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CHAPTER ONE

Living Laboratory
of Direct Mail Design

That Works

’i'!-\"\"-. Led

Designing direct mail that gets high response and is

coat-affective is not intuitive--at least, for most

people. 2nd getting a high response rate at the high-
eat contribution to the bottom line is what great
direct mail design is all about--it ‘s the only thing

that counts! Luckily, there ig a sort of living labo-

ratory surrounding us Lo give us help: the direct mail
volu see abt your heme or office every day from com-
panies who mail milliong of pieces. Direct mall from

thege folks is the result of congtant testing. So if

you see a malling several times in a year--or eVen

hetter, see it again and again over a few years—-1it
meang that mailing has beaten everything tested g
;9, against it. g
Wf‘“""‘““‘vfm%
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hile you personally may not iike them, Tmblisher’s Clearing-

house mailings ook the way

they do because that’s what

bings in the greatest number of respanses for them. Sub-

scripdion offers from magazines frequently comein & x9" envelapes or on

double postcards, notin #10 business envelopes,

becanse that’s what #insin

LESHE, Business-to-business maitings for high-end pradsets or sErviees o upper

management usnally got past socretarics and mail rooms and ger hetrer

response if they are more reserved, nsvally mailed in closed-face #10 business

envelopes.

O of the reasons the elaborate 3-1 packages you sze in other books on

creative direet nyail can et lugh response s husiness-to-business mailings s

that they get through sereences. And many times their creativity and memaora-

bility subly demonstrate the superioricy of the product or service heing pro-

moted, Howevet, expensive packages that requitc hand pracessing and higher

delivery costs tend to he appropriave for relatvel

products ov Services, o wlhen it wkes several mo

PCRatinGs
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Thae fimeats sere casted 1o ¥d out which ane gulled the highest
tesgngt —a #|0 windei exwelope Eat Lo like “seriout junk
mal" versus 4 dosedfared bugmesdibe oee [een more witaush
wgrsil A SiLatinn-anste look. Tre closed-faced grctape requirzd 2
separate ddeising s62p, o it Cost mare 1o genduce and hzd to d
qiet a ki1 bener than the ather cee patkages ta win, Rl are
prepietary [ps shey afien 2 in direcs mail], Bu yau' see the
10 window envelaps in ht mail.
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T Tips and Thoughts From Some of
Direct Mail’s Top Designers
‘ ‘ irect mail design is aporeciated in g word of its cwn.
D “You don't see this category in design carmpetitions in
Cornmunicatiat A ar Graphis. |1 is often regarded s junk
rriail, Diirect, il rums the garmut frem basic o paor design thraugh

bsautiful visadl wark. THnect mail is very challenging, and a designer

has to understand ftard be good at it to cartinue a sugcessiul

caraarin it

—|v. FERR1S

L
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get the sale. In chapter eleven, we'll find out when 3-I> and oversized promo-

viomg do make direct mail sense. But for the rest of the time, we'll focus more of

the everyday direct mail we see around us and why it works.

Measurable Response

%Y

Simply put, direct mail is advertising mail designed to geta reasurable

response. And the measarable response tells you what works.

The maitet wants people to buy something, come into the business, send for

S nita e e S

more information, call, et How big or small the response is tells you i you

sent the mail to the right people (i.e., rented the ri ght lists, targeted the right

soaflead Sl

customers). Tt tells you wwhether vou made the right offer. It rells you if the way

you made the offer—the copy and the design of your muailing—was appealing.

Rt LN

Tn order of importance, the suceess of a mailing depends on:

L. mailing lists
2. offer
3. copy and design.

But don’t be misled by the order of importance. Copy and design can make 2
big difference in the snceess of a mailing. Design and copy changes can some-
Gmes double or triphe response. Doing direct mail successfully is ane of those

challenges where everything has got to be on target to get the greatest reward.

12 Dieslgmmg Drirect Mail That Salls




Copy and Design Tests

Large-volume mailers, especially consumer mailexs, constantly trv to beat their
controb, {The control is the mailing that got the best response at the highest
profit per order in the last round of testing.) When the offer and the mailing
lists are working, mailers will test a new package and creative concept agANSt
the control to increase response.

Another kind of testing larpe mailers do is try to improvea package that’s
working, They “play” with all the slements in the cost ¥s. response rade-off to
ty to increase profits. An example of such a eost is determining if a mailing
worls as well without a brochure as with one. Mailers might also test to seeifa
change—mayhe a different color of envelope or new envelope copy—will
bring response back up for s winning package that is showing signs ¢ “wrear
out.” (If you want to kmow mote about how testing works, don't miss chapter
three!)

The fact that so much testin g has been done for so long by large-volume
rnailers is wonderful, becavse by looking at what's in the mai! and what gets

mailed over and over, we geta setof observable results touse as a guide.

The Little Things Count
Tn fact, direct mailers have tested—or have opinions abong—almost every cle~
ment of 2 direct mail package, dovwn to very small thimgs. They know tha if

they use the word you and variations af it in the letter, they will vsually gera

| e

‘ ‘ I n direct response, the custarmer is the most impartant thing—

reit the praduct, not iy design style. | subrnerse rrosel nan
audience lis preparing for a stage role | prepars corracthy, |
enter a project being rmore like the custamer than myzeif, wearing

their snoes, b can see the product or service with samgthing like their

gyes and current understandings. And see some of what they wil
se, This is ey in iy were the mare my promgticnal work can
ariginate from within the custarner's comfart zone a0 revesl prad-
Lt benefits from thit iocation, the mare likely Dwill baost rescanse.”
—DAYID WISE

WA s Craative Sordices L,

Livityg Labmracory of DArect Mall Design That ¥orle |3
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higher response rate than if they don’t. They know that

| letters with 2 postscript (PS) will generally geta higher

response rate than those without. They lenow that the
word fiee is the strongest word in the English language

and will get a consumet 0 open the envelope.

The Response vs. Cost Challenge

Tt beats repeating that profitable direct mail requires get-
ting the highest response at the lowest cost, That may
sound simple, butit’s not. For example, sometimes 2

9" x 12" envelope will be more cost-efficient than a #10
business envelope, Why? Because the extra response the
9" x 12" envelope gets pays many times over for the extra
postage cost of mailing 2 nonstandard envelope. It's one of
those things that gets tested!

Prospects—people who are not customers and so do
not have a relatianship of rrust with a company—general-
ly need better offers and more exciting mailings than
existing customers. Sinee existing customers already know
and trust the company doing the mailing, they will
respond to direct mail that contains fewer bells and whis-
tles. Sometmes even multistep mailing programs ate
required with prospects—the company sends a first mail-
ing to get arention and follow-upsto gera response.

Ini determining how much o spend in acquiring a cus-

tomet, sophisticated mailers alsc look at something called

AT T

the Lifetime Value of a custorner, meaning the profitabili-
ty of a customer relationship over Gme. If the Lifetime
Value of a custamer is high, they may even jose money in
the short tiin to acquife a cUstomer, knowitg that over
the life of the relationship they will make 2 profit on that

customet.

It’s Not That Easy

* You may think that if direct mailers wonld just send you

asimple, straightforward, businessiike offer instead ofall

that paper, you'd evaluate itand respond equally well.




Dion't worny—that approach gets tested. And if it won for every offer, that’s

what you woukd see! Start collecting the mail you get {and even better, your
. ' father’s, spouse’s and niece’s maik too} and try to categorize it by what package

destgn works for what andience and types of products, sexvices and offers. Sep-~

arate it into business-to-business and consumer mail and gec a feel for the dif-

ferences. Separate it by the kind of response the mailing is rving o generate:
*» 3 completed transaction, like ordering or joining;
+ glead (where the responder can request and receive more information); and

+ traffic (o motvate the recipient to visit a store, restaurant or other business

establishiment).

If you aren’t a born direct mail design genius, there’s nothing like a collection
of great examples to help you leamn from the experience of others, and o show

youwhat's working zew.

Living Lakorarery of Direex Mall Deslgn That Works Er
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nsk any direct nail pro and they 1l tell you the let-
ter is the heart and soul of the direct mail package.
and it’s a unlgue design challengs. 1+ must retain

artributes of personal correspondence, yet function

as a highly efficient selling machine.

The beauty of the letter is that it is perceived as

person—ta—persan cc:-mrﬂunication. The letter captulas

one of the key advantages ot direct mall more than any
orher element 1T the package-w—the volce of one person

speaking to another peTrsan., aven though the minute the

reader looks at it, she knows it's not from & friend,
Lusiness accualntance of her mother.
5 a rule of thumb, 2 mailing with a latter will

perform hetter than a mailing without one. vetb, para-s

doxically, almost 1O ane reads every worad of a direct

mall letter.

chi Dewgning Tirect Mait That Seda




How Do People Read Direct Mail Letters?

Tirst, people scan the letrer from wp to battom, locking
for praphically ecmphasized words ar phrases, Every time
they find one they stop for abont tva-tenths of 2 second.
Called fixations, these eve-stops are on headlines, sub-
heads, charactors in uppercase, underlining, bold type
and phrases set off by ellipses, This skimming pattenis
followed whether the letter is one page or several pages
long.

Next the reader looks at the signature area and
glances at the FS before returning to the top of the first
page.

Al this takes just seconds.

-y_;L‘.h:-\.'M DT AL A e R LNl Y R
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Eye-Stops:
Hot Spots on
the Letter
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first, fowe paragraphs E
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There isa litde difference if the letter is personalized—that s, if the saluta-

tion uses the recipient’s name instead of 4 generic greeting like “Dear

Colleague.” In that case, the reader will firse look at his or her name and then

check the signature at the boteom of the letter. Then the reader resumes the

normal scanning pattert as described above.

Fhotos arillstrations in the Jetter tend to contiumally draw the cye instead

of letting it move narurally throngh the text of the letter to the highlighted

arens.

If yon use photos or ilhustrations, take advantage of the average person's eye-

flow pastern, On the first page, place the photo or illustradon at the top of the

page, followed by the headline.

Phatos and illustrations used throughout the body of the letter should

always be sccandary to copy and constantly push the reader back inee the text.

The “dircedonalit of the subjeet matter of the arrshould point to important

copy.

“Sight-Bite" Letter Layout

T make a direct mail letter effective, lay it out in “sight bites” of graphically

emphasized copy. Asight bite might be thought of a3 2 pordon of the visual

field that's easy for the cye to find in a sweep over the layour. Your goalis to

make an emotional connection with the reader and to make the corpeliing

selling points stand out.

In the best direct mail lecters, paragraphs ato vory shove—sometimes only

one sentence. Important text is highlighted with cllipses, subheads in bold,

The Direct Mail Letter 51



indents, bulleted lists, underlining, all caps, etc. The letter breaks atthe end of
the pagein the middle of a compelling sentence to get the reader to turn the

i page. Althongh it may seem like overkill g0 the uninitiated, yon might even add

i instructions to the reader—even an arrow—io get him to turn the page.
Yo make a direcy mai] solicitation more effective, lay it oot ve malke it easy o

read and skim, The letter will have more selling power if paragraphs are short

: =, and it nses bulleted lists or other techniques that put soine
“air” in the copy.
Sight'BitE Ifyou work with professional directmail copywriters,
TEChI‘quUES you'll find they will more or less lay out the letter just as
shert ﬂafagraphs¥six or they wantit to flow. Some are very insistent that you do
seven lines max not change the way their copy appears in the letear.

subineads in bold andfar coler

bulleted lists t
INEWT Brot tha pubtishors of Botter Hounes e Garalstss

HowmE GARDEN

MmABAZIIHE

incanted copy blocks
wnderiring impartat poines
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indentad tesxt, &t
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honemk, I really averdpent.

T+*p nappensd befora. I wank all tha pila
and wyery boX or beg of anything to nake them
1 just go ndka.

put the moment of £rath ocmes when L get
doo't know where to start. I'm crrrWhekmed.
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sewhare £lps will you find such inspirat
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Headlines: Blg or Small or None

Should the direct mail letter have a headline? Yes, 90 percent of the time in
some way, shape or formn. One of the only times the answer is “no” is when
you're trying to imitare a more formal business letter. Even then, it's possible
touse a Re: or Subj: line a5 2 headline.

Whether you use Re: lines in the letter's text font or vse big type that takes
up half the page, headlines are a powerful hook. Their job is 10 seize the reader
and ree] himin. They can hit the reader quickly with the strongest benefits.
They can well the reader “What's in it for me!"—either explicitly or implicitly.

Or they can tease and prormise at the same time.

‘One day years ago my writing professor handed
‘heck A ptory I had wrltten, shook her head
“gravaly, and eald, #“Thiz la so bad 1t makes

" me want to quit teaching.”

i You can imaglne what that 4did to my day.

-_'m:_uﬂ yat, this year I will make more than
“4125,000.00 writing in my spare time at home,

~¥ou dan toc.,

: ﬁith-a. lictla help from...

\u&\ DIGEST 1
NOW AT A PRICE 80 LOW — ¢ Who Decides
IT'g LIKE GETTING FIVE ISSURS : .
PREE! . 1 on Headline
Sear Frtend, 4 Design? :
hanckﬁ;ﬂaﬁﬁare deep inalde, youd lika o LEay homa end wrlte a \ wiell, just like any cther direct
I jranid ERie b tucn your 1ifada ouporiencss; youl Jendsa of homor. }

¥OUE PAIN, YOOr Lowe aBEalr. woue fipht wich the landlord. your lencaeles, rnail project, i's the designar. .

C- woue unlqus vielon of the worcld. ..
or thewrter .. . or the copy-

.-inte ellmecyipee, playa, auspenee nowels, Comance
fictlon, magyazine arcicles...that pay... ) )
: wiiter andthe designer, Some
IE you'd 11lKe ko #ic Eace to face with btodap s top mystary welbers, o
novaliaba, poeEbd. ACTEERWTibEers, playweights, repartecs., .and lesgn bhaly 3
gecrece Far success. ..

direct mail cooywriters just

.. khem read oo,

hand cverthe package, Sorme
dictate exaciby what they wart,

S
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P3: Everybody Reads the PS

And Jots of people read it first, which is why so many successful direct mail

lettars have one, even letters directed to upper management. Because the PS is
so powerful, the copy is used like a major headline. The P8 can recap the offer,
highlight a big benrefic or persuade readers to look at the rest of the mailing. Or
afl three. The PS can:

* add urgency (“limited time offer”);
» enconrage acton (“call your research consultant today™;

* focns onany free gifts, bormses or discounts (“The Iusider's Report, yours free

with ... ") and

* give assurance (“10( percent money-back gnarantee, to questions asked ™).
Your job s designer is simply to let the P8 stand out and do its job,

No Geher Face but Courier {or Prestige)
The rule of thumb for dircet mail ferrers is simple: typeface and size of type
should support easy reading and easy skimuming.

Even though businesses these days use standard office grpefaces like Times,
Palatine or even Helvetica for their letrers, many experts still believe direct
mail lettees shonld only be setin Courier or Prestge. The original ideawas to
make the lerter look as # it were typed on 2 typewriter by a real live person
instead of being mass-produced. Of course, the typewriter is long gone, but
these typefaces have become traditional for direct mail letters.

It you're not a direct mail punst, or warking for one, Times Roman for the
PC version Times New Roman) is an acceprable choice because it 5 today's
standard business office letter typeface and it is a very readable serif face.

Ulsing a sang senf t;?pefa-.::e for the body text of a direct mail lecer is taking a
hig risk. Sans serifs are not widely us;:d for letrers, so they cause people to stop
for a second, feeling slightly perpleed. Sans serif typeface legibility is also
sometimes iess than optimum, and you want people to be able to skim your
letter and never stop, feel irritated or wonder what character that was!

To support easy reading, the body copy of a letter shoubd be an absalute
minimutm of -point and rarely more than 12-paint type. The leading should
use word processor defaults. The idea is to look like someone used an office or

home computer to generate the letter.
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Formats and Paper Choices
The most comman paper choice for a direct il letier is a 60§ white offset.

Black type on white paper is easiest to read, and since gerting people toread is
whatwe're afier, that's what you sec most often.

If you're trying 1o imitaie note paper or inviration styles, you might want to
use heige, grey or ivory papers. If you're mailing v an audience for whom envi-
rontnental awareness is important, it may be worth the extra money to use
recycled papers. Butif you're trying to drive yout cost per thousand down, this
may not be an option.

When you're selecting your paper, don’t forget to take weight invo account.

Ifyou are mailing at First-Class rates, you'll want to keep the mailing weight
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below one ounce. Also, if you are printing on two sides, remember 1o take

papet opacity into consideration.

Letter size usually is deternined by the envelope size and the comman sizes
of personal and business stationery.

A common format s the four-page booldet letrer, which lays the letter out
on at Jeast three of the four pages. This format supports long copy develop-
ment, keeps people reading, and perhaps even feels like a story.

One-page, single-sided (shore and sweet) lerters are what work most often in
business-to-business mailings designed to get leads—i e, getpeople to say they
are interested in more information or otherwise identify themselves as some-
.ome to be contacted again. I yon were to design a multipage letter for a busi-
ness audience, you might use separate sheets, printed on one side. In ather
words, yon would imitite one-to-one business correspondence,

Most direct mail letters are two-color—black and a spot color, Ifyou use
four-color photography in the letter, it’s okay touse a coated stock, bt
remember that coated stack for a letter really says thisis & “commercial” letter,
not a personal one. If the letter is wonderful and effective and needs fonr-color

reproduction, then that's no disadvantage.

Back to Your Mailbox

In the final analysis, the design of a direct madl letter is anly greatif it generates
response. It can’t be ermnphagized enough that the best way o learn what works
is to start collecting the direct mail you get repeatedly. When you see a mailing
more than onee, it probably means it’s the conteol—that is, it has won againgt
other mailings that were tested againstit. And that's wonderful information
when yvou're new to direct mail, You don's have to search out what works. It

will eome toyou!
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CHAPTEER 7

The Response Device

V1L S A e T T e SR o N e

Response devices in direct mail are anything a respon-
der uges to mail back, fax back, phone back or E-mail
back. They inelude mail order forms, reply cards,

I : pledge envelopes and a myriad of cother formatsa.

Many experts think the response device is the most
important component of a mailing. Although it can’t
deeply interest readers in your proposition and it
doesn’t explain the benefits in detail, the responge
device is the decision pivet point. It’s the polnt of §
transition from solicitation on your part to
acceptance and response on the part of the reader. So

if you don't have an effective responsze device, none
of the ather components can function at all.
Think of the response device as the “closer” in the

gales process,

e e R s e -

S

B e e S

IR
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Use the Attention-Getting Nature of the Response Device

Marty people go to the response deviee first to get a quick-and-easy smnmary
 of thé offer. Readers subconsciously use the response device to see if the mail-
ing is worth looking at further. Some people even respond right then, without
looking at anything clse.

There’s anather interesting reason people look for the response device.
Peaple give surprising ateention w their own names and addresses, even exam-
ining them closely for misspellings or any other kind of mistake. It's a form of
entertainment, 2 game. And the place they’re most likely to find their awn
name and address in 3 mailing is on the response device.

So the response device is a real magnet, It's the one componentin the pack-
age that will show the greatest impact on results whenyou improve it And it's

also the component where the most damaging mistakes are made.
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Malce Sure It's Easy to Find

Your first instinct might be to hide the response device, to make sure it’s not
i seen until after the letter or the brochure because only then will the reader
understand what it is you're trying to sell or get her to do. And becanse most
people are reluetant 1o sell strongly, you might be temptad to underplay the
3 response device, Wiong,
i Jince the response device is the pivotal pointin getting a person to move
from consideration to decision, it should be emphasized.

i Malee the response device do itz job. Don’t be afraid of soliciting, or drawing

atvention to the sell copy, In direct mail, it's key to solicit and be directive.

i Highlight the copy thar urges people to respond niow.

ii

4 Clearly fdentify the response device as the way to reply. You can make it

E2 : more jimportant by giving it a valuable name. Here are some suggested labels;

1 3 Reservadon Cerzificare

JI- e Free Trial Acceptance

I

3 * Free Gift Voucher I
i ;
i'?j Special Savings Voucher

_-\....... ke

Tip

Wo-Risk Trial Cergficate

Do the tap test yoursell, Tap
Reservation Card your reply emvelape on the
fight, left and bottora sides to
A Disconnt Offer Form
!E‘-_: rrake surethe responss card
Professional Courtesy Reply doesn't shift and the clear-
ahoes are mairtained.
g Request Card
i :
T .
5 Reply to Your Invitation e
5 RSVE
Charter Offer Order Form

% H

Another technique is to make the response device look vatuable by design-

ing it to resemble a stock certficare or an award, or by using the green of U S,

T TR AL

CUTTENCY 3§ AN accent color.
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: Use symbols of "value” Kke cortificate borders, starlursts with the word
“Prec,” and ateention-getters like boxes pointing out the time limits on the
offer, official-looking computer type for codes or certificate numbers, and
rubber stamp type styles for copy like "RUSH” and “Timited Time Offer.”
Bright colors, exciting design, phatas, paper stock different fram any other
lement it the package, bold type—they ali can make the response device stand
au, Except for upscale financial mailings, fund-raising mailings, very busi-
nesslike mailings to executives or mailings that are trying 1o lnek official, the
response device can be visually exciting and ettergizing. Tust make surc the

visual excitement docsn’t interfere with the responder reading what he necds to

read and writing where he needs towrite,
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i Make It Easy to Respond
o The response device should he easy to fill out. Your design should make it
crystal clear how o respond—so easy a ten-year~old child understands ie. It
I should be very directive. Tell people exactly what to do.
1 Tdeally, the respondet’s name, address and other information should abveady
be printed on it, because you want to make responding as easy a5 possible.

Tf the respender has to fill in any information, make the spaces big enough ta

write in without resorting to tiny, cramped handwriting. Don’tammay people

who ate teying to respond. Likewise, choose paper stock that can be written on
without a struggle—uncoated stocks with white or light backgrounds are nsual-
Iy best.

Find outif the response card is going to be scanned when it is received, Ifit
is, be sure each area of informarion can be read by the scanner and that the
paper stock can be handied,

Tf the response form has to be lengthy (as with evedit card applications),

arganize the information with banners, numbering and othex graphic devices

Tip
i Looking at the colorred
quickens the hoart vate slightly
and releases adrenaline info
the Fcadstreann, Thats why

it's poad for response devices.
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. MFO Intaractive Lead

{HARKEY FRRCH. THAT 15)

Suffering from sloooooow
market tg_saarnh???

Gt your new producta to morkeal laskar
plaaayer the sowed and power of NED HEorackh
= anlife, real Hma market reseerch - .

YESE [ war {0 find oyt how B can gt my prazuids 30 markat faabar, exsier &4 mo0e
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Al =0 | 430 552 BF{ Inferaclw & acticd.

T pust far Seakig, [Nl gel wy gheica af @ frae questlon on HRQ ol geery warth 576G o
& 763 copy of yaur gvarvia of online shoppers worlh 000

(2 W righi eow. 1 Infarasted bed nok right nw. PlEaes kzap me on your medlng NIz,
[ B fm rat IMameted

thae make 1t look like itwill take very little time to fill out. Make the form as

self-explanatory as possible.
The response device should fit without foldingin the Business or Courtesy -

Reply Envelope. Avoid any ather inconvenience.

Make It Easy to Read
Use easy-to-read twpe for the accoptance statement, instractons, optinns and
any benefit copy. If your target audience is senior civizens, make the point sizea
tad larger than what you'd use for a younger audience.

If you have several acceptance opaons, set the option you want peaple to
chanse in larger type than less desirable opdons.

Tfyou have to include legalese or disclaimer copy, separate it from the

acceptance and henefit copy, Make it look as unintrusive and friendly as

possibla.
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YES! Have a YES! Acceptance Statement
Remember when you're designing the response device that it jobis to makea

3 forcefnl statement of acceptance.

i The acceptance statement summarizes the principal rationale for respond-

i
i

ing. It makes the statement of acceptance, cnocULages action and includes a
major benefit. Thar's why direct mailers use the word “Yes!" standing out,
followed by a supporting thought that summarizes the key reasons why the

: offer is being accepted (for instance, “YES! Please reserve my free copy of Thin
' for Life and rshme ... 7).

Py
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Make the design foeus people on the act of responding:

» Use 3 YES! acceprance statement with a prechecked box in front of the

“YES!”
* Provide cheek hoxes for options.

+ Use dingbats—peiniing fingers, telephones, scissors—and icons to tedc-

graph how o respend.

» Getpeople engaged with involvernent devices—like peel- off stickers from

some other part of the mailing to move ta the response device.
* Make the response form look inviting and easy w fill out.

* Emphasize the toll-fres number, fax munber, phone tumber and/or mail-

back address.

'The response device also offers acceptance optians, such as method of payment
or expressions of interest thae don’t go as far as accepting the offer ("Keepime

ot your mailing list” or “Send more information”}-

Codes on the Reply Form
Direct mailers want e track results, so aften key codes are printed along with
the recipient’s address to identify what Jist the name came from. Sometimes
there’s a customer code too. These codes are ink-jetted or otherwise printed at
the same time 35 the same and address.

If there are several versions of the mailing, say an offer test, the mailing will
be caded for the offer. Gecasionally, there arc different toll-free munbers to

call for differont versions of the mailing.

When to Use a Separate Component
In envelope mailings, o scparate component is preferred. Yon can save money
Iy not having a sepavate response device—using a rear-off reply on the letter or
printing the response deviee in the broclure, for example—butmost of the
time you'll run the risk of lower response.

In self-mailers and magalogs, the reply is not separate, of course. k's usually

on the last page.
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[ Business Reply Mail: Envelopes and Cards

Tfyou ask the responder to go find a stamp and puticon .
you P g0 P P TIP

b the reply envelope or card, you interrupe the act of .
i ) Celfmatlers used for reply rmail
& responding and may lower response. If you want payment
i . . . . . cannat be stapled closed
i with the order, creditcard information or any private
i ] when returnesd, whethes
i infarmation (fike phone mumbers or E-mail addresses}, a
: . . . . wou're using BRM or nerd. Tau
Business Reply Envelope (BRE) is a necessity. You don't e

i . ] . harve 1o design therm with
i want a potential responder to decide not to respond sim-
o . contnucus gum strps or glue
‘l ply because you didn't supply a BRE.
i . , . . sonteto keep thern closed, of
2k S advise your clients to use Business Reply Mail
il ) . ] irgtruct the Fesponders to
i (BRM)—that is, provide postage-paid reply cardsor
i tape thirm shut.
¥ envelopes. To use BRM, you have to apply to the UISPS ]
4y ' for the permitand pay all applicable fees. Small-volume ™
¥ F pay il app TSR T T T

i or infrequent direct mail users might go for the option of

i paying postage and fecs for each returned piece of reply mail when it is deliv-

ered to them, However, for high volumes and to pay the lowest rate, a debit

acconnt established with the USPS makes more sense.

A unique ZIP+4 code is issued to cach BRM permit holder. A camera-ready
bar eode positive is available at no charge from the Post Office. The bar code
must be placed in the bar code clear zone in the lower right corner (4} inches
long from the right edge, (% inch high from the bottom edge) of the envelope.
Ir cannat be placed below or above the address block as it can be on regular

tail.

. ' g 4 Facing Identfication Mark (FIM} s required on Business Reply Mail.
: : The FIM isa pattern of vertical bars printed in the upper right of the envelope
* juse to the lefr of printed indicia. It's needed as an orientation mark for auto-

iES mated facing and cancellation equipment. You dor’t have to design the FIM

:'-‘i':_ yourself—a camera-ready positive is availablc at no charge from the post office.
The USPS recommends black ink on a white background for the FIM and

the bar code, but you can use other colors, According to the TS5, Pantane

Watching Systaim (PMS3) ink colors with a minimum of one-part black are

i, acceptable,

: 4 Tight hackground colors for Business Reply Mail (cards and envelopes) are
! safe. Forget fluorescent stock, Tt interferes with the functioning of USPS

address and barcode reading equiptnent.
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In Case You're Vyondering

If yom have questions or concerns about your BRM, rake it
to 4 local USPS Business Center and get a Postal Service
mailpiece design analyst to revicw it. Business Centers
were established to help mailers {especially locs] busi-
nesses rying to do divectmail) meet UTSPS regulations.

You can get a list of them from yourlocal post office. Youn

can also just ask for help at vour lacal post office. Letter-
shops know this stuff too.

The Tap Test for Qutgaing Window Envelopes
Design the reply device so it fits anugly if vou nse a win-
dow outer-envelope. Rernember, the USPS can perform

the “tap test” at any point in handling your mail. All the
tap test means is thac if your mailing is mpped on the
right, left or bottom, the bar code and address block
can’t shift and end up outside the required minimum /s
inch clearance to the sides and .04 inch to the top and
bottam of the window edges. If a single piece fails, the

whole mailing can fose all automarion discounts.

Help From
the Postal
Service

The Comestic Aol Mg

(OPAM) v wo all the:
preparation and the applica- .
tion procedures for Business
Fephy Mal, butit’s et that
easy toread, Therz is also a
LIPS publication called
Desiing Reply Mo that gives
wall vhe infarmation on
preparing Business Reply
Mail—~ards, self-railers or
ervelopes. Alse available from
the LISFS is a ternplate you
can vseto be sure the FIM
{Factng Identifcation Mark])
and other information is

placed correctly.

L v
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Stubs and L-Shapes T ' =

That brings us 1o tear-off stubs on the response device.

Try Designing
the Response
Device First

This can he really hard o da,

The seub can have a double function. First, it ensutes the
response device will be large enough to fitsnugly in the
outer envelope and not move out of position {so that

yon'll pass the tap test). Then, when the responder perfs

o bt an excellent exerdise 550
gut of cuts out the reply part of the response device, It's
_ . . . create yourresponse device
exactly the right size to fit in the BRE. (Having to fold
. first and then design the rest of

the reply form fo fitin the reply envelope is considered
) ] the packags avound it. The
to he an ictitant o responders and therefore likely to
other oieces in a masding pack-
lower response.)
. . ) . age are designed to get pecple
The othet thing stubs do is promote action and give
. 1z take actich on the respanse

your responder something to keep. Plus, if the offer
. dlevice, 5o lead them ta it

might qualify as a tax deduction, you can promote that
wisyalty and peychologicaliy,
benefit on the stab—tell the responder to tear it off

and keep it for tax records. st

A variadon on the utilitarian tear-off stub isthe

L-shaped response device. It's hard bo miss an L-shaped response form in the

envelope. And that’s exactly why it works. It gets attention and invites hand-
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ling. The ascender part of the L is used to list bene-
fits, promote action, be visually excidng. The hori-
zontal seetion 15 the response device and gets torn off
and sent baclk. The L-shape requires a die cncand
isn’t as cheap as a plain rectangular card to praduce,
50 lilee all things in direct mail, the L-shaped

respanse device has to pay its way,

T T T

Backside Philosaphy

There arc three schools of thonght on printing on

the back of the respanse form: Yes! No! and It

e PR K T N TT

Depends.

The “no” school thinks it distcacts people in the

T A

act of responding. Ta quate chivect mail guru John

Klingel, “Anything that slows response lowers

VAL S TAN

TESPONse.”

The “yes™ school thinks, “Here's another oppor-

pra BTN TSN S HE

tunity ta scll.” Besides, yon don’t know which side
the reader will see first, 5o yon ought tonse hoth.

The “It Depends” school analyzes each mailing
and decides if using hoth sides works for the audi-
ence, the product, the gpe of mailing, cte.

Ifyou're not that experienced and want to he

P T S TP By fesbrro eyt T o

ahsolutely safe, forges the copy on the backside of

I I

the card. Make che fronestrong and clear and let it

doitsjob.

Attantion, Desire, Action

Tosumup, the response device has ta:

* getatkention;

£ A A e B L BT RO ST VA L I DA

* sumn up the offer; and

¢ closethe sale i.e., inspire the desired responsze.

e R L LRI, I R R T T I

Anditshenidd be able to “clase™ on its orats, The

R A T ST P AN

reader shouldn’t have o look at anything else in the

Check Out Your
Response Device
+ 5 iz easy to understand!

+ l5 it easy to find?

r Isthere acoar samenent oTthe

offer?

Dioes it highlight the berefits!

+ Dioes it eacourage action!

"

[Dowes it spell cut how o respond?

Toes it highlight the guarantee?

Az price shd terms clezr

Is 1 &2 sales Tas spel 24 aul?

Are shipping and handl ng costs
indicated?
v |5 dasivery Tikne stated?

« Are 'ma limits stated?

Are any rules ard regulations

hiancled positiviely?

+ |3 the return addiess inckaded an
rzpty farrml

+ Iz ohone, fac and E-roaiiizfarma-

tion it ded?

Diaes it fitin the sexly ervelope

caziy! Wishout foldina!

i o sk e change of nams
and ackdress?
+  possible, are name and address

of responclar al-sady filed in?

s postage-paict return prosided if

ayrners with grder, credit ofor

rmatian or conf deriial infonration

is red.. mrEd

mailing to know thisis a great affer and here’s how to respond—n .

ERPRT T

SugheaTT

rmngn ner et

i
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