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!S�WE� ALL� KNOW�� THE� USE� OF� DIGITAL�MARKETING� IN� ALL� VERTICALS�� INCLUDING

HEALTHCARE�� CONTINUES� TO� INCREASE�� HOWEVER�� TRADITIONAL� MARKETING� LIKE

DIRECT�MAIL�MARKETING�METHODS�AREN�T�ENTIRELY�OBSOLETE��FAR�FROM�IT�

)N�THIS�WHITE�PAPER��WE�ARE�GOING�TO�GO�BACK�TO�THE�BASICS�OF�DIRECT�MAIL�

REVIEW� CURRENT� MARKETING� TRENDS� AND� STATISTICS�� EXPLORE� HOW� HEALTHCARE

MARKETERS�ARE�USING�DIRECT�MAIL�TO�GROW�THEIR�BUSINESS�AND�THE�TOP���BEST

PRACTICES�TO�INTEGRATE�IN�YOUR�NEXT�MARKETING�CAMPAIGN��

/VERVIEW
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x�/OOOOKAY��THANKS�7IKIPEDIA��THAT�WAS�SUPER

HELPFUL�� "UT� WHAT� DOES� $IRECT� -AIL� -ARKETING

MEAN�TO�YOU�AND�WHY�IS�IT�IMPORTANT�

,ETgS� TAKE� A� QUICK� LOOK� AT� THE� BASICS���DIRECT

MAIL�MARKETING�IS�A�STRATEGY�USED�BY�HEALTHCARE

MARKETERS� TO� ENGAGE� WITH� PROSPECTS� AND

CUSTOMERS� BY� SENDING� ACTUAL� TANGIBLE� ITEMS� IN

THE�MAIL��4HIS�CAN�RANGE�FROM�GOOD�OLE�PRINTED

MAILERS� TO� DIMENSIONAL� PACKAGES�� CORPORATE

SWAG��OR�COUNTLESS�OTHER�PHYSICAL�ITEMS��

!T�ITS�CORE��$IRECT�-AIL�-ARKETING�IS�A�VALUABLE

WAY� TO� CONNECT� WITH� PROSPECTS�� LEADS�� AND

CLIENTS� IN� A� MEANINGFUL�� MEMORABLE� AND� VERY

PERSONAL�WAY��

�

$IRECT�-AIL�-ARKETING��
7HAT�IS�IT�EXACTLY�AND
WHY�DOES�IT�MATTER�

��# ( ! 0 4 % 2

$IRECT� -AIL� -ARKETING� IS� A� COMMON� FORM� OF

DIRECT�MARKETING�AND�MAY�BE�EMPLOYED�BY�FOR


PROFIT� BUSINESSES�� CHARITIES� AND� OTHER� NON


PROFITS�� POLITICAL� CAMPAIGNS�� AND� OTHER

ORGANIZATIONS��$IRECT�-AIL�ENCOMPASSES�A�WIDE

VARIETY� OF� MARKETING� MATERIALS�� INCLUDING

BROCHURES�� CATALOGS�� POSTCARDS�� NEWSLETTERS�

AND�SALES�LETTERS��
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����OF�CONSUMERS�SORT�THROUGH�THEIR�PHYSICAL

MAIL�AS�SOON�AS�THEY�RECEIVE�IT���5303

$ELIVERS	
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4HE�DIRECT�MAIL�OPEN�RATES�REACH�UP�TO�����

�#OMPU-AIL	

����OF�CONSUMERS�SAY�DIRECT�MAIL�IS�MORE

PERSONAL�THAN�DIGITAL�INTERACTIONS���&UNDERA	
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����OF�MILLENNIALS�SAY�RECEIVING�DIRECT�MAIL

MAKES�THEM�FEEL�SPECIAL���5303	
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����OF�FINANCIAL�AND�HEALTH�INSURANCE

SERVICES�INDUSTRY�PROFESSIONALS�USE�DIRECT�MAIL���

�$ATA���-ARKETING�!SSOCIATION	

0RINTED�MARKETING�MATERIAL�IS�����LESS

ANNOYING�THAN�ONLINE�MARKETING�TO�!MERICANS��

�/PTA-ARK	



3INCE� THE� INTRODUCTION� OF� MASS� EMAILS� TO� CUSTOMERS�� -ARKETERS� HAVE

QUESTIONED�WHETHER�EMAIL� IS�A�MORE�EFFECTIVE�MARKETING�STRATEGY��7ITH

THE� CONVENIENCE� AND� SPEED� OF� $IGITAL� -ARKETING�� MANY� PEOPLE

ANTICIPATED� THE� EVENTUAL� DEMISE� OF� PHYSICAL� $IRECT� -AIL� -ARKETING

CAMPAIGNS��

7HILE�ONE�COULD�ARGUE�THAT�$IGITAL�-ARKETING�HAS�TO�BE�MORE�EFFECTIVE�

IT�S� SIMPLY� MORE� ACCESSIBLE� 
� #ONSUMERS� ARE� CONSTANTLY� AT� THEIR

COMPUTER��HAVE�THEIR�PHONE�IN�THEIR�HAND��AND�ARE�SOMEHOW�LOGGED�IN

AND�CONNECTED�DIGITALLY�THROUGHOUT�THE�MAJORITY�OF�THEIR�DAY��#ONSUMERS

ARE�MORE�CONNECTED�THAN�EVER��SPENDING�OVER�FIVE�HOURS�A�DAY�ON�THEIR�

3NAIL�-AIL��)SN�T�$IGITAL�-ARKETING�-ORE�!PPLICABLE�IN������4HAT�IS�A

COMPLETELY�VALID�QUESTION��IS�$IRECT�-AIL�A�WORTHY�OPPONENT�FOR�$IGITAL

-ARKETING�IN�TODAY�S�WORLD��
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SMARTPHONES�ALONEÐ�(ECKÐ�
�MOST�OF�US�CHECK�OUR�PHONES�BEFORE�EVEN

GETTING�OUT�OF�BED�IN�THE�MORNING��

'IVEN�THIS��HEALTHCARE�MARKETERS�HAVE�PUSHED�A�MASSIVE�SURGE�IN�$IGITAL

-ARKETING�AND�ONLINE�OUTREACH�EFFORTS��(OWEVER��THIS�COPIOUS�AMOUNT�OF

DIGITAL� CONTENT� HAS� SUBSEQUENTLY� CAUSED� AN� INCREASE� IN� DIGITAL�

�OVERWHELM�BY�PATIENTS�AND�CONSUMERS��

)N�FACT��NEARLY�THREE
QUARTERS�OF�CONSUMERS�SAY�THEY�FEEL�OVERWHELMED�BY

EMAIL�ADVERTISING��$URING�A������SURVEY������OF�!MERICANS�STATED�THEY

UTILIZED� AD� BLOCKERS� ON� THEIR� COMPUTER�� ���� SAID� THAT� THEY� HAVE

DOWNLOADED�AD�BLOCKING�SOFTWARE�ON�THEIR�SMARTPHONES�

)N� SHORT�� !MERICANS� HATE� JUNK� MAIL�� 7E�RE� OVERWHELMED� BY� IT�� OUR

INBOXES�ARE�OVERFLOWING�WITH�IT��WE�RE�BEGGING�TO�BE�FREE�OF�IT���

7ITH�THIS�ESCALATED�AVERSION�TO�$IGITAL�!DVERTISING��HEALTHCARE�MARKETERS

ARE� FINDING� THEMSELVES� IN� FIERCE� COMPETITION� FOR� THE� ATTENTION� OF� THEIR

PROSPECTIVE�AUDIENCES���3IMPLY�BEING�HEARD�IS�BECOMING�MORE�AND�MORE

DIFFICULT��MUCH� LESS� GAINING� THE� TRUST� AND� LOYALTY� OF� THE� CONSUMER�� )N

RESPONSE�TO�THIS�DILEMMA��MANY�SMART
MINDED�HEALTHCARE�MARKETERS�ARE

SENDING�THEIR�MESSAGE�TO�WHERE�IT�CAN�STILL�BE�CLEARLY�RECEIVED

�4O�THE

-AILBOX��

5NDER��� ���

3OURCE��3TATISTA�2ESEARCH�$EPARTMENT���-ARCH��������	��h!D�"LOCK�5SAGE�IN�THE�5�3��BY�DEVICEv
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���
���� OF� $IRECT� MAIL� ACTUALLY� GETS� OPENED�� WHILE� ONLY� ���
���� OF

ADVERTISING�EMAIL�GETS�OPENEDx�ON�A�GOOD�DAY��

����OF�!MERICANS�SAY�PHYSICAL�MAIL�FEELS�hMORE�PERSONALv�THAN�EMAILS�

����OF�$IRECT�-AIL� IS�OPENED�AND�READ��ONLY�����OF�ADVERTISING�EMAILS�ARE

EVER�EVEN�OPENED��

3TUDIES� SHOW� $IRECT� -AIL� HAS� A� STRONGER� EMOTIONAL� IMPACT� OVER� $IGITAL

-ARKETING

�2ESULTING�IN�A�STRONGER�RECALL��

4HE�RESPONSE�RATE�TO�$IRECT�-AIL�PIECES�IS�������!S�OPPOSED�TO������-OBILE�

���%MAIL�����3OCIAL�-EDIA��AND������)NTERNET�$ISPLAY��

(ERE�ARE�JUST�A�FEW�PROOF�POINTS�TO�PONDER�

7ITH� THE� RISE�OF�$IGITAL�!D�"LOCKERS�AND�OUR�EVER
DECLINING�ATTENTION�SPANS�� IT�S

TIME� TO� BRING� BACK� $IRECT� -AIL� -ARKETING� AND� PUT� IT� IN� THE� FOREFRONT� OF� YOUR

(EALTHCARE�-ARKETING�4OOLBOX��

)N�CASE�YOU�SIMPLY�SKIMMED�THROUGH�THE�ABOVE�INFORMATION��AND�ALL�YOU�SAW�WAS

h"LAH��BLAH��.UMBERS��PERCENTAGES��9ADA��YADAv��THEN�FOLLOWING�IS�A�SPIFFY�LITTLE

SUMMARY�TO�MAKE�THINGS�MORE�CLEAR�AS�TO�WHAT�YOU�SHOULD�BE�INTEGRATING�WITHIN

YOUR�HEALTHCARE�MARKETING���
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7HILE� $IGITAL� AND� 3OCIAL� -ARKETING� ARE� ALL� THE� RAGE� AND� CERTAINLY� WON�T� BE

GOING�ANYWHERE�ANYTIME�SOON�
�4HIS�ESSENTIALLY�MAKES�$IRECT�-AIL�EVEN�MORE

APPEALING�TO�THE�AVERAGE�CONSUMER�AND�PATIENT��)SN�T�STANDING�OUT�THE�NAME�OF

THE�GAME�IN�HEALTHCARE�MARKETING�
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https://www.cdc.gov/healthcommunication/ToolsTemplates/EntertainmentEd/Tips/Allergies.html































