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Variable D
ata

 

By personalizing and targeting your mailings with 

information relevant to each recipient, 

you can get dramatically better 

results. Let’s look at five 

tips for using this 

powerful tool. 
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Are You Tapping This 
Overlooked Opportunity?
GETTING THE MOST OUT OF DIRECT MAIL: 

 T-Mobile: By featuring ads with custom 

messages based on the consumer’s 

location, time of day, and weather 

conditions, T-Mobile saw a 35% increase 

in brand awareness and a 27% increase in 

purchase intent. 

Nike: The sports giant ran a global variable 

data campaign that featured customized 

shoe designs for each market based on 

local colors and patterns. The campaign 

resulted in a 10% increase in sales.

 

Ford: The company used customized direct 

mail pieces featuring specific information 

about the recipient’s vehicle and how they 

could save money on maintenance costs. 

In doing so, Ford achieved a “significant” 

increase in service appointments.

Examples of Successful Campaigns

Is variable data worth the effort? Let’s look at three campaigns from brands most people will recognize: 
Give It a Try!

Personalized printing is an 
effective way to improve 

response rates for direct mail 
campaigns. If data-driven printing 

is not currently in your direct 
mail arsenal, give it a try. You 

may be surprised by how much 
difference it makes. 

1. 
Segment first. Break your  

mailing list into smaller, more  
targeted “buckets” based on 

recipients’ needs and interests. By 
crafting offers and messaging targeted 
to each group, you are more likely to 

catch recipients’ interest and  
motivate them  

to action.

Tips for 
Improving 
Response 

Rates

2. 
Speak “relevant.” Data 

creates targeting. Messaging 
creates relevance. Speak to 
your audience in their own 

language and from their 
perspectives. Otherwise, 

you run the risk of coming 
across as irrelevant or  

even intrusive.

3. 
Use multiple variables. Don’t limit yourself to  

just one or two variables. Try incorporating fields 
such as location, age, gender, and purchase history 

for maximum impact.

4. 
Use data that is accurate 
and up to date. Nothing 
will frustrate a customer 

more than receiving a  
piece of mail with  

incorrect or  
outdated information. 

5. 
Use data wisely. Too much overt 
personalization can come across  

as intrusive. Find a balance  
between personalization and 
privacy that appeals to your  

target audience. 

When it comes to direct mail, variable data is one of the most powerful tools in your arsenal. 

How to Use  

Variable Data
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5

Simple Ways Online  
Print Ordering Saves  
You Money 

1
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Every once in a while, something comes along that is so easy and offers 
so much benefit that you think, “Why isn’t everyone doing this?” In print 
marketing, that “something” is using an e-commerce portal to store, manage, 
and order print documents. 

An online portal saves you time and money,  
and often in ways that you wouldn’t expect. 

Let’s look at four of the key benefits... 

If you haven’t created an online print ordering portal with us, 
what are you waiting for? If you have, great! Set up a time to 
talk to us about using all of the features to make sure that you 
are getting the most out of it. 

SAVE  
MONEY

Once jobs are set up in the system, all you have to do 

is log in and order your documents the same way you 

would a product off Amazon. No more playing phone 

tag with your sales rep or waiting for email responses. 

Remember, your time has a dollar figure attached to it. 

How much do you make per hour? How long does it 

take to place, manage, and track an order? Every time 

you or someone else touches an order, it costs you 

money. The more you can automate this  

process, the more you save  

in real dollars. 

CONSISTENT  
BRANDING

When your files are uploaded to a central repository, 

you can lock down key branding elements, such 

as colors and logos. No matter who orders the 

documents, whether on-site or off-site, your branding 

will be consistent. If you want to enable users to 

customize certain areas of your marketing documents, 

such as using their own headshots or contact 

information, you can enable those permissions  

while keeping the rest of the  

document intact. 

FEWER  
ERRORS

With an online portal, all  

pre-approved aspects of the job are 

locked down. No more, “Oops! Who 

forgot to embed the fonts?” Or, “Who 

ordered the old version of the menu?” 

You know exactly what you are  

going to get—every time. 

USAGE  
TRACKING

Which brochures get used the most? Are 

there postcards you haven’t used in years? 

Which pieces of marketing collateral do 

your salespeople find the most useful? By 

generating reports about the usage and 

ordering of your documents, you  

can weed out what’s not working  

and focus on what is. 
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5 Questions to Ask Before  
Hiring a Graphic Designer
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EFFECTIVENESS  
OF PERSONALIZED  

DIRECT MAIL

 
Very  
effective:  55%
Moderately  
effective: 41%
Slightly  
effective: 5%
Not at all  
effective: 0%

Hiring a graphic designer is like entering any relationship. It requires compatibility, trust, and communication.  
Take your time and choose wisely. Make sure the designer you choose is a good fit.

Here are a few 
questions to ask 
yourself to get 

the right fit. 

1
What types of 

projects do you 
need help with?

Some graphic designers 

specialize in branding and 

logo design, while others 

are more experienced in 

print design and marketing 

materials. Choose a 

designer with experience 

in the areas that are most 

important to you. 

2
What are your 

marketing 
goals?

Is your goal to generate 

leads, increase brand 

awareness, or drive sales? 

Once you know what you 

want to achieve, you can 

find a designer with the 

right skills and experience 

to get you there. 

3
What’s your 

budget? 

Look up the going rates 

for designers in your area 

and compare against 

any quoted fees. If the 

designer’s rates are on the 

high end of the scale, don’t 

automatically move on. 

Experienced designers are 

worth paying for, especially 

if they can turn out work 

quickly, on deadline, and 

on target the first time.

4
Can they 

meet your 
deadlines?

What kind of volume 

are you expecting this 

designer to handle? 

How tight are your 

turnarounds? Does he  

or she have the capacity 

to take on the amount  

of work you hope  

to generate? 

5
What type 
of working 

relationship do 
you prefer?

Are you comfortable 

working exclusively 

online? Or do you want 

to be able to sit down to 

brainstorm and discuss 

projects in person? This 

will dictate how much 

geographic flexibility  

you have. 

Take the time to 
interview multiple 
designers before  
making your final  

choice. Be sure  
to get references  

from past  
clients and look  
at examples of  

their work. 5When it comes to designing your postcards, brochures, and marketing 

collateral, there are many great template-based tools to help you. But 

sometimes, a template just won’t cut it. You need a professional designer. 

Google “graphic designer”  

and you’ll end up with more 

options than you can count. 

How do you choose one? 


