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6 Principles of Marketing Persuasion

When something is in 

short supply, buyers 

want it more. This is why 

you see messaging such 

as: “Offer by invitation 

only!” “Only for a limited 

time!” One study found 

that when retailers 

offered free shipping if 

shoppers ordered within 

the next 20 minutes, 

they saw 200% to 300% 

increases in checkouts. 

When people are given a 

free gift, they feel obligated 

to give something in return. 

This is why nonprofits 

put coins into fundraising 

mailings and B2B marketers 

give away things like high-

value white papers and 

branded promotional items. 

Once the gift is given, make 

the ask right away: “Sign 

up.” “Make a purchase.” 

“Donate.” The greater the 

ask, the more value the 

gift should contain. 

As human beings, we tend to 

respond to authority. “Call 

now!” This is particularly 

true when given by an entity 

with degrees, awards, or 

other credentials. However, 

generic appeals to authority 

can be effective, too:  “Top 

IT security experts warn . . .”

These are important 

principles, but they will 

take some testing until you 

get it right. Subtle changes 

can make a big difference, 

so be patient. Keep testing 

until you get a winner. 

Scarcity Reciprocity Authority
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Studies show nearly 70% of 

online consumers look at 

product reviews before making 

a purchase, so use the power 

of social to increase your 

sales. Add product reviews 

and ratings, even in-print 

communications. This alone 

can significantly boost results.

Studies have found that the 

more you look and sound 

like the person you are trying 

to persuade, the more likely 

they are to do what you 

ask. Use targeting to match 

the language and imagery 

in your messaging to mirror 

your intended audience. 

People want their beliefs 

to be consistent with 

their values. If buyers see 

themselves as good parents, 

for example, they are 

more likely to respond to 

messaging that positions 

them as good parents by 

doing what the marketer asks.  

“As a great mom, you know 

how important it is to . . .” 

It’s the Holy Grail of marketing: the secret to getting people to buy.  Whether you are using print 
or digital, it starts with understanding how buyers think and what motivates them. For this, marketers 
are increasingly turning to buyer psychology. One of the most influential models of this approach is 
Dr. Robert Cialdini’s “6 Principles of Marketing Persuasion.” How might these principles help you? 

Social Proof Liking Consistency
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These are important principles, but 
they will take some testing until you 
get it right. Subtle changes can make 
a big difference, so be patient. Keep 
testing until you get a winner.



D i r e c t  M a i l  I s  “ F o r c e 
M u l t i p l i e r ”  f o r 
M u l t i c h a n n e l  M a r k e t i n g

New research puts numbers to what marketers already know: 

direct mail ROI rises dramatically when direct mail is used as 

part of an integrated, multichannel marketing campaign. 

R E P O R T :
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According to new research, 

response rates from direct 

mail campaigns increase 41% 

when used as part of an integrated 

marketing campaign, compared to 

mailings not integrated with other 

channels. ROI increases nearly 63%.
Sound good? There’s more. When direct 

mail is personalized and tightly integrated into 

the channel mix, it results in the following: 

• 62% increase in those reporting “good” or  

“very good” response rates 

• 80% increase in those reporting good or very 

good ROI 

The study, “2019 Multichannel Marketing Research 

Report,” conducted by Demand Metric, also looked 

at the number of channels being integrated in 

marketers’ campaigns. Half of the respondents 

reported using between three and four channels in 

their mix. Just over half (56%) include direct mail.  

When channels were compared for effectiveness, 

direct mail was seen as one of the most effective. 

Next to events, in fact, “integrated, branded, 

personalized direct mail” was cited as the most 

effective channel, with 78% of respondents saying 

it is effective or very effective. Non-branded, non-

personalized direct mail was cited as effective 

or very effective by 61% of respondents. 

Which direct mail formats are the most 

 commonly used? 

Most Common Direct Mail Formats

• Postcard: 53%
• Letter: 52%
• Dimensional: 42%
• Oversized postcard: 29%
• Oversized letter: 9%

While postcards and 

letters are used most 

often, dimensional 

mail is considered 

the most effective 

at representing 

the brand. This is due to the format’s ability, not 

just to stand out, but to communicate the brand 

message interactively, as well as visually. 

Which Format Does the Best Job of Representing 
 Your Brand?

• Dimensional: 89%
• Oversized letter: 75% 
• Letter: 63%
• Oversized postcard: 67%
• Postcard: 60%

Regardless of format used, 52% of respondents 

reported that adding direct mail to their multichannel 

mix delivered “moderate to major” improvement to 

their overall campaign 

performance. That 

number jumps to 

89% when direct 

mail is personalized 

and tightly integrated into the channel mix.

Direct mail’s effectiveness does vary by market 

segment. While it is effective in the technical markets, 

for example, it is highly effective in reaching the 

financial markets and the C-Suite. So do your testing!

“Direct mail acts as a force multiplier to 

multichannel marketing programs, and it’s 

uniquely powerful to reach specific audiences,” 

the report concludes. “[Marketers] that include it 

in the channel mix and follow best practices for 

format choice, integration, and personalization, 

stand out from their competition.” 
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When it comes to raising money, one-off gifts are great. However, 

the ultimate goal is to get donors to support you over time. 

How do you do that? A heartfelt “thank you” letter can go a 

long way. In fact, the “thank you” is one of the most important 

communications a donor receives. Here are five ideas for creating 

a great “thank you” letter from Gail Perry, president of Gail Perry 

Associates, specializing in capital fundraising campaigns. 

What’s Your 
Donor Thank 
You Strategy?
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“Sending a great thank you letter is the first and most important 

step of the donor engagement process,” Perry concludes. “Get 

it right and it ups your retention, makes donors stick with you, 

and creates a sustainable base of supporters that will renew 

their gifts year after year.”

1. 
GIVE THE DONOR  

CREDIT FOR THE WORK  
YOU ARE DOING. 

This is all about your  
messaging. Don’t say, “Your gift will help our 

organization feed [this number of] hungry 
children.” Say, “Your gift will feed [this number 

of] hungry children.” “If you give the donor 
credit, they will fee l better about their gift,” 
says Perry. “I helped feed these hungry kids. I 

want to do this again. It’s a deep and subtle 
shift that is probably the most 

powerful  
thing you can do in your ‘thank 

you’ letters.”  

2.  
CREATE AN  
EMOTIONAL REACTION. 

To do this, use an informal,  
friendly tone, and tell a  
story. “Stories are a great way 
to make it feel personal,” says 
Perry. “But keep it short. One 
story is better than three, and 
no more than three sentences.” 

3. 
ASSURE DONORS THEY 
HAVE MADE A WISE 
INVESTMENT. 

Share specifically how the 
gifts will be used: “Your 
gift will go directly to…” 
When possible, include 
a personal message from 
someone who directly 
benefited from the gift. 

4. 
GET THE DETAILS RIGHT. 

Make sure the donor’s name is correct—
and no spelling or grammatical errors. 
When possible, have someone higher up 
in the organization, such as the director of 
development or a board member, sign the 
letter. Don’t use this as an opportunity to ask 
for another gift. 

5. 
USE THE LETTER AS THE 
FIRST STEP IN A LARGER 
ENGAGEMENT PROCESS. 

You are nurturing donors, 
not just thanking them. 
Send them ongoing impact 
reports, personal letters 
written by those who are 
benefitting from your work, 
and invite them to donor 
celebrations like cookouts  
or tours. 

These 
5 tips can 

help!


