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Dont Calllta
Comeback

DIRECT MAIL still packs a wallop

when part of a multichannel marketing strategy

Going to the mailbox is now an event.
With email fatigued and oversaturated,
and an incredible 42 percent' of the U.S.
labor force now working from home full time,
direct mail has re-emerged as the channel
consumers can touch, feel and trust.
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Millennials consider

direct mail a first-class way to communicate

84%... 15%., 92%..

the time to look receiving personal influenced by direct
through their mail®> mail makes them  mail to make purchase
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Direct mail

is putting its stamp on response rates
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response fora  for a prospect list® lead generation using

house list® letter format™ Rule
40% of direct mail success depends
DlreCt mal'l IS a on an effective mailing list
powerful marketing too'l 40% depends on how compelling
our offer is
for financial institutions that want to connect with customers and prospects y _
—especially when used as part of a three-pronged multichannel approach 20% comes ff9m design,
that includes digital ads, and contact center support. layout and quality

Learn the role Digital Advertising and the Contact Center
play in a multichannel customer experience. ‘J ’

1.800.351.3843

contactHC@harlandclarke.com HARLAND CLARKE’
harlandclarke.com/DirectMailCX "

DigitalCX™ ContactCenterCX"™  DirectMailCX™
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