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Direct mail.
Digitally powered.

Create, target, print, and track
personalized mail — all in one place.

Dave Krawczuk

Vice President,
Print Strategy

What to expect today

Everyday direct mail campaigns are given the opportunity to
incorporate innovations to make it more relevant.

In this session we will talk about making something more than

just a postcard or an envelope.

Tech-Driven Data Advantages — analytics, Al, automation, and

digital integration




Direct mail is earning a
pigger slice of marketing
pudgets

Ninety percent of companies are increasing
their direct mail budgets in 2026
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budget to direct ma

How has your comp.ani/}’s 2026 allocation of marketing
Il changed compared to 20257

Bigger budgets pay off.

High-ROI organizations are more
likely to have increased their
allocation toward direct mail
this year.




Direct mailis a full-funnel channel.

How effective is direct mail in meeting the following campaign goals?

98% of business
leaders rate direct mail

as effective in
36 dormant/churned
1% ) customer winback.

64%

59%
41%
X
0%

58%
42%
0%

50%
48%
2%



Personalization,
connected tech drives
performance.

Ninety-six percent of leaders say
personalization lifts results, but the strongest

campaigns use behavior, preferences, and
milestones to deliver perfectly timed mail.
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Top challenges
in direct mail
in 2026

41%

Say that Developing
advanced personalization
strategies is their biggest
challenge

41%

36%

34%

34%

31%

26%

25%

23%

20%



Personalization works
best when data does the
heavy lifting.

Which of the following data
attributes used to
personalize your direct mail
campaigns have been
impactful in driving
response?

46%

44%

41%

36%

35%

33%

32%

31%



How do you do it?
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Main Street Coffee

Fictional Coffee Shop

Upgrading Direct Mail

Regional Presence — looking to
get more traffic into their shops



Main Street Coffee — Their first Try!

What are they missing? EVERYTHING!



Multiply your direct mail ROI

How to get started:

Integrate your CRM, automation tools, and audience Your personalization checklist
data platforms with direct mail.

Basic personalization isn’t
enough! Go beyond just adding

Expand your audience targeting to include interest-
based targeting and lookalikes to reach the right
customers at the right time.

a customer’s name.

Leverage loyalty data, browsing
behavior, and communication
Feature products relevant to past purchases, preferences.
searches, or abandoned carts.

Make direct mail feel truly

relevant and impactful.
Localize mailpieces with information such as nearby

store events.




Advanced personalization for
maximum impact

Data attributes respondents
are using to personalize direct
mail campaigns

Marketing teams with direct mail
automation platforms are much more

likely to personalize mail using a variety
of different data attributes.

No partner . Has software/technology
platform partner



Main Street Coffee

v" Name

v Address

v' Demographics

v' Customer History



Main Street Coffee

v" Name

v’ Address

v' Demographics

v' Customer History

First Name Last Name

Address1

City

Title

EmailAddress

Age

State

Gender

ZipCode



Main Street Coffee

Start a conversation

v Provide areason

v' Engage where they are

v' Coordinate your messages

v' Use the information you have

00




Main Street Coffee — Getting Personal

Talk to your customer

v Incorporate Personalization

v' Research Demographics

v Incorporate Data Collection



Main Street Coffee — turn it up to 11!

CHICAGO

NEW YORK

PHILLY

DETROIT



Nearly two thirds of consumers
report a direct mail piece has
inspired them to take action.

Promotions are the biggest action
drivers.

60%

state a direct mail piece has

inspired action.

What inspires action



Marketers’ best practices for driving action with direct mail

88%

of marketers say personalized direct mail
significantly improves response rates. They
use tailored text, imagery, maps, and offers
to create a truly relevant experience.



Expanding reach to connect with new consumers

Which direct mail targeting strategies do you use in your campaigns ?



Don’t Stop There!



Omnichannel success

How to get started:

Use your data to create direct mail segments that
mirror existing audiences.

Create cross-channel campaigns to reinforce brand
messaging and boost visibility.

Capture metrics about offline action, like QR code scans,
to understand campaign impact.

An omnichannel strategy
that aligns direct mail with

digital efforts, from

planning to execution to
measurement, creates a
seamless customer
experience and improves
performance.




Omnichannel success

Keep the conversation going:

Be consistent on all platforms

Informed Visibility — Know where your mail is
Informed Delivery — Add Touch Points

Capture metrics about offline action, like QR code scans,
to understand campaign impact.



Omnichannel effectiveness relies on integrated data and systems

0 of marketing executives agree direct mail performs best
(0 when integrated with other channels.

Yet, many companies struggle to create a truly seamless customer experience. Why?

Only 46% leverage it 25% of executives struggle to 55% find it particularly
for retargeting or trigger- connect direct mail with their difficult to integrate with
based campaigns tech stack digital tracking tools



Omnichannel success

Plan your customer’s Journey



How respondents are integrating mail with digital channels
Marketers are integrating digital

and direct mail for an Using direct mail to drive traffic to digital
assets (e.g. through QR codes, apps)
omnichannel experience

Using direct mail to reactivate dormant
digital leads

5 ] 5 ] Sending direct mail follow-ups to website
“Direct Mail effectively integrates viaitors.

with other marketing channels by

delivering a tangible message to

Retargeting based on direct mail engagement
consumers at the precise moment

they are most receptive to taking
. w Pargonalized PURLs or QR codes in direct mail
action. leading to digital experiences

Lob Customer Coordinated messaging across direct mail and
Automotive Marketing-as-a-service provider digital

Triggering digital campaigns based on direct
mail responses




High-ROI teams use
Al with intent.

While nearly everyone automates, top
performers apply Al where it matters most, with

personalization, attribution, and delivery

accuracy.
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How is your company
using Al and/or
automation in direct mail
campaigns?

3%

23%

30%

27%

30%

30%

27%

74%

65%

63%

59%

40%

59%

57%

57%

43%



Privacy and personalization: A cautionary Tale




Privacy and personalization: Consumers want a healthy balance

53%

64%

of respondents become concerned about 5 2%
their personal privacy and security when

they receive direct mail from brands they

do not know.

of respondents have privacy concerns o
with digital advertisements when they are 2 3 A)

personalized and targeted.

of respondents expect direct mail they
receive from brands will be personalized
for them in some way.

of respondents are likely to trust a brand
that only engages with them digitally.



Key takeaways

Personalized mail drives higher consumer response.

Offers and promotions are most effective when tailored

to the recipient.

Access latest

. . State of Direct Mail
\YEICGEES agree: personallzatlon boosts response rates. report for more findings

Top teams use automation to personalize mail and create
omnichannel experiences.

Execs who see the best ROl from direct mail are 150% more
likely to use high-quality data.

NATIONAL POSTAL FORUM | PHOENIX, AZ



Thank you!

Let’s stay in touch: dave@lob.com
linkedin.com/in/davekrawczuk
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