
YOUR KEY  
TO BETTER  
DIRECT MAIL 
19 time-proven tactics for more 
effective and profitable direct mail



Despite your best e�orts, 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 
e�ective 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 e�ective, more profitable direct mail.



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

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

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

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



THE FIRST  
HURDLE



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

We conducted an envelope test for equity release 
specialist Key Later Life. The brand was running a 
plain white outer to save on print costs. 

However, in tests, our printed envelope delivered 
a significant uplift in response. 



THE FIRST HURDLE

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.

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

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 Over 

2 million
users 

worldwide

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

£5 OFF 
PainGone One 
£34.95 £29.95

FREE 
Joint Plus Gel
worth £9.95

FREE 48-72hr 
delivery
worth £3.95

HURRY!
Order within

14 days to
claimclaim

Open now for your 
exclusive triple offer

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



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?  

THE FIRST HURDLE

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. 

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 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. 



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 o�er. In that short space of 
time they will decide if it’s relevant, and whether 
they can a�ord it, or want it enough to consider 
your o�er 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. 

(Ref job number 27161)

Living with pain is so frustrating, isn’t it? When you’ve tried all the pills, creams, and exer-
cises. 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.

BREAKING THE 
30-SECOND BARRIER

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.
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Blissful pain 
relief from 
just 30 
seconds

One

Try it risk free for 60 days

Clinically tested 
to relieve pain 
caused by:

Arthritis & Sciatica
Back and Shoulder Pain
Arthrosis of the Knee
Tennis Elbow
Cervical Spondylosis

See overleaf

A leading health 
campaigner writes:
“I’d like to see every 
home in Britain with 
one of these devices...”
Hear from other 
medical professionals

As seen in the press

“This natural - pain relief device is brilliant. Pressing the button 
on top of the portable pen like instrument produces a low 
current charge. When you use it over trigger points it 
stimulates the release of your pain killing chemicals – 
endorphins. Research at a Pain Clinic at a NHS Hospital 
showed a significant reduction in pain when testers used it 
at rest and movement, and it increased mobility in affected 
joints, muscles and tendons”.

Tanya Wilson suffered agony with her newly-diagnosed 
rheumatoid arthritis. A life long friend ...discovered PainGone 
One...Until May last year there had been no indication that 
the pain I had been suffering in my shoulder for about four 
months would lead to the devastating diagnosis that it did. 
Since then I have had constant, wearying pain in my hands, 
wrists, feet and bouts of knee, hip and shoulder pain that 
make ordinary day-today living a real grind...So I started 
using my PainGone One pen with caution and not much 
optimism. The results so far? Excellent. For me it works and it 
seems that I’m not unusual. The manufacturers of PainGone 
One boast that 76% of patient experienced relief from pain 
after three to five days. It is portable, light and small enough 
to slip into a handbag or pocket and therefore is easier to 
carry around than bottles of pain-killers.

My Pen Pal kills pain Your Health (logo)

Drug free relief of aches and pains and faster healing is 
promised by two new DIY gadgets. One is a large pen - like 
device and the other a stick on patch, and both use mild 
electrical currents to take effect. THE PainGone One ‘PEN’ has 
already been tested at The Royal Gwent Hospital, Newport, 
on 35 patients with chronic muscle and joint pains. The device 
was loaned to patients to try out at home for two weeks. 
Patients used it to ‘zap’ the point of their pain, which induced 
a momentary tingling. While it didn’t help everyone, about 
60% gave it the thumb-up. They found it eased some of their 
pain, improved their mobility and/or reduced their need for 
painkillers. Anaesthetist Dr Tzvetanka Invanova-Stoilova, who 
conducted the trial, says: ‘Patients found it easy to use and 
convenient for pain relief. Especially as it can easily be carried 
and used on long journeys.

Zap away your pain

TUESDAY - 10am: got pen and used it with 
immediate relief, but for how long? 
1.45pm - has another hit, although the pain 
is not at its height.
6pm - immediate relief.
WEDNESDAY - Used only three times throughout the day.
THURSDAY - Forgot about using it until 11am - 
didn’t need it. Nothing then until 8pm.
FRIDAY - Only used 9am and 6pm. Don’t need any more.
SATURDAY AND SUNDAY - Not used at all.

From Tanya’s diary:

CALL us on 0800 000 0000
COMPLETE and return the attached order form
 CLICK Tower-Health.co.uk/Pain-Gone-Pen

3 ways you can 
order today and

SAVE £18.90

PainGone 
One works!
We get dozens of letters from medical 
professionals who’ve seen wonderful 
results from PainGone One.

“Astonished with the results. I cannot 
recommend PainGone One enough: 
it is so easy to use and can make a 
real difference to your life”.
Dr Simon Dunstan, NHS practitioner 
and founder of Action for Pain Relief

£5 OFF
PainGone One
FREE Joint Plus Gel
(worth £9.99)
FREE 
48-72hr 
Delivery

YOU SAVE 

£18.90
see order

form for full 
details

“Over the past 12 months I have personally used 
and evaluated PainGone One on myself and 
some of my patients...the device works well within 
a few days for pain relief in almost all cases.”
Dr George C.K. Giam, PPA MBBS, 
D Sp Med, M Sc (Occ Med) FAMS

“These machines are very 
effective. They are far 
more versatile, effective 
and cheaper than 
conventional TENs 
machines and 
stimulate acupuncture 
points without needles. 
I have got some very 
good results in greatly 
reducing hospital stay.”
Dr. David O’Toole 
M.B F.F.A.R.C.S.I.

“PainGone One is a small 
instrument for transcutaneous 
nerve stimulation, TNS... By 
pressing a number of times 
you stimulate your body’s own 
pain-relieving mechanisms. The 
pen is thoroughly tested...and 
patients reported PainGone One 
typically worked a few minutes 
after treatment. PainGone One is 
recommended in all cases and is 
an inexpensive way to treat your 
pain. I have tried it and it works.”
Dr Carsten Vagn Hansen - 
The Radio Doctor – 
Ask About Health 

I would like to see every 
home in Britain with one 
of these devices… I am 
prepared to recommend it.

Dr Vernon Coleman, 
leading British healthcare 
campaigner

Order within 
14 days
and grab this 
exclusive 
triple deal

Even the medical profession agrees: 

‘Write’ here to 
ease your pain
DEAR DOCTOR – I have fibromyalgia, with tender, painful 
muscles. I’ve been referred to a pain clinic, but wonder if you 
have anything to suggest?
Fibromyalgia is a painful condition with localised areas of 
tenderness known as trigger points, which may form fibrous 
nodules. A number of complementary options can help, 
including acupuncture, osteopathy, chiropractic and 
magnetic therapy.
A device that reduces pain using a similar approach to TENs 
(transcutaneous electro nerve stimulation) has now been 
developed. Known as the PainGone One pen, it is placed 
over a painful trigger point and a button is depressed to 
release a controlled electronic current that helps to block the 
transmission of pain signals.
A pain clinic used the device on 50 people with chronic 
myofascial pain associated with trigger points in the lower 
back or large joints.
The study found that using the pen four times a day for two 
weeks significantly reduced pain and increased mobility. It can 
also be used to reduce pain in other conditions.
Dr Sarah Brewer

DIY device to reduce pain
PainGone is undergoing 
clinical trials - By Oona Mashta
Dora Marshall was so crippled with arthritic pain in her arms 
and legs she would lie crying in bed at night unable to move. 
Mrs Marshall, 97, from Bradford, has suffered from arthritis for 
more than 10 years.
She used to take pain killers daily to ease the pain, but last 
summer her pain killers seemed to lose their effect. 
She said: “I was in agony. I could hardly move. It would take 
me hours to get in and out of bed the pain was so bad.”
“When I did get into bed, I would just lie there awake unable 
to move or turn over on my side the arthritis was so painful.”
“I love playing the piano, but last June my fingers were so 
crippled with arthritis I couldn’t move them to play. I was 
devastated.”
But when Mrs Marshall’s doctor gave her a new hand-held 
device to try, called PainGone One - the size and shape of 
a pen - her pain was relieved instantly.
PainGone One works by emitting controlled electrical 
impulses through the skin to the nerves which stimulate the 
body to produce feel-good hormones known as endorphins, 
suppressing the feeling of pain.

MICHAEL VAN STRATEN 
COMPLEMENTARY HEALTH 
JOURNALIST OF THE YEAR, 2004

“I was extremely skeptical as to how this 
pen could possibly work. Now after your 
demonstration on me, I can’t believe 
how brilliant this product is. I have been 
in pain with my elbow for 25 years now, 
since your demonstration on me I have 
been pain free for the first time, 
it is like a miracle.”
Jo Drysdale Equipment 
Demonstration Officer

Like TENS but much more convenient
PainGone One is a pen-shaped device that works a bit 
like a TENS machine. You click the button at the top 
and it stimulates the nerves around the spot that hurts 
– giving you blissful and prolonged pain relief almost 
instantly. Yet unlike other TENS machines you might 
have tried, there’s no wires to get tangled up in, no 
batteries to replace and no sticky pads. So, you can 
use your PainGone One anytime, anywhere. 

A clinically proven ‘Class IIa’ 
medical device 
Clinical studies carried out in NHS Hospitals, plus 
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 
taking pain-killing tablets. And unlike the kind of 
painkillers you get on prescription, PainGone One 
has no horrible side effects.

5 reasons PainGone One is trusted by 
2 million pain sufferers world-wide
1. Drug-free with no medical side effects – 
use it as often as you need it

2. Small and light so you can carry 
it in your pocket or handbag

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

4. Works through clothing so you don’t have 
to get undressed or use it in private

5. No batteries, no pads, no cables, no maintenance – 
it’s so simple and IT WORKS!

60-day risk-free money-back guarantee
We’re sure you’ll love the blissful pain relief you get from 
your PainGone One. But if you decide you don’t, just 
send it back for a full no-quibble refund.

Get blissful 
relief right 
at the point 
of your pain

Your questions 
answered

Read why 9 out of 10
people who try 
PainGone One keep it
We’ve had HUNDREDS of letters 
just like these from people happy 
to let us know that PainGone One 
REALLY WORKS. 

8am-8pm Monday-Friday 9am-5pm Saturday

Call now to order 
0800 000 0000

Speak an advisor in who’ll be happy to 
answer your questions

Back pain
“I suffer with back pain in the lower part of 
my spine. Since I have been using my PainGone One 
pen I have not had to take any medication for pain, 
I couldn’t be without one now.” Mrs BJ Castle 

Sciatica
“I am 45 and have suffered with chronic sciatic pain 
for 7 years. I have had chiropractic treatment, physio’, 
osteo’ and most recently, under the direction of a 
sports injury specialist in Harley St, injection of steroids 
directly into my spine, Nothing has worked! Yet in the 
one week since receiving the PainGone I already note 
an extreme reduction in the pain, which although still 
present, definitely seems to be diminishing a little more 
each day.” Greg

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

Spinal arthritis & tennis elbow
“Amongst other things, I suffer from osteoarthritis of 
the whole of my spine, and even though I have been 
taking a high dosage of anti-inflammatory drugs, plus 
eight strong pain killers a day, I am never out of pain. 
I was sent information about your PAINGONE PEN. I 
mentioned it to my Doctor and he said “Its worth a 
try.” It certainly was! I ordered one and from the start 
it gave me relief from the pain. I am able to manage 
now on at least half my pain killers, less on a good day, 
by using the pen instead. I 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. I will certainly be passing on 
the results and information to my doctor as I am sure 
many others would benefit from the use of this pen.”
Oblate Marian Thomas S.S.C. / Consecrated

Arthritis in the hips
“At first I used the pen four or five times a day, but now 
I only need to use it twice, once in the morning and 
again at night. I am partially disabled and so I am sure 
you understand that any pain makes moving around 
that much harder and so I can’t thank PainGone 
enough.” J.P.Foskett 

Spondylosis and chronic pain 
“I have had cervical spondylosis since 1993 and I 
am in continual pain. The great advantage of the 
PainGone One is that I can use it without help and 
it gives immediate benefits within minutes, I would 
recommend PainGone One to anyone who suffers 
from continued chronic pain or for other users such 
as sports injuries and general aches and pains.” 
From Arthritis Research Campaign website

Knee pain
“I suffer from acute knee pain and PainGone took 3 to 
4 days to give relief. It’s wonderful not to have to take 
pain killers, I have recommended it to my osteopath.” 
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. I continue to have success with demonstrations, 
perhaps I’ll 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 I am with the 
results of the PainGone One. I have been in continual 
pain, and I have regular physio and acupuncture which 
give relief from pain and I 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 I need help doing this. The 
great advantage of the PainGone One is that I can use 
it without help and it gives immediate benefits within 
minutes. I am so pleased with my PainGone One that I 
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

One

What can I use PainGone One for?
PainGone One has been used by over 150,000 
people in the UK. People who suffer the pain 
caused by many conditions such as arthritis, 
back pain, osteoporosis, spondylitis, rheumatism, 
sciatica, rheumatoid arthritis, migraine and 
inflammatory conditions. While PainGone One 
is not a cure and shouldn’t be used to treat any 
chronic condition, you can use it to safely relieve 
the pain associated with your condition.

Will PainGone One work for me?
Over 90% of pain sufferers who give PainGone One 
a try, go on to keep it permanently.

Has PainGone One been 
clinically tested?
Yes. PainGone One has undergone several clinical 
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 or 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 IIa’ medical device.

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.

Is PainGone One safe?
Yes. PainGone One is 100% safe, with no side 
effects. If you’re fitted with a heart pacemaker, 
suffer from epilepsy or are pregnant, we 
recommend you seek medical guidance before 
using PainGone One. It’s not recommended to 
be used directly over metal implants. PainGone 
One isn’t intended to replace current medication 
or diagnose, treat, or cure any condition. Always 
consult your doctor if you’re on medication or 
concerned about your health.

Is PainGone One easy to use?
Yes. You press the tip of the PainGone One onto 
the point of your pain and click the red push 
button repeatedly for about 30 seconds to get 
blissful relief. 

Is PainGone One guaranteed?
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.

Your questions 

What can I use PainGone One for? Is PainGone One safe?

Imagine being able to relieve your pain 
without drugs, gels, or expensive trips to your 
physical therapist. PainGone One isn’t like 
any treatment you’ve tried before. 
In fact it succeeds where many other pain devices fail. You get blissful relief from 
just 30 seconds of use, straight on the point of your pain. We’ve had hundreds of letters from people 
– medical professionals and patients – expressing delight at how effectively it helps to relieve pain. 

Guaranteed
pain relief

or your 
money back

This 6-page leaflet presents the same pieces of 
information in multiple ways. Whether they read 
the promotional copy, the set of FAQs, or the 
customer testimonials, the reader will gain a solid 
understanding of the product’s features and benefits.



Most of your recipients will spend no more than 
thirty seconds ‘scanning’ the inside of the pack 
and assessing your o�er. In that short space of 
time they will decide if it’s relevant, and whether 
they can a�ord it, or want it enough to consider 
your o�er 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 di�erent 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 o�er
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. 

BREAKING THE 
30-SECOND BARRIER

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

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

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



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 o�er. In that short space of 
time they will decide if it’s relevant, and whether 
they can a�ord it, or want it enough to consider 
your o�er 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 di�erent 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 o�er
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. 

Forest Holidays’ customers often book a return break at a park they’ve stayed at before. 
So, we created this cost-e�ective, 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
Most of your recipients will spend no more than 
thirty seconds ‘scanning’ the inside of the pack 
and assessing your o�er. In that short space of 
time they will decide if it’s relevant, and whether 
they can a�ord it, or want it enough to consider 
your o�er 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 di�erent 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 o�er
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. 

Shearings wanted to reward its VIP customers – who travel several 
times a year – with an exclusive o�er. So, we created a mailing o�ering 
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:

• 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

Would your 
offer be fully 
explained with 
this reading 
sequence?

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 o�er, 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, 
addressing all of the possible information needs, 
and overcoming all the possible objections one 
by one.

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 
craftsmanship or quality control, and company 
history sections can all reassure the potential 
customer, too.

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

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 
common equity release myths.



NOW PERSUADE ME
BOOSTER CHECKLIST

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. Note the tone of the director’s letter above and the lift 

letter opposite. Both sound polite, personal, and sincere, 
o�ering a gentle nudge to place an order. 

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



THE END 
GAME 



E�ectively, the recipients who remain at this point 
are all set to accept your o�er... 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...’

THE END GAME

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.

To,

A gift to spend on someone special 
(including you!)

It means the world to us that 

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 

Christmas gift. 

Get £50 off when you spend £200 or 

more in-store or online. See the back 

of your gift card for more details on 

how to redeem.

And because it’s the season of giving, 

we’ve also gifted 100 cards with 

£1,000. See if you’re a winner at 

beaverbrooks.co.uk/club-offer

Have a wonderful Christmas.

With love,

The Beaverbrooks family

Wishing you a
Merry Christmas 

★
★ ★

Your Christmas gift 

Valid until 24th December 2022

£50
when you spend £200 or more

YOUR OFF

or it could be £1,000!

Merry 
Christmas 



THE END GAME

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

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

Once scanned, the code 
opened an online version 
of the full magazine. 

E�ectively, the recipients who remain at this point 
are all set to accept your o�er... 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...’



THE END GAME
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 e�ect, starting conversations, raising brand 
awareness, and generating hundreds of thousands of dollars’ 
worth of qualified marketing leads. 

E�ectively, the recipients who remain at this point 
are all set to accept your o�er... 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...’



THE END GAME

Look how hard this order 
form works. Instantly, the 
reader can understand 
everything they get, including 
precisely how much they 
save. The 60-day trial period 
provides reassurance and 
helps justify the price, too. 

E�ectively, the recipients who remain at this point 
are all set to accept your o�er... 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...’

Blissful pain relief that 
can last for days – try it risk-free
Dear fellow pain sufferer

Living with pain is something plenty of us put up with, especially as 
we get older. But it doesn’t get any easier, does it? I’ve tried all sorts 
for my back. Pills, gels, foam rollers, massage balls... I’ve paid to be 
crunched, stretched, and pummelled by various physical therapists, 
too. Then I took a punt on this pen-shaped pain reliever called 
PainGone One and everything changed. If you’ve got aches and pains, 
anywhere in your body, you should try it too...today.

SAVE £18.90 just for reading this
Try PainGone One today and you benefit from this special triple offer. 
Get £5 off the high street price of £34.95... plus FREE courier delivery 
worth £3.95... plus a FREE Muscle & Joint Gel worth £9.95. That’s a 
total of £18.90 in savings. But you must reply within 14 days, quoting 
code XXXXXX.

Instant relief at the precise point of your pain
PainGone One looks a bit like a pen. You press the tip directly on the 
site of your pain and click the button on top. You feel a blissful, tingling 
sensation as the nerves around the tender spot are stimulated. It 
takes about 30 seconds, but the relief you feel can last for days, or 
even weeks the longer you use it. 

Like TENS but much more convenient 
OK, you’ve guessed. I’m talking about Transcutaneous Electrical 
Neural Stimulation, or TENS for short. Maybe you’ve tried TENS before? 
Well, what’s better about the PainGone One is it gives you relief 
precisely on the point of your pain, even through clothing. Plus, unlike 
a TENS machine, PainGone One has no irritatingly long wires that 
get tangled up, no batteries that run out, and no pads that lose their 
stick. You can pop it in your pocket or handbag and take it with you 
wherever you go.

Blissful relief at 
the precise point 
of your pain

Drug-free with 
no side effects

Small and light - 
carry it in your 
pocket or handbag 

Starts working after 
just 30 seconds – 
even through clothes

60-day money-back 
guarantee

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

Your Details

Payment Method 

Post your order

Visa Mastercard Amex

No.

CVV Code Expiry Date /
last 3 digits on the back of card. Amex holders use 4 on front

By Cheque/Postal Order made payable to Tower Health Ltd
I enclose my cheque/postal order for £
Please write your name, address & telephone number on the 
back of the cheque.

Signature                                                    Date

Quote Code XXXXXXX if ordering over the phone or online

PainGone One - Priority Order Form

We’ll text you to keep you updated of your order progress

Customer number: 

Name: 

Address:

   Postcode:

Email: 

Daytime Tel. No.

Mobile: 

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.

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

Order within 14 days 
and you SAVE £18.90

PainGone One 
£34.95 £29.95
SAVE £5

Joint Plus Gel 
£9.95 FREE
SAVE £9.95

48-72hr delivery 
£3.95 FREE
SAVE £3.95

Order within 14 days 

FREE
Joint Plus 
Gel Worth

£9.95

Join over 
2 million 

pain su�erers 
worldwide 
and try...

PainGone One only 
£29.95 SAVE £5

FREE Courier Delivery 
SAVE £3.95

FREE Muscle and 
Joint Gel SAVE £9.95

when you 
order in 14 days

Quote your exclusive
order code XXXXXX

SAVE 
£18.90

3 ways you 
can order 
and SAVE
£18.90

CALL us on 0800 000 0000
COMPLETE and return 
the attached order form
CLICK Tower-Health.co.uk/Pain-Gone-Pen

STEP 3 
Receive Your PainGone One within 
3 days and start enjoying blissful 
pain relief straight out of the box

STEP 2
Or complete 
and return this 
order form

STEP 1
Call FREE on 0800 000 0000 
or shop online – 
quote code XXXXXX

4.5/5 positive trust score

''Excellent''

Try it for 
60 days risk-free
9 out of 10 people who try PainGone One keep it, and we’re 
sure you’ll be happy with the blissful relief you get too. But if 
you decide you’re not, just return it for a no quibble refund. 



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 o�er 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

O�er the widest possible range of payment options

THE END GAME

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

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

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



THE RED C WAY. HOW TO MAKE  
HEADLINES MAGNETIC 

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

ADVENTURES IN  
TRAVEL MARKETING 

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

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

READ MORE > READ MORE > READ MORE > 

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



