
Direct Mail is Dead!...Or Is It?
Tips & tricks to achieve 40x higher response rates.
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Postcards
Why send postcards? In addition to being read six 
times more often than other forms of direct mail, 
postcards are a low-cost, highly effective means of 
reaching your customers. Although email is much 
less expensive to send, commercial email is typically 
only opened 20 to 30% of the time. Postcards, on 
the other hand, are seen nearly 100% of the time - 
even if only on its way to the trash.  

More importantly, response rates to marketing 
material sent to existing customers as measured by 
the Data and Marketing Association, average 0.12% 
for email and 5.3% for postcards – over a 40 times 
higher response rate with postcards.

Direct Response vs. Brand Marketing
What does direct response and brand marketing 
have to do with a postcard program? To understand 
how to build a solid marketing campaign to your 
customers, it is helpful to understand the difference 
between the two types of marketing.

Direct Response: The goal is to motivate a 
consumer to take an immediate, measurable action. 
Examples include: pay-per-lead and pay-per-click 
advertising.

Brand Marketing: The intent is to build a lasting 
impression in a consumer’s mind so that when they 
next need a service like what you provide, they will 
remember your company’s name and not simply 
begin an internet search for a new service provider.  
Your “brand” is more than just your company name 
and logo: it includes the image and “feeling” you 
want your customers to have in their minds when 
they think about your business.

For most local service businesses, the vast majority 
of customer outreach is brand marketing. The good 
news is that, done well, brand marketing to keep 
your customers coming back to you is far more 
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cost-effective than direct response marketing for the 
same objective.  

Essentially, every direct marketing effort is also a 
brand effort, though the reverse is not true. Brand 
marketing is designed to create top of mind 
awareness so that consumers think of you when they 
think of the categories you serve.  Direct marketing is 
designed to make the phone ring now.  Why not 
incorporate a call to action and response method in 
your brand marketing?

Even without a response component, brand 
marketing is effective because customers will 
remember your brand a lot less well than most 
business owners think. How do we know? Repeat 
customer transactions drop dramatically the 
longer it has been since the most recent customer 
transaction.

Essentially, three to five years after their last 
transaction with your business, most of your 
customers have forgotten about you. That also 
means that the cost to reacquire the customer after 
a five year lapse is almost as high as the cost to 
acquire a new customer. 
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Customer House List Building Strategy
Your internal list of customers is your “house” list.  
Before sending postcards, some work has to be 
done on building the list. For most businesses, the 
best place to begin is your accounting or invoicing 
system.  Typically, that software has the name and 
billing address of your customers. Begin by 
exporting the name, address, email address (if 
available) and last transaction date of your 
customers.  Split that list up into several smaller lists 
based on how many years it has been since their last 
transaction.
  
Once you have generated your lists, cleaning the 
mailing addresses is a great way to save costs by 
making sure the addresses you want to mail to are 
formatted in a way that the post office can deliver 
them.  The USPS offers several free tools to help with 
this and there are some good paid services as well 
(e.g., Stamps.com, SmartyStreets.com, etc.) that 
offer some free and low-cost cleaning alternatives.

This is where the work done to segment your 
customer list pays off in substantial cost-savings. 
Use the lists you generated in the step above and 
create a process that is repeated no less frequently 
than every few months. Consistently messaging to 
your customers over a long-term is key to minimizing 
lost customers. View your postcard marketing as 
part of an overall communication timeline that you 
want to maintain with your customers.

Send post cards less and less frequently to your 
customers based on how long it has been since 
they last did business with you. A customer who 
last did business with you four years ago is a lot 
less likely to do business with you than a customer 
who did business with you two years ago, so you 
can target your money (i.e. postcards) toward those 
customers with the better return potential.

Timing & Frequently of Postcards

But, My Customers are Loyal
Why do we need to remind them of who we are?  

Test it for yourself: look back at the customers 
you did work for, five to seven years ago. Is it 
likely that all of them have needed the service 
you provide since then? What percentage of 
them have you done work for since?  You can 
cost-effectively improve that percentage by 
marketing to them.
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Within the First Year
For customers in this time period, when marketing 
costs per transaction are lower, consider sending a 
postcard every few months. The main goal of the 
postcards shortly after the most recent transaction is 
to simply reinforce the great experience they had 
with your business. These messages are also a good 
time to promote the full range of services you offer as 
most of your customers are unlikely to know the full 
range of what you can do to help them.

Spotlight Can Help!
Spotlight identifies customers in your database 
with untapped revenue opportunities. Then, it 
automatically sends personalized communications 
to get them back in the door.

Businesses that use Spotlight see twice as many 
customers come back.

Schedule a demo at
www.clspotlight.com

What to Include on Your Postcard
Although it may be tempting to begin the process 
with what is on the postcards being sent, this step is 
likely to be the least important factor in your success.  
Spend most of your efforts preparing and cleaning 
your target list and thinking through the messages 
and offers you want to send based on how long 
since their last transaction.  

This is not to suggest that an eye-catching image on 
the front of a postcard will not be helpful – it will – but 
it should be an easy process relative to the work 
already done to get to this point.  In selecting 
images, there are many free or low-cost online 
services that provide a seemingly infinite array of 
options to choose from by simply searching online 
for “stock photos.”

Most professional printing shops offer variable 
printing features which enable printing of individual 
postcards with personalized text including the 
customer’s name, when the customer last did 
business with you, what you are offering, etc.  In 
addition, based on the importance of customer 
reviews in driving consumer decisions, consider 
including a couple of great reviews, that are 
date-stamped, from recent customers on your 
postcards. These reviews should be updated over 
time so that customers see recent great feedback 
with each postcard.

One to Two Years
Consider sending a post card every five to six 
months to those who last did business with you one 
to two years ago.  Then, gradually increase the time 
between postcards to those who have done 
business with you further back in time.

Pro Tip
Send a follow up email a few days after you think 
the post cards will arrive in your customers 
mailboxes. Studies have shown that repeated 
exposures in a short period of time significantly 
increases “brand recall” among consumers. In 
addition, sending postcards and follow-up emails 
to the same person typically result in much higher 
response rates than sending just postcards or 
emails alone.
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Follow these three steps when responding to negative reviews. But if 
you can’t do at least steps one and two, for whatever reason, it might be 
better not to respond at all.

Step 1: Own the issue.
First, let the reviewer know that: 

 • You are paying attention to the issue
 • The issue is important to you
 • You are sorry the reviewer had a problem

So you got a negative review about your business. Although it stings 
right now, what you do next may affect your business far more than the 
negative review itself. 

Your actions will determine if this event enhances your reputation or 
becomes an embarrassing smudge.

Should You Respond?
And What Should You Say?

CustomerLobby

Responding to Negative Reviews:
Your Prospects Are the Real Audience



Remember that your prospects will  be reading your reply.  Write 
it with them in mind. By responding to the reviewer, you’re telling them that 
when someone has a problem, your business will hear them. It doesn’t 
matter if the reviewer lied or only told half of the story – own whatever 
issue they wrote about.

Step 2: Show future customers they won’t have the issue.
A critical part of any response is to assure potential customers that 
something has changed, and this issue will not happen to them. 

This is a golden opportunity to market your business. For example, “We 
have put a new process in place…” tells your prospects that your company 
is good and is getting better.

Step 3: Offer to fix the issue.
Your business will spend a lot of time and money on sales and marketing. 
Although you can’t always fix every issue (and sometimes you don’t want 
to!), your offer to fix a reviewer’s problem is a great marketing investment. 
In the response, suggest that they contact you directly so you can try to 
resolve the issue.



Guidelines For Your Response

Spotlight Reviews is the easiest way 
to get more five-star reviews.

Learn more at:
go.customerlobby.com/reviews

 1.  Don’t be defensive. Send a draft of your response to someone  
    that doesn’t work at your company. Ask them to delete anything  
    that sounds defensive. 
 2.  Take your time. A negative review may have made you angry.  
    Resist the temptation to reply quickly, because the last thing you  
    want is to come across angry or hostile.  
 3.   Don’t dispute. Resist the temptation to “set the record straight.”   
    The best way to ensure that your response never gets read is  
    to give your side of the story.

 4.  Keep it brief. If your response is lengthy, chances are you’re not  
    following the rest of the guidelines on this list. Keep your   
    response to one short paragraph. 

To Sum It Up...
Writing a short, non-defensive reply to a review that owns the issue, 
describes why the issue won’t happen again, and maybe includes an 
offer to fix the issue, will earn you the trust of your future customers.

Reviews
Powered by Customer Lobby



90% of people want to
communicate with a business via text

So, can they text YOUR business?

Spotlight Text Includes:
• A Dedicated Phone Number
 Use it everywhere: your website, Google business page,
 emails, social channels, business cards, etc. 

• 1,000 Texts per Month (SMS)
 Send limited-time offers on slow days, follow up on 
 estimates, thank you messages, and much more. 

• Convenient Mobile App
 Communicate with your customers
 from anywhere.

3 Reasons to Use Spotlight Text

SpotlightText
powered by Customer Lobby

It’s Personal
Have an immediate 

one-to-one conversation 
with your customer.

It’s Simple
It doesn’t get

much easier than
sending a text.

It Outperforms
Open rates and

deliverability are much
higher than email.

My water heater 
is old. How much 

do you charge for 
an installation? Are 

 you 
running any carpet  
cleaning specials? 

$39.99/ month for Spotlight users
Discover all the ways Spotlight drives business 

Schedule a demo at clspotlight.com 



Want to Stand Out Online?
Ask for Customer Reviews in Real Time!

The Secret to Getting More Reviews

85% of consumers trust online reviews 
as much as personal recommendations!

It’s clear that reviews are critical for service 
businesses. But how do you get more reviews?

The most important thing you can do to get more reviews is ask. You 
can’t wait for reviews to come in naturally. It’s usually when people are 
unsatisfied that they’re compelled to go online to let the world know 
about it. Satisfied customers usually don’t think of it on their own.

When to Ask for Reviews
The best time to ask for a review is when you’re still with the customer. 
Right when the interaction is wrapping up and you’re on your way out 
the door. This is the ideal time because:

 • The interaction is still fresh in the customer’s mind.
 • They don’t have to remember to do it later.
 • They’ll be more likely to say yes in person.

Now, it’s time to start getting those reviews!
Spotlight
powered by Customer Lobby



Tip #3: Be Grateful

By leaving a review, your customer is doing you a favor. 
Make sure they know that! It makes people feel good to 
help other people. Be sure to take the time to thank 
them, and let them know how much you look forward to 
reading their review.

Download the Spotlight by Customer Lobby app today!

How to Ask For Customer Reviews

Tip #1: Set Expectations

Leaving a review shouldn’t take more than a few minutes. Let your customer 
know how quick and convenient it will be, so they don’t think they’re agreeing 
to something difficult or time-consuming.

Tip #2: Make it Personal

When asking for a review, let the customer know how much it will help you 
personally. People are more likely to do a favor for a person than a business. For 
example, you can say that a review will show your boss you’re performing well.

Get Reviews in Real Time

What are you waiting for?

Step 1: Download the Spotlight by Customer Lobby 
     mobile app.

Step 2: Use it to ask for reviews in person, OR

Step 3: Send a text or email with a link to review you at
             their convenience.

Spotlight
powered by Customer LobbyLearn more at www.clspotlight.com
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