YOUR KEY
TO BETTER
DIRECT MAIL

19 time-proven tactics for more
effective and profitable direct mail

RED(«



Despite your best efforts, the
fact is that most of your carefully
constructed direct mail packs end
up in the same place: the bin.

What if there was a practical and
effective way to reduce this loss?

A simple tool that could help you create
more responsive direct mail packs.

Over the past two decades, Red C has studied how
consumers open, read and digest direct mail, and
other direct marketing communications.

Using these studies, plus our extensive experience of
what techniques work, we have created a model that
we find consistently helpful in understanding how to
develop more effective, more profitable direct mail.




WE CALL IT THE DIRECT MAIL FALL OUT MODEL
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THE DIRECT MAIL
FALL OUT MODEL
EXPLAINED

The Direct Mail Fall Out Model explains the gradual loss
(fall out) of readership in different stages as recipients
absorb the contents of a direct mailing.

It imagines a mailing sent to 100 recipients, which results in a
number of new respondents, customers, or applicants.

Along the diagonal, it details how many potential respondents
you can expect to lose through the three stages of

casual Readership, Consideration of the offer, and finally,
Commitment to respond.

On the next pages, you'll find a closer analysis of these stages,
plus many tactics you can employ to minimise fall out and
boost response.

If you would like to create more
responsive, more effective direct mail
packs, get in touch with Red C today.

Call 0161 872 1361 or email Steve White at
swhite@redcmarketing.com
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THE FIRST HURDLE

The first stage in the persuasive process is getting
your recipient to open the envelope. The biggest
reason for ‘fall out’ at this stage is people reading

the envelope message or company logo and binning

[T

your mailing unopened. You could try a plain ( keg ST N Open this and you're one step closer
lter e Hnence | to living the later life you deserve

€9 10002

white envelope - but be careful. You run the risk of
displeasing your recipient when they open it to find
just another promotional mailing.

A stronger tactic is to ‘put your
best foot forward’

The people you most want to open your envelope are
those who are most likely to be attracted to your offer
once inside. So make your strongest proposition on the if you believe
envelope using a single-minded, benefit-led headline...
on both sides, don’t forget the reverse of the envelope.

later life is for living...

Overcoming inertia

However compelling the headline you also need to

_ . ' - We conducted an envelope test for equity release
overcome inertia, so give recipients reasons to open ol

_ _ " specialist Key Later Life. The brand was running a

your envelope immediately. For example: ( ke|g | Forthelifeinlater ife 5 plain white outer to save on print costs.

* If your product or service includes an offer, However, in tests, our printed envelope delivered
give it a deadline a significant uplift in response.

* If your prices are only valid for a while,
or if your stocks are limited, say so

e Use an extra window to give the reader a
glimpse of the offer or benefit,
tempting them to open



THE FIRST HURDLE

The first stage in the persuasive process is getting
your recipient to open the envelope. The biggest
reason for ‘fall out’ at this stage is people reading
the envelope message or company logo and binning
your mailing unopened. You could try a plain

white envelope - but be careful. You run the risk of
displeasing your recipient when they open it to find
just another promotional mailing.

A stronger tactic is to ‘put your
best foot forward’

The people you most want to open your envelope are
those who are most likely to be attracted to your offer
once inside. So make your strongest proposition on the
envelope using a single-minded, benefit-led headline...
on both sides, don’t forget the reverse of the envelope.

Overcoming inertia

However compelling the headline you also need to
overcome inertia, so give recipients reasons to open
your envelope immediately. For example:

* If your product or service includes an offer,
give it a deadline

* If your prices are only valid for a while,
or if your stocks are limited, say so

* Use an extra window to give the reader a
glimpse of the offer or benefit,
tempting them to open

No wires, no pads, no batteries, just...

Blissful relief
from your pain

paingone One

the original TENS pen

Delivered by

i

Over

2 million
users
worldwide

Drug-free relief from the pain associated with:
Arthritis & Sciatica | Back Pain | Shoulder Pain | Knee Pain | Elbow Pain

Open now for your
exclusive triple offer

£S5 OFF e

PainGone One (g-ldURRI_! lokriglig

£3495 £29.95 14 days to o

claim ol

FREE @
Joint Plus Gel Oﬂe@ | Mok
worth £9.95 the original TENS pen s better
FREE 48-72hr — '
delivery paingone =
worth £3.95 e one® I )

If undelivered please return to PainGone c/o Metromail, Unit 6 Foxcover Ind Estate, Admiralty Way, Seaham, Co Durham, SR7 7DN.

€9 10002

Look at this hardworking
envelope for leading
natural wellness
specialist, Tower Health.

The front promises a
specific, emotional benefit
to the reader - blissful relief
from pain.

The reverse presents a
compelling offer with a
tight deadline to encourage
immediate action.



THE FIRST HURDLE

The first stage in the persuasive process is
getting your recipient to open the envelope.
The biggest reason for ‘fall out’ at this stage

is people reading the envelope message

or company logo and binning your mailing
unopened. You could try a plain white envelope
- but be careful. You run the risk of displeasing
your recipient when they open it to find just
another promotional mailing.

Add intrigue and involvement

Anything that gets your prospects more involved
in your message will help improve response. 3D
mailings will always get opened by their intrigued
recipients, and in B2B marketing the cost is easily
offset by the value of the sale.

Dramatise the proposition

The beauty of mail is that you can use the format
to really bring your proposition to life from the
outset. Ask yourself: how could the shape of the
package, or the way it opens, influence response?

For Current Lighting
Solutions, we mailed a
miniature grow Kit to
prospects, using ‘teaser’
messages on the outer to
intrigue the reader and
encourage the open.

The mailing helped open
up a valuable pipeline

of profitable new leads
for the brand’s new
partnership programme.



THE FIRST HURDLE

The first stage in the persuasive process is
getting your recipient to open the envelope.
The biggest reason for ‘fall out’ at this stage
is people reading the envelope message
or company logo and binning your mailing

unopened. You could try a plain white envelope

- but be careful. You run the risk of displeasing

your recipient when they open it to find just
another promotional mailing.

RHEA HELP YOUR CLIENT FALL FOR US
AND WE COULD WHISK U AWAY
TREHENE] TN &L

Add intrigue and involvement

Anything that gets your prospects more involved
in your message will help improve response. 3D

mailings will always get opened by their intrigued

recipients, and in B2B marketing the cost is easily
offset by the value of the sale.

RSVP TODAY AT
RESPONSETAP.COM/WIN

erms and conditi apply, For r
The beauty of mail is that you can use the format

to really bring your proposition to life from the

Dramatise the proposition

outset. Ask yourself: how could the shape of the

.. Rhea wimpen?
package, or the way it opens, influence response?

is
DIEST\NN’ION' parl

RETURNING:
>4 breathless
hours later

HG:
pEPART! g
one summer =
evening

response \\\ﬁ\\\\\\\\\\\\\\\\“\

For martech brand ResponseTap, we targeted prospects with

a prize incentive—a 24-hour trip to Paris for two. The highly
successful mailing was specially designed to look like a pair
of Eurostar tickets, guaranteeing it got opened.
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BREAKING THE
30-SECOND BARRIER

Most of your recipients will spend no more than
thirty seconds ‘scanning’ the inside of the pack
and assessing your offer. In that short space of
time they will decide if it’s relevant, and whether
they can afford it, or want it enough to consider
your offer in more detail. It is at this ‘briefly
considered’ stage that you will see the biggest
‘fall out’ of readership -anything from 30% to 70%

Get them nodding

Try to create a high nod factor rating for your pack...
a series of small yes’s which create the climate for a
big yes (committing to buy) later.

Chunk your message to aid readership

Another technique for extending the time spent
reading the pack is to include extras. Small inserts
are a useful tool for chunking up your message and
getting the reader to focus on a specific aspect of
your offer.

L i%akn

Mrs Sample
Sample Street
Sample Town
Sample City
AB12 3CD

1,9.9.9.9.0.9.0.9.0.0.0.9.0.9.0.0.9.6.0.4

Blissful drug-free, proven
padin relief Try it today risk-free

Dear fellow pain sufferer

Living with pain is so frustrating, isn't it? When you've tried all the pills,

creams, dnd exercises. When you've done everything your doctor or
physio told you to, even paid for private treatments, but you're still
suffering. It wears you down. If you put up with joint and back pain,
arthritis, sciatica, or cervical spondylosis... you should try Paingone
One. It's a proven, natural treatment used by over 2 million pain
sufferers worldwide. Because it works.

paingone One

the original TENS pen
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"Excellent"

4.5 /5 positive trust score
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: Join over
*Trustpliot 2 million

pain sufferers
worldwide

PAiNgoNe.

y

Look at the opening paragraph of this letter for leading natural wellness specialist,

Tower Health.

By empathising with the reader and showing you understand their problem, you have a
better chance of persuading them that you can provide the solution.

= )



BREAKING THE
30-SECOND BARRIER

towe aingone One
l'l r\healtrr.\ Pg—

original TENS pen

Blissful pain
Most of your recipients will spend no more than relief from
thirty seconds ‘scanning’ the inside of the pack just 30
and assessing your offer. In that short space of seconds
time they will decide if it’s relevant, and whether Clinically tested

to relieve pain
caused by:

they can afford it, or want it enough to consider

Back and Shoulder Pain

your offer in more detail. It is at this ‘briefly © arthrass of theKnee

© Tennis Elbow
© cervical Spondylosis

considered’ stage that you will see the biggest e ‘;l;s:'.:.
‘fall out’ of readership -anything from 30% to 70% P '

This 6-page leaflet presents the same pieces of

A leading health

campatoner wites: information in multiple ways. Whether they read

“I'd like to see every
home in Britain with

the promotional copy, the set of FAQs, or the

Ile

Hear from other

Get them nodding

Try to create a high nod factor rating for your pack...
a series of small yes’s which create the climate for a
big yes (committing to buy) later.

customer testimonials, the reader will gain a solid
understanding of the product’s features and benefits.

paingone One

1al TENS pen

Guaranteed Read why 9 out of 10

pain relief

1 i people who try

i i Get inSSfUI money back
Chunk your message to aid readership bainGone one IR

relief right
at the point

Your questions . |
answered Qe oekle hnees from peogs haey

to let us know that PainGone One

Another technique for extending the time spent
reading the pack is to include extras. Small inserts

in the hips
"At first | used the pen four or five times a day, but now

. . . 5 REALLY WORKS. I only need to se it twice, once in the morning and
. of O U r- O I n What can | use PainGone One for? Is PainGone One safe? again at night. | am partially disabled and so | am sure
are a us efu | to o) I fo rc h un k in g u p yo ur messa g e an d PainGone One has been used by over 150,000 Yes. PainGone One is 100% safe, with no side . you understand that any pain makes moving around
people in the UK. People who suffer the pain effects. If you're fitted with a heart pacemaker, Back pain that much harder and so | can't thank PainGone
K L Imagine being able to relieve your pain caused by many conditions such as arthritis, suffer from epilepsy or are pregnant, we “I suffer with back pain in the lower part of enough.” JP.Foskett
back pain, i it you seek medical guidance before my spine. Since | have been using my PainGone One
gettl ng the reader to focus onas peclfl C aspect Of without drugs, gels, or expensive trips to your sciatica, rheumatoid arthritis, migraine and using PainGone One. Its not recommended to pen 1 have not had to take any medication for pain, Spondylosis and chronic pain
physical therapist. PainGone One isn't like inflammatory conditions. While PainGone One be used directly over metal implants. PainGone I couldn't be without one now.” Mrs BJ Castle “I have had cervical spondylosis since 1993 and |
e is not a cure and shouldn't be used to treat any One isn't intended to replace current medication am in continual pain. The great advantage of the
yo u r Offe r. any treatment you've tried before. chronic condition, you can use it to safely relieve or diagnose, treat, or cure any condition. Always Sciatica PainGone One is that | can use it without help and
In fact it succeeds where many other pain devices fail. You get blissful relief from the pain associated with your condition. consult your doctor if you're on medication or “lam 45 and have suffered with chronic sciatic pain it gives immediate benefits within minutes, | would
just 30 seconds of se, straight on the point of your pain. We've had hundreds of letters from people o concerned about your health, for 7 years. | have had chiropractic treatment, physio’, recommend PainGone One to anyone who suffers
— medical professionals and patients — expressing delight at how effectively it helps to relieve pain. Will PainGone One work for me? R osteo’ and most recently, under the direction of a from continued chronic pain or for other users such
Over 90% of pain sufferers who give PainGone One Is PainGone One easy to use? sports injury specialist in Harley St, injection of steroids as sports injuries and general aches and pains.”
R R R R i . i i directly into my spine, Nothing has worked! Yet in the. From Arthritis Research Campaign website
Like TENS but much more convenient 5 reasons PainGone One is trusted by a'try, go on o keep it permanently. ::: ::f;f gisysozhfpzf’n";fgeci:;"tﬁg?:dogfs:"m one week since receiving the PainGone | already note i pole
PainGone One is a pen-shaped device that works a bit 2 million pain sufferers world-wide Has PainGone One been button repeatedly for about 30 seconds to get an extreme reduction in the pain, which although still Knee pain
like @ TENS machine. You click the button at the top 1. Drug-free with ical si B S 5 blissful relief. present, definitely seems to be diminishing a little more "I suffer from acute knee pain and PainGone took 3 to
and it stimulates the nerves around the spot that hurts - Drug-free with no medical side effects clinically tested? each day.” Greg 4 days to give relief. It's wonderful not to have to take
— giving you blissful and prolonged pain relief almost use it as often as you need it Yes. PainGone One has undergone several clinical Is PainGone One guaranteed? pain killers, | have recommended it to my osteopath.”

instantly. Yet unlike other TENS machines you might 2. Small and light so you can carry
have tried, there’s no wires to get tangled up in, no it in your pocket or handbag

batteries to replace and no sticky pads. So, you can
use your PainGone One anytime, anywhere.

3. No annoying leads to get tangled —
use it freely anywhere, any time

4. Works through clothing so you don't have

A clinically proven ‘Class lla’ to get undressed or use it in private

medical device

5. No batteries, no pads, no cables, no maintenance -

Clinical studies carried out in NHS Hospitals, plus. it's so simple and IT WORKS!
trials both in the UK and Europe, have drawn similar

conclusions: PainGone One can reduce your pain,
increase your mobility, and help you cut down or stop

60-day risk-free money-back guarantee

taking pain-killing tablets. And unlike the kind of We're sure you'll love the blissful pain relief you get from
painkillers you get on prescription, PainGone One your PainGone One. But if you decide you don't, just

has no horrible side effects.

send it back for a full no-quibble refund.

Call now to order

0800 000 0000

Speak an advisor in who'll be happy to
answer your questions
8am-8pm Monday-Friday 9am-5pm Saturday

evaluations. The latest pilot study showed both
a decrease in pain and an increase in mobility
for the patients involved. PainGone One’s
effectiveness has also been clinically confirmed
Independent tests show it stops o relieves pain
quickly in up to 87% of cases it is used, making
it a reliable alternative to medication.
PainGone One meets the stringent
requirements of the Medical Devices

Directive and is a ‘Class lla’ medical device.

Yes. As well as a your 60-day, no-quibble, money-
back guarantee, PainGone One carries a 2-year
warranty against malfunction. In the unlikely event
of a fault, just return your PainGone One and we'll
send you a replacement.

Can I overdo it?
No. PainGone One can be used
as often as you need it.

How long does
PainGone One

take to work?

In many cases PainGone One
helps relieve your pain almost
instantly, or within a few hours.
But everybody is different, and
some people tell us it took 2 days
or a couple of weeks to feel the
blissful relief.

Osteoarthritis in the knees & hips
“This is my second PainGone. My other one, | have had
for two years and have got a lot of relief, when, in the
night, | have a lot of pain in my knees and feet due to
osteoarthritis. | was afraid my other one was running
out after two years. | would not like to be without it, it is
50 handy to take out of my handbag too should | need
to Use it.” V.Syrett

Spinal arthritis & tennis elbow
“Amongst other things, | suffer from osteoarthritis of
the whole of my spine, and even though | have been
taking a high dosage of anti-inflammatory drugs, plus
eight strong pain killers a day, | am never out of pain.

1 was sent information about your PAINGONE PEN. |
mentioned it to my Doctor and he said “Its worth a
try.” It certainly was! | ordered one and from the start
it gave me relief from the pain. | am able to manage
now on at least half my pain killers, less on a good day,
by using the pen instead. | have to use it in several
places along each side of my spine each time for best
results. A few friends have shown interest themselves.
One in particular used my pen on her tennis elbow and
after days of pain had immediate relief for the rest of
the evening and night. | will certainly be passing on
the results and information to my doctor as | am sure
many others would benefit from the use of this pen.”
Oblate Marian Thomas S.5.C. / Consecrated

Mrs Hollins

“I have demonstrated the device to some of my
colleagues with outstanding results, one reported

that her knees were pain free for the first time in two
weeks. | continue to have success with demonstrations,
perhaps I'l give up nursing and be a rep. Thanks
again.” Sister N.Ovens BSc.RGN SCM DN

Chronic pain

I am writing to tell you how pleased | am with the
results of the PainGone One. | have been in continual
pain, and | have regular physio and acupuncture which
give relief from pain and | also use TENs. The TENs
gives good temporary pain relief but is awkward to
use by myself as the electrodes have to be placed at
the base of my neck and | need help doing this. The
great advantage of the PainGone One is that | can use
it without help and it gives immediate benefits within
minutes. | am so pleased with my PainGone One that |
am ordering a second one to carry in my handbag”

SE Grant

Pssst! Flip to the back page
to read what the media are
saying about PainGone One




BREAKING THE

30-SECOND BARRIER

Most of your recipients will spend no more than
thirty seconds ‘scanning’ the inside of the pack
and assessing your offer. In that short space of
time they will decide if it’s relevant, and whether
they can afford it, or want it enough to consider
your offer in more detail. It is at this ‘briefly
considered’ stage that you will see the biggest
‘fall out’ of readership -anything from 30% to 70%

Allow for different reading sequences

Although over half of your readers will go to

the letter first, just under half will start elsewhere,
and may never get to the letter. So, it is a

good idea to repeat and restate the key
message and call-to-action in several places.

Use data to personalise your message

Perhaps the biggest driver of direct mail
engagement is relevance. The more relevant you can
make your message to your reader, the greater your
chance of gaining and holding their attention.

Know the value of a good offer

A good offer should give the reader all the
motivation they need to take action. It adds
another reason why they should get in touch right
away. The more you can do to make your offer feel
tangible, the better.

What we wanted from Key Later Life prospects was an enquiry.

So, we wrote a long-ish letter spelling out the
benefits and overcoming objections.

ke * Trustpilot

g Rated ! by 16,000 s
later life finance vl "

For the life in later life sl U}{Prop-erty wealth

" hits £5.2 trillion’

ABIZ 3CD

Equity release customers
withdraw £125,000" on
average, to helpinlater life

Samiple Nam

Has your home turned Properties in M41

= = have released
into a goldmine? ea
Here'sh lock tax fi hand enj *
later life tothe full. | oY £123,688
; o sl In tax-free cashin
the past 12 months

Ask for our FREE Guide to Later Life Finances
You should always think carefully before securing a loan against your home,

Lifet

e
o 1 ety release outcor 1 Kiey's staff §9
Mr. F. Dennison June 2022 Ms. M. Kane July 2022

Get your FREE guide to unlocking
the value in your home. Call free on:

0808 252 9769 moriosges, oonime nd

or visit KeyLaterLifeFinance.co.uk/MyLaterLife searchKeyLaterLife Finance

But we also included this tiny little flyer,
which gave the reader 2 simple reasons to
get in touch immediately.

key See how much you

S— could release with
our FREE property
wealth calculator

For the life in later life

No obligation
to proceed

e, Get your
; FREE GUIDE
to Later Life
Finances

Call free on:

0808 252 9769

Or, visit KeyLaterLifeFinance.co.uk/MyLaterLife

Equity Release | Mortgages | Wills & LPAs



BREAKING THE

30-SECOND BARRIER

Most of your recipients will spend no more than
thirty seconds ‘scanning’ the inside of the pack
and assessing your offer. In that short space of
time they will decide if it’s relevant, and whether
they can afford it, or want it enough to consider
your offer in more detail. It is at this ‘briefly
considered’ stage that you will see the biggest
‘fall out’ of readership -anything from 30% to 70%

Allow for different reading sequences

Although over half of your readers will go to

the letter first, just under half will start elsewhere,
and may never get to the letter. So, it is a

good idea to repeat and restate the key
message and call-to-action in several places.

Use data to personalise your message

Perhaps the biggest driver of direct mail
engagement is relevance. The more relevant you can
make your message to your reader, the greater your
chance of gaining and holding their attention.

Know the value of a good offer

A good offer should give the reader all the
motivation they need to take action. It adds
another reason why they should get in touch right
away. The more you can do to make your offer feel
tangible, the better.

Eﬂ,_ n Cloucesiersiiie

Forest Holidays’ customers often book a return break at a park they’ve stayed at before.
So, we created this cost-effective, personalised 10-page brochure, using propensity
data. With messages like ‘Fancy staying at Sherwood Forest again?’ and ‘If you liked it
there, you’ll love the Forest of Dean’ the mailing delivered a big upturn in bookings.



BREAKING THE
30-SECOND BARRIER

Catvared by

Most of your recipients will spend no more than -~ - - - - wh?stl W
thirty seconds ‘scanning’ the inside of the pack
and assessing your offer. In that short space of
time they will decide if it’s relevant, and whether
they can afford it, or want it enough to consider
your offer in more detail. It is at this ‘briefly
considered’ stage that you will see the biggest ' Thiz s
‘fall out’ of readership -anything from 30% to 70% f‘f

€9 10002
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Allow for different reading sequences

Although over half of your readers will go to
the letter first, just under half will start elsewhere,

Merry Christmas and a
Happy New Year.

and may never get to the letter. So, it is a May you enjoy many
good idea to repeat and restate the key wonderful moments,
message and call-to-action in several places. wherever 2018 fakes you.

Use data to personalise your message

Perhaps the biggest driver of direct mail Jm Attins
engagement is relevance. The more relevant you can Managing Director
make your message to your reader, the greater your

chance of gaining and holding their attention.

*Stomdand fea and cotfas only,

Know the value of a good offer

A good offer should give the reader all the

motivation they need to take action. It adds
another reason why they should get in touch right Shearings wanted to reward its VIP customers - who travel several

away. The more you can do to make your offer feel '\ times a year - with an exclusive offer. So, we created a mailing offering
tangible, the better. loyal customers priority treatment via an exclusive pin badge.

Feedback was overwhelmingly positive... with recipients’ friends even
contacting Shearings to request a pin badge!



ACCOMMODATE

SCAN READING

In order to maximise the number of readers breaking
the 30-second barrier you must design your pack to
accommodate scan reading. For example:

e People naturally fix on pictures, captions,
headlines and sub-heads, panels of bullet points
and graphic devices such as ‘Johnson boxes’

* People 'zoom in’' on personalised text such as use
of their name or parts of their address

* People commonly read the opening
paragraph and then 'skip’ via the sub-heads down
to the signature (who is writing to me?) and the PS

Lorem ip%8m dolor
sit amet, consectetuer
adipiscing elit, sed dia
m nonummy nibh euis
123456

Lorem ipsum dolor
it amet, consecte
uer adipiscing elit
ed uilam nonummy

nibh euismod@incidunt ut laoreet dolore magna

Would your

orper suscipit lobortis nisl 4t aliquip ex ea commodo consequat. ff b f II
Duisautem vel eum iriure d rin hendrerit in vulputate velit es o er e u y

Utwisienim ad minim verligm, quis nostrud exerci tation ullamc

se molestie consequat, vel illgm dolore eu feugiat nulla facilisis at

vero eros et accumsan et iusto odio dignissim qui blandit pra explained With

am nonummy nibh euismod gncidunt ut laoreet dolore magna.

Ut wisi enirm ad minim venian, quis nostrud exerci tation ullame this reading
nisl ut aliquip ex ea com )
sequence:

orper suscipit lob

Duis autem vel eum iriugg dolor in hendrerit in vulputate velit esse
molestie consequat, vel illum dolore eu feugiat nulla facilisis at ver
o eros et accumsan gl iusto odio dignissim qui blandit praesent lu
ptatum zzril delenifaugue duis dolore te feugait nulla facilisi,
MNarn liber ternpar fum soluta nobis eleifend option congue nihil

~_]

pro _ ¢

Mr A B Sample, GUA RANTEED

3 Sumpleetres —— ACCEPTANCEFOR ——

Sampletown

AB12CD Mr AB Sample

GET A £50 M&.S
GIFT CARD!

WHEN YOU TAKE
QUT COVER

YOUR PERSONAL Qu OTE BELOW Sae ravarse forfull tarms and conditions
| is valid until XX/XX/XX

Customer reference: ADD-123-456-789

JUST CALL 0800 917 1853

) ROYAL
LONDON

Protect your family and leave more
than memories behind

Dear Mr. Sample,

As you are a valued customer of ours, we wanted to ler you know abour our Over 50s Life
Cover... and a special offer that you are entitled to, a £50 M&S gift card Thinking about
what will happen when you die is not the nicest of topics, but it could help your family in

the future.

Could your family find <£X,XXX> in a hurry?

Did you know that the average cost of a cremation in your region was £XXXX in 2015,
This is an increase of LXXX in just one year! It's not a burden you want to leave to your
family when you're gone. Take a look at your personal quote below and see how you could
protect your loved ones from this expense.

YOUR PERSONAL QUOTE

MR. A B SAMPLE Your example Amount of money
monthly payment when you die
Current age: XX (now, aged XX)
Quote valid until: Xth Month 2016
£3.95 EX, XXX
You can choose any monthly
payment between £3.95 and £5 0K
£100. Some examples are £10 £X, XXX
listed here. If you'd like to paya £20 EX XXX
different amount, call: 0800 917 P XXX
1853 and mention SLZ607 £ -
£80 £X, XXX

Plan ahead and help lift the financial burden from your family
Taking out our cover is simple, payment is flexible and you can relax knowing you have
helped to make a difficult time easier for your loved ones. Please see the important things

to know section overleaf for more information.

Yours sincerely

KMo

Katherine Marrs

Ower 50s Team

P.S. Funerals can be expensive, so our plan is designed to help give you peace of mind.

ARayal London Natsonal Funeral Cost Index 2015,

@ Call 0800 917 1853 totalk to a UK-bas
MON-FRI Sam - 7pm SAT Sam - Sprm SUN 10am - = Ir

@ Complete and post the attached application form in the enclosed
pre-paid (no stamp needed) envelope.

@) Or buy online at royallondon.com/fairminded

Apm, Al

5 GREAT
REASONSTO
CHOOSE US

1. Guaranteed acceptance
We won't pryinto your
health. Ifyou'rea
50-80yearold UK
resident, you'rein.

2. Great value cover
Fromaslittleas

13paday.
3. Bigger payouts

95% ofthe time we pay
out more than SunLife as

at 13th June 2016.°

4. Full cover after 1year
We will pay out the full
amount of money if you
die after onlyayear.

5. Fairer cover
Ifyou stop paying your
family could still get
soMme money.

What you’ll find in
this pack...

3 EASY WAYS

TO BUY

Roval London, PO Box 409, Roval London House, Alderley Road, Wilmslow SK9 0EG

If your readers were to take
no more than a brief look
over your mailing, would
they get your proposition
and what you want them to
do?

Look at the layout of this
letter we created for
Royal London.

Even at a glance, the reader
can see instantly what’s

on offer, why they should
consider it, and what they
need to do to get it.



NOW PERSUADE ME

At this point, you’ve lost maybe half your
readers. The good news is the readers you
have left are interested. So now you have the
opportunity to persuade them. You need to
expand on each of your key benefits, as your
reader is seeking more detailed information.

Overcoming objections

Your readers have different needs and concerns.
Your job is to present the most compelling case
to act. That means thinking like a salesperson,

There are many misconceptions about using equity
release that prevent people from benefiting from
10 common myths Key Later Life’s products.

addressing all of the possible information needs, about equity
and overcoming all the possible objections one release debunked.
by one. Discover the truthinside. We’ve produced a variety of confidence boosters

to help reassure prospects. For example, this
8-page FAQ-style leaflet debunks some of the most

( keg For the [ife in later life .
st & Trance common equity release myths.

Use confidence boosters

Testimonials help overcome objections,
because they are credible. Q & A panels also
work, because they articulate the reader’s
concerns. Guarantees, explanatory copy about

: : Sidati Pmansdie i 2 i < et mertgage onset
craftsmanship or quality control, and company Eailyrfeden. , e Vsreretakite have ot affethme
history sections can all reassure the potential P Piamsa SN ol ettt
customer, too. winus e R

Getthe | ' i O e e

facts about i st vep ket
equity release.
Unlocking some o{u\?vmin their property hasheipedthousanfis. of

 gjve their finances a much . But
there are stillalot of muc&m:ephons about using oqully release,

Myth #10: : You can take a

single lump sum and then
smaller amounts as and
when you need to,

You and your
partner can stay in your
home as long as you wish

Myth #9:

Your partner will be forced
My‘th #5: to move out if you go
Your children could inharit into long-term care.
your equity release debt.

You can only release equity
as asingle lump sum.

= aven if one of you moves
into long-term care.

Wo offer i ifeti u designed to
boost your finances, when you need it.
RC‘IMOWW.“tﬂGTKK"Of:‘nl"EWn.mlmmm‘ne most i when you've both Wit this Lyt oF pli, you Tiret igred i cvrall surn of money you wnt t
g S el 3 4 get started You'l only pay interest
on the amount released at the time,
your pk Jeast one
You've worked hard to become & ik ean stay in You'll then be able to take smaller ameunt ubject toa
Myth #1: homeowne, and squity rease inte leng: at the time of reisasing the
CORREEETL Gowsn't have to mean giving that Stan ands
v el . With a ifetime mortgage -

the most popular byps of equity
rolease pian - you remain the

" 2 ‘oter plans, to : — -
cwnar of your hame. safeguards that we offer on all of cur plans. @ Ask for your FREE Guide to 7 . Weosts
! " Allousr plans maet Exqui i d Ho ) i -
You'llalways .‘L“.Z"ZSZ';K?;’LLZJ?.{ o : e i Later Life Finances, call now on o you nothing
own 100% of your home, Hosa i ki e bama: quity ta your tofind out
when you take out a Key ownership. So. you can fesl safein Whan yau, ¢ th Last remaining applicant. BRssns Twny & moves ints long-tarm
lifetime mortgage. the krsowledge that yeur biggest care, your b i ik the

assetwillremainysurown.  #moun & you e, Arry moniey left cver goes to your estate. Or visit:




NOW PERSUADE ME

BOOSTER CHECKLIST

Testimonials

Independent statements
(Press, Industry Bodies)

Guarantees

Money back disclaimers

Frequently Asked Questions

Send no money now
messages

Step-by-step guides
(to responding)

Contact details - telephone number,
address, website

Official accreditation,
membership bodies

LK KK KKKK K

The ‘don’t say no’ device
or Director’s Letter

This usually takes the form of a sincere,
compelling message from an authority figure.

It may focus on one specific benefit or
summarise all of the reasons to take up the offer,
but it reads in a non-promotional way. We’ve

rarely known this device to fail to uplift response.

www.houseofbath.co.uk

LInes ara open 7am-10pm, 7 0sys 3 week. Calls may be manttared. Calls cost MmNt pLUS your phane company’s a0cess charge.

Order today

FREE

Delivery

Mr A Sample
Sample Address Line 1
Sampie Address Line 2

Sample Address Line 3 - ¢ worth £4.95
Sample Address Line 4 RS
Sample Address Line 5 f . &- q““'ocﬂ'g;‘CLmq'
er Explres ,
21st April 2017 i
ﬁ“c
RL

Drear Mrs Sample,

A special offer for a special customer

Thera's samething lovely about this time of year, don't you agree? The days are getting brighter, the sunshine
a little warmer, and | expactyour garden Is beginning to bloom, too,

It was with this In mind that | thought to writa toyou. In fact, you're one of Just a handful of customers I'm writing
to today, to remind you about a spedal offer that you are entitled to.

Enjoy 136 pages of inspiring seasonal ideas

Hopefully you should by now have received your 'Glorious Gardens In an Instant’ catalogus. Inside you'll find all
mannar of s2asonal Inspiration, from effortless gardening and entartalning, to flattering styles for your wardrobe
and clever Ideas for around the home.

Enjoy FREE DELIVERY with our thanks —
when you order before 21st April 2017

Also Included In the catalogue s a special offer. Did you spat 117 Well, a5 you're one of cur best customers, | didn’t
want you to miss out. So fael free to order anything you wish (ther='s no minimum spend) and you won't pay for
postage — simply quote code CLHOA before 21st April. Even If you have already placed an order, treat yoursalf
agaln and | will makes sure the discount 1s honourad.

| hape you have a wonderful spring, especially If you'ra planning on gatting together
with fiends ar family cwer Easter. Thank you for shopping with House of Bath.

Best wishes,

Kay Handsmrnb
Founder of House of Bath

PS5, Wisit our website for even more inspiration and easier ordering.

JDWilllams & Company Limited frading as House of Bath i authorised and regulated by the Financial Conduct Authority. Registered Difice:
FriMn Housa, 40 Lever Strest, Manchester, M&D SES. Registersd Mo, 17E367. ©J0 Willlams 2017, House of Bath™ 15 3 registersd Trademark.

Note the tone of the director’s letter above and the lift
letter opposite. Both sound polite, personal, and sincere,
offering a gentle nudge to place an order.

READ THIS..

A MESSAGE FROM
OUR FOUNDER

0871 984 2000

I knowr omly too well that advancing age and painfol medical
comditions can be premy debilitating

The aches and pains take their toll, show you doam and ultimarely
stop you from enjoying the active lifestyle you really want to live.

S0, I wanied to do something about it

My solution is the Paingone Fllow Expert — a breakthrongh, dmog-free
stimulztion to mmprove circulation and soothe the pam from swellen
legs, ankles and feet

I'm so confident you'll enjoy the instant relief you get from Paingone
Fllow Expert that I'm willing to ket you try cne at home withowut risk
for 60 days.

I'll even have my team ship it to you for FREE. If you're not kappy
with the sweet, soothing relief you zet from Painpone Fllow Expert,
simply returm it

You too can get back to the mobile, active Lifestyle you want to live

— just like thomsands of our customers have already. You'll find more
information in the enclosed leaflet.

Thank you for reading.
Uf‘m TS
Jasen Timms

Founder

P Try the Paingons Fliaw Expert risk-fres for 60 days.
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GAME



THE END GAME

Effectively, the recipients who remain at this point
are all set to accept your offer... you have persuaded
them to say YES. But it is a qualified yes. The direct
marketer’s greatest enemy, INERTIA, begins to take a ¢ eans the world o us that
hold! Here are a few simple ways to get things moving. you're a Beaverbrooks Club Member.

So, let us be the first to wish you
a Merry Christmas! And to thank you,
we're giving you a special early

710,

Amp up your call-to-action Your Christmas g]ft Christmas gift
It’s vital you make it clear to the reader what
you want them to do. The more compelling you % * BEAVERBROOKS: <y Wishing you a
. . . * - P ac
make it, the more likely the reader is to act. A 7 Merry Christmas
YOUR £ OFF
o N Get £50 off when you spend £200 or
I ‘a“"'e;‘t‘;‘;;l’;;“b‘j?l"'o‘;‘,‘z‘; more in-store or online. See the back
= vﬂlidum“zmnmm,’;rzozz' o of your gift card for more details on
Use a QR COde Lk S how to redeem.
QR code readers are now a standard feature on And because it's the season of giving,
smartphones. Your reader can simply scan the A gift to spend on someone special we've also gifted 100 cards with

- (including you!) £1,000. See if you're a winner at
code you put on your mailing and get taken

straight to the content you want them to see.

beaverbrooks.co.uk/club-offer

Have a wonderful Christmas.
With love,

The Beaverbrooks family
Create a sense of urgency

You don’t want action in a few days; you want it
right now! So, talk up the product’s immediate
benefits or imply an imminent loss.

Justify the price

Muster every possible benefit and stack them

up against the price. If possible, use price
guarantees, or promises, especially one that
increases the urgency such as ‘Prices fixed until...

We created this festive Christmas card mailer for Beaverbrooks.
Rather than a standard ‘shop our Christmas collection and save £50’
message, the mailer presents the reader with a giftcard ‘to spend on
someone special (including you!)’ and the chance to win £1,000.




THE END GAME

Effectively, the recipients who remain at this point

are all set to accept your offer... you have persuaded
them to say YES. But it is a qualified yes. The direct
marketer’s greatest enemy, INERTIA, begins to take a
hold! Here are a few simple ways to get things moving.

We tested sending Your Coop Travel magazine customers a
roll-fold mailer with a QR code inside.

Amp up your call-to-action

It’s vital you make it clear to the reader what
you want them to do. The more compelling you
make it, the more likely the reader is to act.

Use a QR code

QR code readers are now a standard feature on
smartphones. Your reader can simply scan the
code you put on your mailing and get taken
straight to the content you want them to see.

Experience Tesioky

our online magazine

more fro m to see more of what

you can experience

all-inclusive Ay

Create a sense of urgency

You don’t want action in a few days; you want it
right now! So, talk up the product’s immediate
benefits or imply an imminent loss.

If Paris is the only destination currently springing to mind for a holiday
by rail, our online magazine puts you on track to discover the delights
of Lille, Brussels and Amsterdam with no taking to the air necessary.

Find out how we make holiday planning %%
personal. Scan the QR code to download [ X
- - the full magazine. O] 1.
Justify the price :
Muster every possible benefit and stack them
up against the price. If possible, use price Once scanned, the code

guarantees, or promises, especially one that opened an online version
increases the urgency such as ‘Prices fixed until... of the full magazine.

The roll-fold + QR code test performed well, giving the brand a more
cost-effective alternative to mailing every customer a full magazine.



THE END GAME

Effectively, the recipients who remain at this point
are all set to accept your offer... you have persuaded
them to say YES. But it is a qualified yes. The direct
marketer’s greatest enemy, INERTIA, begins to take a

hold! Here are a few simple ways to get things moving.

Amp up your call-to-action

It’s vital you make it clear to the reader what
you want them to do. The more compelling you
make it, the more likely the reader is to act.

Use a QR code

QR code readers are now a standard feature on
smartphones. Your reader can simply scan the
code you put on your mailing and get taken
straight to the content you want them to see.

Create a sense of urgency

You don’t want action in a few days; you want it
right now! So, talk up the product’s immediate
benefits or imply an imminent loss.

Justify the price

Muster every possible benefit and stack them

up against the price. If possible, use price
guarantees, or promises, especially one that
increases the urgency such as ‘Prices fixed until...”

T

CLASSIFIED

For call tracking specialist ResponseTap, we sent prospects
a mysterious manilla envelope containing an urgent request
to access an unredacted ‘CIA’ report. The campaign had

an immediate effect, starting conversations, raising brand
awareness, and generating hundreds of thousands of dollars’
worth of qualified marketing leads.

Your access code: XXX-XNX-XXXX

Actions: Insert code and follow instructions

Status: URGENT |Intel provided by: <Agent Tirabassi>

Rhea Wimpenny

ResponseTap,

& Exchange Quay, Salford Quays,
Manchester M5 3EJ

1L ALTEN0

S T e praseED
N

P

 enECEECE—

CLASSIFIED

F.A.0. <Nick Ashmore> Subject: Ope:

Intelligence gathering
Covert interrogation
Conclusive proof

*%%* Your clearance has been approved #***
Go to CIAredacted.com/<AgentSample>

to reveal your full, unredacted report.




Effectively, the recipients who remain at this point
are all set to accept your offer... you have persuaded PainGone One - Priority Order Form

them to say YES. But it is a qualified yes. The direct

Look how hard this order

marketer’s greatest enemy, INERTIA, begins to take a Order within 14 dqys "Excellent” T T e (e (G
' - - - . 4.5 / 5 positive trust score " Y
hold! Here are a few simple ways to get things moving. Clﬂd you SAVE £18.9o & One@ R TEs e cer e
A oo K Trustpilot everything they get, including
PainGone One ASSEENON = .
. e o@ W— precisely how much they
Amp up your call-to-action £34:95 £29.95 [Zf iointplus TV ( oc=-" . .
o . SAVE £5 o g save. The 60-day trial period
It’s vital you make it clear to the reader what Joint Plus Gel ©® b , provides reassurance and
you want them to do. The more compelling you b Try it for ) — helps justify the price, too.
make it, the more likely the reader is to act. 48-72hr delivery il 60 days risk-free
Gel Worth 9 out of 10 people who try PainGone One keep it, and we're
£5:95 FREE @ £9.95 sure you'll be happy with the blissful relief you get too. But if
SAVE £3.95 you decide you're not, just return it for a no quibble refund.
Use a QR code STEP 1 STEP2  STEP3
QR code readers are now a standard feature on Call FREE on 0800 000 0000 Or complete_ Receive Your PqinGQng One_within
] or shop online — and return this 3 days and start enjoying blissful
smartphones. Your reader can simply scan the quote code XXXXXX order form pain relief straight out of the box

code you put on your mailing and get taken
Y P y 9 g Quote Code XXXXXXX if ordering over the phone or online

straight to the content you want them to see. ~ - S
Customer number: Email:
Create a sense of urgency _
Name: Daytime Tel. No.
You don’t want action in a few days; you want it Address: Mobile:
right now! So, talk up the product’s immediate We'll text you to keep you updated of your order progress
benefits or imply an imminent loss. Postcode:

VAT EXEMPTION: *The price shown is the VAT exempt price, PainGone One is available at the VAT exempt price, when purchased
for use on chronic or disabling conditions such as arthritis, rheumatism, sciatica and back pain, provided you have suffered with the
condition for at least 3 months. VAT relief is not available for short-term injuries. The offer price of PainGone One with VAT is £35.94.

Justify the price

Muster every possible benefit and stack them
up against the price. If possible, use price

Payment Method

By Credit/Debit Card. Please fill in your details below

. : Signature Date
guarantees, or promises, especially one that [Jviea [ mastorcara (] amex o
. . . . g, No. ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ By Cheque/Postal Order made payable to Tower Health Ltd
increases the urgency such as ‘Prices fixed until... I enclose my cheque/postal order for £
CVV Code Expiry Date / Please write your name, address & telephone number on the
last 3 digits on the back of card. Amex holders use 4 on front back of the cheque.

Post your order

Tower Health, 24 Wilford Business Park, Ruddington Lane, Nottingham, NG11 7EP



THE END GAME

Sealing the deal

Even at this late stage you haven’t finished losing
potential customers.
There are 3 three major reasons why:

1. Difficulty finding the offer online or website
confusion

2. Lack of availability of customer’s preferred
payment method

3. Aborted calls and abandoned baskets online

Make it easy on the reader

Don’t make the response mechanic the
last thing you consider

Make the URL for your landing page simple
but compelling...include a QR code too

On your website, make the offer prominent and
provide clear navigation from the home page

Guide the reader through the checkout process
step-by-step - make clear what they have to do

Offer the widest possible range of payment options

If you would like to create more

packs, get in touch with Red C today.

swhite@redcmarketing.com

responsive, more effective direct mail

Call 0161 872 1361 or email Steve White at

LW

Win a luxurious
night's stay at
Sorry to Flemings Mayfair

=i disturb, but
opportunity
knocks.

You plug us,
We pamper you.

Ciess

Knock-knock,

Is there a
special night
on the cards
for you?

Make your landing page
URL a simple extension of
the URL for your main
website - using compelling
words. For example, on
this pack for call tracking
specialists, the URL for

the landing page was
ResponseTap.com/WIN




RED(

HOW
TO MAKE
HEADLINES

9 ways to attract more
readers and draw them
Into your message

HOW TO MAKE
HEADLINES MAGNETIC

9 pro-tips for writing more attention-
grabbing and engaging headlines
(plus 1 simple way to cheat).

READ MORE >

RED(«

ADVENTURES IN
TRAVEL MARKETING

Here’s what we’ve learned about
uplifting results for travel brands
over two decades.

READ MORE >

COPYWRITING
FOR EMAIL

How to capture attention,
sustain interest and encourage
action with your emails.

READ MORE >



https://www.redcmarketing.com/whitepapers/
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