
A F I RS T CL AS S  P RE S S  GUI DE  T O BUI L DI NG DE M AND

DIRECT MAIL IS LIKE

COLD CALLING.

BUT IT HAS AN ADVANTAGE.

It does not interrupt the prospect. It puts your message

directly in their hands—and gives your business a chance to

be remembered when the timing is right.

JUNE COTNOIR | PRESIDENT • FIRSTCLASSPRESSINC.COM



01 — A BE T T E R WAY  T O JUDGE  RE S UL T S

You would not make 100 cold calls, hear

“not right now” and conclude that sales

does not work.

So why send one small mailing and decide that direct mail

does not work?

100

COLD CALLS

Most prospects will not be ready. Some

will not answer. A few will have the right

need at the right moment. Salespeople

understand that opportunity is created

through enough qualified conversations.

100

MAIL PIECES

Not every recipient needs you today—but

every well-targeted piece gives your

business another opportunity to be seen,

remembered and chosen.

Direct mail is a numbers game, a timing game and

a recognition game.

The goal is to reach enough of the right people, with a meaningful message, often enough to

create familiarity and response.
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02 — M AI L  HAS  S T AY I NG P OWE R

Cold calls disappear. A strong mail piece

can remain.

Direct mail reaches prospects without demanding their

attention at an inconvenient moment.

IT DOES NOT INTERRUPT

The recipient can look at it on their own time—without a ringing phone, crowded inbox or

disappearing social feed.

IT IS PHYSICAL

A strong piece can be held, saved, shared with another decision-maker or revisited when the

need becomes urgent.

IT REACHES BEYOND THE SEARCH

Mail introduces your business before prospects begin searching online and comparing you

with every competitor on the page.

IT STRENGTHENS OTHER MARKETING

Mail can drive calls, website visits, QR scans and branded searches—and make your digital

presence more recognizable later.

Direct mail does not wait for customers to find

you. It helps them know you before they need

you.
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03 — ONE  M AI L I NG I S  ONE  M OM E NT

A single drop cannot capture an entire

buying cycle.

People enter the market at different times. The homeowner who ignores a roofing offer today

may discover a leak next season. The driver who is not shopping today may need a vehicle next

month. The business satisfied with its vendor today may be ready to switch after its next service

problem.

A “not now” is not the same as a “never.”

ONE-TIME THINKING

“We mailed once. The phone did not

explode. Mail does not work.”

STRATEGIC THINKING

“We reached a qualified market,

measured the response, learned what

resonated and planned the next

meaningful touch.”

Consistent visibility allows your business to be present when

awareness becomes need—and need becomes action.
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04 — RE P E T I T I ON CRE AT E S  RE COGNI T I ON

People are more likely to respond to a

name they recognize.

Each relevant touchpoint can make the next one more familiar. Direct mail provides a disciplined

way to build that recognition across a defined market.

1

INTRODUCE

Show who you help, what you offer and

why the recipient should care.

2

REINFORCE

Return with proof, a seasonal reason, a

useful reminder or stronger offer.

3

BECOME FAMILIAR

Your brand begins to feel known before

the prospect contacts you.

4

BE THERE

When the need arises, your company is

already in their mind—or still in their

home.

Direct mail is not a one-time gamble. It is a

strategic way to build recognition, create demand

and stay visible until the timing is right.
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05 — S M ART  M AI L  I S  T ARGE T E D M AI L

Repetition works when the

strategy deserves repeating.

THE RIGHT AUDIENCE

Focus on the neighborhoods, trade areas, buyer profiles,

property characteristics, customer segments or businesses

most likely to need the offer.

THE RIGHT MESSAGE

Lead with the prospect’s problem, goal or opportunity. Make the value clear before

explaining the company.

THE RIGHT OFFER

Give recipients a compelling reason to respond and one clear next step: call, scan, request a

quote, schedule, visit or register.

THE RIGHT FOLLOW-UP

Prepare the team, phone, landing page and response process so genuine interest never sits

unattended.

The power is not in paper alone. It is in putting

the right message into the right hands.
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06 — M E AS URE  BUS I NE S S —NOT  NOI S E

You do not need everyone to respond.

You need enough qualified people to respond—and enough

value in each new customer to make the campaign

worthwhile.

BEGIN WITH CUSTOMER VALUE

What is one new sale, booked job,

appointment, donor or long-term customer

worth?

WORK BACKWARD

How many qualified opportunities or

closed sales would cover the investment

and create a return?

TRACK THE FULL PATH

✓ Delivered pieces   ✓ Calls   ✓ QR scans

✓ Website visits   ✓ Appointments   ✓ Closed revenue

A few valuable customers can outperform

hundreds of low-quality clicks or unqualified

responses.

Judge mail by qualified opportunities, revenue, customer value and the recognition created

across your market.
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RE ACH T HE M  BE F ORE  T HE Y  S T ART

S E ARCHI NG

Make direct mail part

of how your

business becomes

known.

FirstClass Press brings the moving parts

together—from strategy, data and creative

through printing, mailing, tracking and

response—so your campaign is built to create

real opportunity.

START WITH THREE QUESTIONS

1. Who is your ideal customer?

2. What action do you want them to take?

3. What is one new customer worth?

LET’S TALK ABOUT YOUR NEXT CAMPAIGN

June Cotnoir | President

(207) 620-0339

june@firstclasspressinc.com
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