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Thousands of bits of information sur-
rounds us every day. Work and ever-
yday life have become more fast-pa-
ced. Also, we are constantly inundated 
with advertising from different media 
channels. No tablet, no smartphone 
or laptop can stay silent anymore.
Younger generations in particular 

– like millennials – have had enough of  
digital advertising. Companies therefore  
face a major challenge: On the one 
hand, they have to cut through the 
ever-present “advertising noise”; on 
the other hand, they have to reach 
consumers that have already switched 
off because of information overload. 

In our hyper-digitalized world,  
companies and brands can interact 
with consumers in a variety of ways 
and channels. But are all channels 
equally good when it comes to  
getting – and keeping – attention?
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In this ebook, you can learn about the 
key advantages printed direct mail 
has over other (and digital) advertising 
channels and use these findings for 
your next campaign planning.

The answer is no.  Printed direct mail 
has a distinct advantage over digital 
advertising channels. The Walnut  
Unlimited agency, in collaboration 
with Print Power, notes:

“When we touch something, information about  
its texture, shape, pressure and weight is sent  

to our brain in just a fraction of a second. 
Here it becomes conscious perception. 

And that’s just the start of the story.  
These signals trigger interconnected  
neural networks, intertwining touch  

with emotion by activating unconscious  
memories and feelings”.1

- Walnut Unlimited & Print Power
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communication. Stimulus processing 
takes place in the so-called right  
retrosplenial cortex, which is involved 
in processing emotional stimuli  
and memory. This means that print 
products - and therefore direct  
mailing as well - generate more  
emotions and also leave “footprints”  
in our memory.

Unlike other forms of advertising,  
direct mail activates brain areas  
that are responsible for long-term 
memory. The research found that 
60% of the study participants could 
remember personalized and creative 
mailings for a long time, which  
also enabled them to remember  
the advertising brands longer.2 

On behalf of Royal Mail UK, the  
Centre for Experimental Consumer 
Psychology at Bangor University  
studied consumer behavior with  
printed direct mail. This involved 
functional magnetic resonance  
imaging (fMRI), which provides  
direct information about brain  
activity. For the test, subjects were 
shown the same advertisement,  
but once on a printed card and  
once on a screen. The respective  
brain activities were measured.

The study found that our brains  
are significantly more stimulated  
by haptic materials that trigger  
our sense of touch. The measured 
brain activities indicated that emo- 
tional processing is more engaged 
with physical materials, such as  
direct mail,  than with digital 
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A German study from 2009  
also found that 54% of recipients  
trust printed paper. In the USA,  
the figure is as high as 82%.  
Only recommendations from  
family and friends are considered 
more trustworthy. In contrast,  
only 16% trust online advertising.3

The bond with direct mail is  
increased by personalized maps,  
as the recipient immediately  
recognizes his or her location.4

TRUST
Physical messages are perceived  
as more valuable than digital  
messages. To hold something  
in our hands appeals to our sense  
of touch - as already mentioned  
- and also stimulates the feeling  
of owning something. This “possession 
effect” described by psychologists  
can be significantly enhanced with 
personalized text or images, making 
direct mail even more successful.

The fact that advertising using direct mail is so successful is primarily  
due to the fact that it reaches the recipient in the form of a printed piece.  
Print itself works on a wide variety of psychological levels:
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SENSORY STIMULI
The most important and decisive  
factor, however, is the sensory stimulus. 
It is only through this that a direct mail 
piece is perceived at all.

Colors play an important role here, 
because on the one hand, they ensure 
the necessary attention, and on the 
other hand, they ensure that the direct 
mailing is remembered. Studies have 
shown that colored ads are remem- 
bered up to 300% more than black  
and white ads. Because print pieces  
in color are also viewed longer, this  
also leads to higher response rates. 

Personalized, geographical maps  
add value to a direct mail piece by 
grabbing the recipient‘s attention 
much more quickly.7 

TOUCH
The sense of touch is innate in  
humans and is thus one of our  
primal instincts. Print is immediately 
familiar to us. The more intensively 
the sense of touch is stimulated,  
the more strongly the medium  
is imprinted in the recipient‘s  
memory, because 40% of our brain 
alone is responsible for processing 
motoric and tactile stimuli. 

As a result, psychologists conclude 
that print also has a clear added value 
compared to digital media.5 
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Also, enhancing direct mail design 
with specialty printing techniques 
make it better remembered.  
Studies found that direct mail  
pieces which invite interaction  
are looked at two to four times  
longer on average.10

Haptically, direct mailings can be 
enhanced in a variety of ways such 
as with certain varnishes, die-cutting, 
embossing or with different functions. 
Scented coatings can provide further 
stimuli so that the sense of smell can 
also be addressed. 

Direct mail campaigns that are en-
hanced in these ways are perceived 
more intensely by their recipients and  
are therefore remembered much longer. 

A 2017 study found that over 90%  
of participants were able to concen-
trate better when they read printed 
material. Over 80% prefer printed 
things for learning or pleasure.11

MULTI-SENSORY
Printed direct mailings can be used in  
a versatile and multi-sensory campaign.  
If other stimuli are added to the  
haptic stimuli that a printed direct 
mailing evokes, it leaves even more 
traces in the brain.8 

With each additional  
sense addressed, the  

activity of our brain cells 
increases tenfold […]9

 

concludes a study according to 
Ralph Hadem et al.
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Consumers are often inundated by 
digital advertising and communication 
these days. “All things digital“12 is the 
motto of today. 

Digital texts are usually only skimmed 
and no longer studied in depth.  
In a survey conducted between  
2010 and 2015, it was found that  
only 16% of all campaigns use  
more than two channels.13 

It was found that each additional  
marketing channel improves ROI. 
Direct mailings can complement  
digital channels, and are perceived  
as less disruptive. At the same time, 
the printed direct mailing also  
creates trust and reliability.14

MARKETING CHANNEL 1

MARKETING CHANNEL 2

MARKETING CHANNEL 3

MARKETING CHANNEL 4

MARKETING CHANNEL 5

+19%

+23%

+31%

+35%

INCREASE ROI
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QUICK RECORDING
Direct mail is easy and quick  
to understand. Unlike digital  
communications, the brain  
requires 21% less effort to process  
direct mail. Simpler and quicker  
understanding also means that  
the memory of a direct mailing  
is recalled more quickly.15

Personalized maps are noticed within 
just 100ms and so also help direct 
mail advertising to be  remembered 
better in the long term.

*14

PHYSICAL 75%

DIGITAL 44%
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household and also read by other  
family members. This, in turn, also 
leads to appealing to 15-34 year olds, 
71% of whom report that they trust 
direct mail. In addition, 42% consider 
it more memorable than other forms 
of advertising.17

As a result, direct mailings are  
extremely long-lasting, surviving  
an average of 17 days in a household 
and thus having a longer lifespan than 
digital media, which are ephemeral 
and quickly forgotten or even deleted 
immediately after receipt.18 

Compared with digital media,  
direct mail performs well across  
all age groups. The highest response 
rates were delivered by 30-49 year 
olds. However, it is striking that the 
18-29 age group also responds strongly 
to direct mailings and are only then 
followed by 50-64 year olds.16

According to a study by Royal Mail  
UK, advertising has a fixed place  
within a household for 69% of  
participants. If a direct mail piece  
is among this mail, which is creatively 
designed and stands out, there  
is also a greater chance that it will  
be noticed more within one‘s own 
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This eBook and the content it con-
tains from a wide range of studies, 
show how successful printed direct 
mail is and the advantages it offers 
over other - especially digital -  
channels. It can be used effectively  
in the marketing mix and has been 
proven to increase attention, ROI  
and response rates many times over.

Through color, finishing, multi- 
sensory and haptic occurrences  
- a direct mail piece reaches them 
much faster, leaves a profound  
impression and creates connections. 
Especially in combination with  
personalized maps, a mailing  
becomes even more successful.

 

In our white paper “The Power of Maps” 
we have examined this phenomenon 
in more detail. Our associated eBook 
“Print Moves: The Power of Maps”  
summarizes all the important points 
once again. 

Use our white paper and the associated 
eBooks as a source of more information 
to make your campaign a success!

 

www.locr.com/thepowerofmaps
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locr is the world’s leading provider  
of geomarketing solutions that  
let marketers use location to their 
advantage. locr takes data from  
leading geo-data suppliers and  
converts it into geo-information  
services and personalized maps  
that can be used by marketers  
to enhance their mailing lists,  
create higher engagement and  
achieve better response rates.

Visit www.locr.com  
or email info@locr.com.

Follow us on  
www.twitter.com/locrmaps and  
www.linkedin.com/company/locr-maps.
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