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Your marketing team puts a tremendous amount of time and effort into every direct mail

campaign. You’re conscientious about the offer, the creative, the timing and the proper response 

channels. So, you’re not going to put all that energy and investment out into the world without 

understanding the best way to handle the frequency of contact across your beloved customers. 

This strategy is never “one size fits all” since not all customers have the same unalienable

attributes.  Take this example of a multi-channel merchant who was bewildered when trying to 

drive change:
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Problem: A Front Office Supply Marketer was looking to 

better understand the right cadence of Direct Mail touches 

to optimize on their in the mail investment.  MeritDirects’ 

goal was to create a data driven segmentation tool to help 

adjust annual contact strategy, making sure the Marketers’ 

investment was in line with return.  First, MeritDirect 

evaluated the client’s current contact strategy and existing 

internal segmentation model.  Our analysis showed that the 

client was getting minimal lift from their top segments in 

comparison to bottom segments.  MeritDirect worked to 

develop a model that would provide better lift, to help drive 

the overall contact strategy. 

Modeling: With the integration of external data insights, 

the MeritDirect team created a model that would allow for 

proper implementation of a measured contact strategy.  

Contacts with higher model scores received multiple pieces 

throughout the year, while lower score segments were 

flagged to receive only one piece, or nothing at all. 

Outcome: Across a 12 month period of time the Marketer 

was able to repurpose over 10% of their customer

circulation budget to prospecting budget, based on newly 

imposed and intelligent segmentation caps on their house-

file mailings.  Despite the reduction in customer circulation, 

customer sales increased by more than 15% and the 

number of retained 12 month buyers

increased by 10%.  

With access to data driven

analytics, this Marketer was

able to make strategic 

adjustments to their overall

circulation strategy.  Although the

analytics were focused on the Marketer’s customer file, they 

provided significant value on both the housefile and pros-

pect strategy.  Through their partnership with MeritDirect, 

this Marketer had segmentation tools outside their internal 

RFM insights to implement cost savings while having a 

positive impact on their go-to-market strategy.  Don’t rely 

solely on your internal insights to make a strategic decision, 

by partnering with MeritDirect you can form a perfect union 

with the goal of driving change.   
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