still
needs an address.



Tim M. Curtis is the Chief Strategy Officer at NaviStone, where
he leads innovation at the intersection of data, technology,
and marketing. A member of the Marketing Al Institute, Tim
helps apply Al to spark bold ideas, strengthen operational
resilience, and rethink how work gets done.

0< tecurtis@navistone.com

IN timcurtisdecmp

Thank You!
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