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Mail and the
Customer Journey

The impact of mail throughout
the Customer Journey

All advertising channels have their place in the media mix; TV drives brand awareness, email is great for quick
updates and social media creates interactive engagement.
Direct Mail can strategically benefit the customer journey and integrated alongside other media channels, mail can
improve your opportunity to deliver maximum value to your audience.
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In-Life and Return

Repeated Use Positive Influence
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Cross-Selling Promotes Advocacy Customer Value
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Contact Posthub

At Posthub our client-focused team of experts will simplify the complexity of your data and mail
requirements, to give you the best experience in direct mail.

01628 702 579 www.post-hub.co.uk/enquire

Sources from; Royal Mail MarketReach, Neuro-Insight, 2018. Royal Mail MarketReach, The Value of Mail in Uncertain Times, Kantar TNS, 2017. IPA Touchpoints, 2018. Royal Mail, Door
drop entries, DMA Awards Meta Analysis, 2012-2016. JICMAIL, Q2 2018 — Q2 2020. Power of Print Catalogues, llluminas 2017.



