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Practical strategies for pairing audience segmentation with
creative treatments to propel Direct Mail response.
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with creative
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Setting the Stage: Prospect vs. CRM Segmentation

EXISTING CUSTOMERS (CRM) NEW CUSTOMERS (ACQ)
Data Coverage Data Coverage
Deep individual and household signals available at scale Limited signals—modeled, inferred, or third party
Personalization Personalization
1:1 messaging is proven to drive measurable impact Broad targeting works—1:1 carries higher error risk
Strategy Strategy

Treat assumptions as hypotheses, weigh the risk of

Personalize with confidence—the data backs it bei . .
eing wrong, and implement proper test planning



Common
Segmentation
Traps



3 Common Segmentation Traps
Even Smart Marketers Fall Into

The Opinion-Based Segmentation-Driven
Persona Trap Segmentation Modeling



Trap 1: The Persona Trap

Broad personas are too blunt; individual, and household data tells a dramatically different story

PERSONA VIEW

"Handsome Direct Mail Guys"

TIM MATT
Age 38-54 Age 38-54
Suburban Homeowner Suburban Homeowner
Income $100k+ Income $100k+
Airline Loyalty Airline Loyalty

Same persona. Same message.

INDIVIDUAL DATA VIEW
TIM MATT
1-2 Person HH, No Kids 4+Person HH, Kids
Lives in CA Lives in OH
Small Basket, Organic SKUS Bulk, Quick, Prep-friendly SKUs
Drives Electric Car Drives Pick-Up Truck

MESSAGE: MESSAGE:

“Simple and healthy chef- “Quick, easy dinners the
prepared meals” whole family will enjoy”

Different signals. Different messages. Different results.



Trap 2: Opinion-Based Segmentation

A starting point; not a strategy

The Problem

Before Acting On Any Opinion, Ask:

Everyone has an opinion on your

segments—especially C-suite. 1 Do | have actual data

that supports this opinion?

Well-intentioned opinions can drive

segmentation decisions that have:
2 Is there actual scale

* No data to back them up potential in this Segment?

* No real potential to scale



Trap 3: Segmentation-Based Modeling

Let your models work as intended

The Trap

Build a “boomers model” because
you decided boomers are the segment

Over-Segmenting Without a Creative Hypothesis

“Finding a segment” isn't the same as
"knowing what message that segment needs.”

VS

The Fix

Build your best-performing model first,
then segment boomers out of it



Optimizing
Response
via Creative






Case Study: TruGreen

Inspiration:
Strong Variable in Models




LIFT’s 8 Rules for Direct Mail Response™

1 Look at me
Cut through the clutter and drive OE opens
5 What's in it for me?
Instantly engage the reader with a prominent hook
3 Honor the CTA
Ensure the offer and required actions are dear,
eye-catching, and intuitive
4 Benefits over features

Foaus on your customer rather than your product

Work is a 4-letter word

Convey ease over effort

Break down barriers

Address potential audience objections

Build trust

Alleviate customer suspicion

Respect the brand

Brand outlasts offers—think long term



Control Letter

LIFT'S RULE 2

What's In It for Me?

Provide “hooks” that highlight
top reasons to continue reading

» Identify segment Values, Needs, Barriers
as it relates to your offering

» Convey benéfits, ideally with emotion

Focus on the reader’'s “Me"”

» Integrate personalized data:
Name, Location, Tenure, etc.



PGA Logo on OE

" "Golf-Interest” Audience

LIFT'S RULE 2

"What's in it
for me?”




PGA Logo on OE
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LIFT'S RULE 2

Address personalization with golf-benefit context

"What's in it
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PGA Logo on OE
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PGA Tour credibility within intro sentence




PGA Logo on OE

"Golf-Interest” Audience

LIFT'S RULE 2

Address personalization with golf-benefit context

"What's in it
for me?”

PGA Tour credibility within intro sentence

Personalized Signature with City Localization




Control Letter Back

"Golf-Interest” Audience

LIFT'S RULE 2
"What's in it
for me?”

Control Insert

Tap Into Emotion




Control Letter Back Test Letter Back

"Golf-Interest” Audience
e

LIFT'S RULE 2

"What's in it
for me?”

Control Insert Test Insert
Tap Into Emotion




% WINNER *

" "Golf-Interest” Audience

M Results:

8% LIFT

over BAU creative




Case Study: TruGreen

Inspiration:
Brand-Led Initiative




LIFT'S RULE 5
Work is a 4-letter word

Always convey ease
over effort

"DIY" Audience

+17% SALES

Control Insert

DIY Segment
Insert Test

DIY Messaging
to DIY Audience



Case Study: TruGreen

Inspiration:
Incremental Offer Availability




Exclusive audience-specific header

| “Veterans” Audience

LIFT'S RULE 2

What's in it
for me?




Exclusive audience-specific header

| “Veterans” Audience

LIFT'S RULE 2

Veteran-focused
headerand “+ Extra
Savings” call-out
makes this feel
important

What's in it
for me?




Exclusive audience-specific header

Veteran-focused

|| “Veterans” Audience
headerand “+ Extra

LIFT'S RULE 2 Savings” call-out
7 . o makes this feel
What S In It important
for me?

Veterans Audience

+23% SALES

Reiterate exclusivity and audience-specific focus



When Messaging Hits Home,
Performance Takes Off

Golf Audience DIY Audience Veteran Audience

10% 8% 28% 17% 18% 23%

LIFT LIFT LIFT LIFT LIFT LIFT

over over control over

over control over
control to Golf segment control

over control
to DIY segment control

to Vet segment







Control Letter

LIFT'S RULE 2

"What's in it for me?”

Provide "hooks” that highlight top reasons
for segment to continue reading

Focus on our reader’s “"Me"

» Integrate personalized data



Case Study:
HelloFresh

<@ Family Chef Creative

Inspiration:
Strong Variable in Models




LIFT'S RULE 2
What's in it for me?

Family-focused headline adds context

LIFT'S RULE 5
Work is a 4-letter word

Family Chef Audience Test

+17% LIFT



LIFT'S RULE 2
What's in it for me?

Family-focused headline adds context

LIFT'S RULE 5
Work is a 4-letter word

Family-friendly hooks
pay off WIIFM

Family Chef Audience Test

+17% LIFT



LIFT'S RULE 2
What's in it for me?

Family-focused headline adds context

LIFT'S RULE 5
Work is a 4-letter word

Family-friendly hooks
pay off WIIFM

Family Chef Audience Test

+17% LIFT

Reinforce family-focused benefits on insert



Case Study:
HelloFresh

E Young Couples Segment

Inspiration:
Strong Variable in Models




LIFT'S RULE 2
What's in it for me?

Value-focused intro message adds context

LIFT'S RULE 5
Work is a 4-letter word

Young Couples Audience Test

+8% LIFT



LIFT'S RULE 2
What's in it for me?

Value-focused intro message adds context

LIFT'S RULE 5
Work is a 4-letter word

Couple-friendly
benefit bullets

Young Couples Audience Test

+8% LIFT



LIFT'S RULE 2
What's in it for me?

Value-focused intro message adds context

LIFT'S RULE 5
Work is a 4-letter word Couple-fiendy
- benefit bullets
Young Couples Audience Test
+8% LIFT
—

Segment-relevant insert messaging



When Messaging Hits Home,
Performance Takes Off

Family Chefs Young Couples

17%
LIFT

8%
LIFT

over
BAU Creative

over
BAU Creative




Segmentation
and Creative
for the Win!

Align the right segments with the right
creative to unlock 8-20% lifts.

v/ Avoid segmentation traps
v Models first, segments second

v/ Build proper test and control groups across
both segment and creative treatment

v' Apply LIFT’s 8 RULES

o #2: What's in it For Me
o #4: Tap into Emotion
o #5: Make it Easy

' Measure your incremental lift



Q&A



THANK YOU

Tim Carr Matt Whipple
Tim@Iiftagency.co Matt@Whippledm.com
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