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Introduction 
Today, most home service companies know direct 
mail as an effective communication channel that 
fits perfectly with their efforts to increase brand 
awareness and acquire and nurture leads. They also 
have at least some understanding of how to use 
postal mail with digital channels as part of their 
overall marketing strategies. 
They just wish it was all a bit easier. 
Traditional direct mail processes can be painful 
for marketing departments with a growing list of 
markets in which they do business. Old-fashioned 
direct mail campaigns require long lead times and 
coordination, with multiple steps—and often multiple 
vendors required—for list management, copywriting, 
graphic design, printing, and mailing services. For 
the most part, home service marketers repeat these 
tasks for each and every direct mail drop.

Direct mail leads generate 620% more revenue than equivalent digital leads. The American Marketing 
Association (AMA) analyzed 114,373 leads that converted to sales in 2023. Findings: Postcard leads 
generated 6x more revenue per lead than leads from digital sources.
Once you have dozens of direct mail campaigns running concurrently in multiple markets, the ability 
to manage them becomes unwieldy. Automation is the only answer. 
Traditional, non-automated direct mail is often performed separately from the other marketing chan-
nel activities. In most cases, integration with the marketing automation tech stack is non-existent or 
requires manual efforts and individual response tracking is nearly impossible. 
Fortunately, it doesn’t have to be that way. With automated direct mail and a platform like Posta-
lytics, home service providers can avoid the unnecessary time and expense associated with direct 
mail campaigns. 
This playbook describes some of the direct mail challenges we see with home service companies 
and covers some solutions for you to consider. We will offer tips and identify opportunities that can 
only exist with advanced automated platforms like Postalytics.
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Scaling Challenges 
One frequent challenge that providers of home 
services face is managing an increasing number 
of markets, campaigns, and customer buying 
stages. As businesses grow, the need for locally 
tailored marketing materials becomes crucial. 
Whether the service is lawn care, HVAC or roof-
ing, each service area may require unique mes-
saging to resonate with potential customers.
With traditional direct mail processes, this 
often means;

 X Constant customization of art-
work and text

 X Short print runs on traditional 
printing presses

 X Small data files
 X Minimal pre-sorting for postage savings
 X Meticulous (and manual) tracking of 

campaign implementation across differ-
ent markets. 

This process can quickly become overwhelming as the number of markets expands, making it difficult 
for marketing teams to keep up.
Producing geographically relevant elements and getting them approved and shipped off to the cor-
rect printing vendor can take a great deal of time. Proofing the direct mail pieces and maintaining 
quality control just adds to the headache. Falling behind can be a disaster that snowballs across the 
organization.
Postalytics’ automation simplifies the management of direct mail campaigns. With data-driven variable 
text and graphics, there’s no need to create new designs for each market. The online proofing feature 
accelerates the approval process, while customizable sequence, timing, and conditions ensure the 
right mail reaches the right audience at the right time. This eliminates the manual workload, making 
expansion more manageable without needing a large staff. 
With Postalytics, home services companies can optimize their direct mail efforts, delivering timely 
and relevant messages with minimal hassles. Automated direct mail allows them to concentrate on 
growth and customer satisfaction.
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Reporting and Analytics 
Direct mail is a powerful tool for home ser-
vices companies looking to expand and retain 
their customer base. Leveraging automation 
tools to integrate direct mail into your overall 
marketing strategy allows you to stand out 
from the competition and engage potential 
customers in a more meaningful way.
The analytical power of Postalytics extends 
beyond just sending out direct mail. With its 
advanced tracking capabilities, Postalytics 
can integrate seamlessly with your existing 
tech stack to provide real-time insights into 
campaign performance. When customers 
engage with your direct mail, via scanning a 
QR code or visiting a personalized URL, Post-
alytics captures this data and relays it back to 
your CRM or marketing automation platform.
This integration allows you to automatically 

trigger the next steps in the customer journey. For instance, if a customer responds to a mailpiece by 
scheduling a service call or requesting more information, Postalytics can instantly update their status 
in your system and initiate follow-up actions—whether it’s sending a confirmation email, assigning a 
sales rep to reach out, or launching a related marketing campaign.
By linking response data directly to your tech stack, Postalytics not only provides a clear view of your 
campaign’s effectiveness but also empowers you to take immediate, personalized actions that keep 
the customer journey moving forward. This level of automation and insight is crucial for maximizing 
the impact of your marketing efforts, ensuring that every customer interaction is timely, relevant, and 
aligned with your business goals.
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A convenient dashboard summarizes all your direct mail activity in graphical displays, and enables you 
to drill down to view additional details. 
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QR Codes and Online Response 
Home services companies tell us they use QR codes that 
connect their direct mail pieces to campaign–specific 
content on the web, such as landing pages containing 
service inquiry forms. Those are great, but Postalyt-
ics can help you make QR codes even more useful by 
dynamically generating them to be unique for each in-
dividual mail recipient.
Your company can reduce the effort necessary for po-
tential customers to sign up for services by pre-popu-
lating the forms with customer data you already have 
on file. Less friction at the landing page results in more 
conversions!
Besides pre-filling forms, Postalytics translates QR 
codes and pURLs into other personalized messages 
on your landing pages to make customers feel recog-
nized and welcomed. This personalized touch helps to 

build trust and a sense of familiarity right from the start.
The best part about Postalytics QR codes is the ability to track the online activity of individual pros-
pects. Which prospects have scanned the QR code? Which ones have converted by completing the 
call-to-action on your landing page? Postalytics can transfer this information to your CRM, enabling 
you to notify the sales team to follow up or automatically trigger more communications, such as email 
drip campaigns aimed at engaged prospects.
By leveraging Postalytics’ capabilities, home services businesses can seamlessly integrate direct 
mail with their digital marketing efforts, creating a cohesive and highly effective marketing strategy.
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CRM Integration 
How does your CRM play into the mix? HubSpot, 
Zuper, ServiceTitan, Nutshell, and Service Fusion 
are popular CRM/marketing automation platforms 
among home services companies. Postalytics has 
a long history of native integration with HubSpot, 
and can link to over 7,000 other CRM systems 
through Zapier. 
Home services marketers with HubSpot can seam-
lessly access a broad array of data sources to drive 
their direct mail and omnichannel campaigns. Cam-
paigns can use data stored in HubSpot Contact, 
Company, or Custom Objects to trigger postal mail, 
and supply Postalytics with variable data for seg-
mentation and personalization.

With seamless access to your HubSpot data, Postalytics can trigger customized direct mail based 
on events such as service inquiries, appointment scheduling, approaching service renewal dates, and 
more. The triggers can account for previous responses to offers, or any other customer engagement.
Postalytics captures information like status updates on mail in transit, delivery, returned mail, and online 
responses, and transfers the data to HubSpot. With this valuable information accessible in HubSpot, 
you can complement your direct mail with digital messaging to offer reinforcement, fulfillment, and 
follow-up. All Postalytics events can appear on HubSpot’s Contact and Company timelines—the same 
as native HubSpot events like emails sent and opened.
We can also take your direct mail campaigns to the next level by integrating Postalytics with your CRM 
using our API and Webhooks. This allows you to automate campaign triggers based on customer 
behavior or specific actions in your CRM, ensuring that your mailings are always timely and relevant. 
Whether you’re using HubSpot, ServiceTitan, or another platform, connecting Postalytics to your CRM 
enables you to streamline your marketing efforts and create more personalized customer journeys. 
By utilizing Postalytics, you can streamline and automate your marketing 24/7 based on customer 
actions. What do you think the dollar value is in delivering your message on time without manual 
intervention? 
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Reaching the Unconnected 
Automated direct mail is especially powerful in areas where traditional advertising channels may not 
be as effective, such as rural or underserved communities. With direct mail, your message reaches 
potential customers directly at their physical addresses with a tangible, multi-sensory communication, 
extending your brand’s reach and reputation beyond digital boundaries.
Home services businesses are wise to use postal mail as a means of informing a neglected demo-
graphic about the promise of reliable and efficient services. These companies can reach a group that 
not only appreciates physical mail but also gives it their undivided attention. With Postalytics, you can 
automate direct mail campaigns that localize and personalize messages to address the unique needs 
and concerns of underserved communities.
By tailoring your direct mail messaging to the specific services you offer, whether it’s plumbing, electrical 
services, or insulation, you can build trust and demonstrate your company’s commitment to service 
excellence. This personalized approach makes your direct mail campaigns even more effective by 
getting your brand and messaging in front of the right customers and growing your business.
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Attracting New Customers with  
Automated Direct Mail 

Traditional direct mail creative and production pro-
cesses can only do so much to gain new custom-
ers for your business. The nature of the traditional 
process makes it impossible to react to local con-
ditions, or automatically time your messaging to 
coincide with specific service updates. Depending 
on the scope of your geographical service area, 
managing marketing and messaging requirements 
becomes increasingly difficult as you deal with 
varying local regulations, seasonal demands, and 
diverse customer needs. 

THE POWER OF DIRECT MAIL 
AUTOMATION
81% of marketers who use a software platform for 
direct mail agree that it delivers the best response 
rate their company uses today. This shifts to 70% 
for respondents who do not use a software plat-
form (The State of Direct Mail, 2023).

Every customer counts! Home service companies know direct mail is an effective communication 
channel for their business—they just need tools to handle expanding volumes, speed up the process, 
and integrate with the rest of their marketing tech stack.
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That’s where direct mail automation comes in. Direct mail is an effective customer attraction tool 
when implemented with lots of automation and a little strategy. Here are some considerations to 
keep in mind:

STRATEGIES FOR ACQUIRING CUSTOMERS USING DIRECT MAIL

PERSONALIZED OFFERS

Example: Use customer data to send personalized offers relevant to customers’ specific needs. For 
example, a roofing company could send offers for free roof inspections to homeowners in areas with 
recent severe weather.
Impact: Timely and personalized mailings increase engagement and conversion rates by making the 
offers more relevant to the recipient.

SEASONAL PROMOTIONS

Example: A lawn care service can send seasonal promotions tailored to the specific needs of different 
regions (e.g., fall leaf removal in one area, spring fertilization in another).
Impact: Timely and relevant promotions increase the likelihood of customer engagement.

LOCALIZED CAMPAIGNS

Example: Create localized campaigns that address specific regional issues or highlight local testimo-
nials and success stories.
Impact: Localized content resonates more with recipients, enhancing the effectiveness of campaigns.

EDUCATIONAL CONTENT

Example: Send educational content that provides value, such as maintenance tips for HVAC systems 
or guides on preparing your lawn for the coming winter months.
Impact: Providing useful information builds trust and positions your company as an authority in 
the industry.

EVENT INVITATIONS

Example: Invite local customers to workshops, open houses, or community activities.
Impact: Events provide an opportunity for face-to-face interaction, building stronger customer 
relationships.
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REFERRAL PROGRAMS

Example: Encourage existing customers to refer friends and family by offering incentives such as 
discounts or free services for successful referrals.
Impact: Referral programs leverage word-of-mouth marketing, one of the most effective customer-ac-
quisition strategies.

FOLLOW-UP CAMPAIGNS

Example: Send follow-up postcards to customers who have shown interest but haven’t yet committed 
to a service.
Impact: Follow-up communications keep your business top-of-mind and give customers and prospects 
a gentle nudge toward making a decision.
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Understand Your Audience 
Understanding your audience in the home services 
industry is crucial for crafting targeted and effective 
marketing campaigns. To resonate with your audience, 
you need to gather key information such as property 
size, service schedules, and spending habits. For ex-
ample, large homes may require more frequent HVAC 
maintenance, while spacious yards might need regular 
fertilizing and pest control in addition to regular mow-
ing and trimming. By knowing how often customers 
use your services and their typical spending patterns, 
you can identify upsell opportunities, such as offering 
bundled services or premium packages that cater to 
their specific needs.
The characteristics of a local area also play a vital 
role. In regions with high humidity, homeowners might 
prioritize frequent HVAC servicing to maintain air 
quality and prevent mold, while those in pest-prone 

areas might benefit from tailored pest control solutions. Cold climates may increase the demand 
for winterization services for plumbing and roofing, ensuring homes are safeguarded against severe 
weather. Additionally, landscaping and lawn care needs can vary depending on soil type, native plants, 
and seasonal weather patterns, therefore warranting customized care strategies.
Demographic factors like age, household income, and family size further inform your approach. Young-
er families might seek energy-efficient HVAC systems or child-safe pest control options, while older 
homeowners may value regular maintenance for convenience and peace of mind. By leveraging this 
detailed audience data, you can craft highly personalized marketing campaigns. This approach not 
only builds stronger connections but also drives customer retention and long-term loyalty.
How does the effectiveness compare across generations? Younger audience purchase habits are 
surely more digital-driven than the typical “boomer” audience. Not quite. 62% of Millennials said they 
had visited a store or website within the past month based on information received in the mail—more 
often than Gen-Xers or Boomers. - USPS (2020)

DO YOU KNOW YOUR AUDIENCE? 
Don’t just focus on selling your service, but offer direct value. Offers could include a free trial period, 
discounted service for early sign-up, or even a unique gift in exchange for a new subscription. Cus-
tomer actions recorded in the CRM can trigger these offers.  
If prospects are not responding to your email drip campaign, set up a workflow so that a lack of re-
sponse triggers an automated direct mail postcard to get their attention. If there is still no response, 
mail them a letter offering a discount. 
With automation and integration, you can be much more strategic with your customer communica-
tions and budget. Use the same personalization and timing techniques you employ with email. Add 
the power and tangibility of direct mail to rise above digital clutter and encourage more engagement.
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Direct mail campaigns are truly effective when you truly understand your audience. Investing in da-
ta-driven insights allows for the creation of highly personalized and effective mail pieces.

KEY PERSONALIZATION TACTICS:

 X Granular Segmentation: Break down your audience into specific segments based on demograph-
ics, behavior, and purchase history. This ensures that messaging and offers are tailored to each 
group’s needs.

 X Hyper-Personalized Content: Use variable data to personalize elements like names, addresses, 
and product recommendations. On average, the typical direct mail response rates are about 4-5%. 
Adding a name to your direct mail piece can increase response rates by 135%. Needless 
to say, personalizing your message can go a long way toward its success.

 X Dynamic Offers: Craft offers that resonate with individual customer needs based on past interac-
tions with your business. A McKinsey report shows that 71% of consumers expect personalized 
interactions, making this approach essential.

 X Trigger-Based Campaigns: Automate mail pieces to be sent based on specific customer actions, 
such as new customer welcome kits or service renewal reminders. This timely approach enhances 
relevance and engagement. Mail can also be triggered automatically in automation platforms like 
Postalytyics, to be sent when recipients visit a landing page, download a report from your site, 
enter a contest, follow you on social media channels, and more. 

 X A/B Testing: Continuously test different elements of your mailers to determine what resonates 
best with your audience. Businesses that regularly A/B test see conversion increases of up to 30% 
according to a study by Scoop Market.

Using advanced, automated direct mail platforms like Postalytics, these strategies can be seamlessly 
integrated, making personalization more efficient and effective. 
The ultimate goal is to drive higher engagement and conversions—and that means ensuring that each 
recipient feels recognized and valued.

https://www.dataaxleusa.com/blog/how-to-improve-direct-mail-response-rates-in-8-steps/#:~:text=Utilize%20Personalization,long%20way%20toward%20its%20success.
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
https://scoop.market.us/cro-statistics/


CASE STUDY PAGE #15

A Strong Call to Action 
Your call to action (CTA) is critical to your direct response marketing. A weak CTA will fail, regardless 
of the targeting, design, or presence of personalization.
It’s crucial to motivate your prospects to act. Make your call-to-action clear, compelling, and simple. Sup-
ply details about your different response options to ensure the subscription process is straightforward. 
Instead of directing customers to generic landing pages and requiring them to fill out lengthy forms, 
personalize those QR codes and pre-fill the subscriber form with the prospect’s name, address, phone 
number, email address, and other important contact data you may have in your CRM. Convenience 
and simplicity are key factors for customers responding to your marketing. 
Some examples of strong offer and call to action include… 

 X a plumbing company’s offer of… “free, whole-house pipe inspection to the first 50 respondents 
to this campaign.”

 X An electrician’s offer of… “install two light fixtures and get a third fixture installed for free.”
 X A lawn care company’s offer of… “complimentary lawn aeration with the purchase of a seasonal 

lawn maintenance contract signed by April 30th.      
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Balancing Digital and Physical 
By deploying the automation capabilities of MarTech—and postal mail automation tools to marry the 
physical and the digital—you are more likely to stand out amidst the digital noise and attract attention 
from your targeted customers.
According to a U.S. Postal Service study, customers who received an email outreach PLUS a phys-
ical mail piece through the postal service had a 15% increase in sales and a 27% increase in inquiries 
(as compared to those who received only the digital touch). Furthermore, the study showed that 90% 
of the customers not only opened and reviewed the postcard or letter, but they kept it around for an 
average of seven days!
The idea is to use each channel’s strengths to counterbalance the other’s weaknesses. Digital channels 
provide us with vast amounts of data and metrics, which—used judiciously—can inform a targeted, 
personalized direct mail campaign. Conversely, the tactile nature of direct mail can cut through the 
noise of the digital world, resulting in a memorable brand interaction. Additionally, direct mail; 

 X Eliminates the concern of spam filters
 X Is multi-sensory—including touch, sight, and sometimes even smell and sound 
 X Can be geographically targeted, and
 X Addresses can be verified, are automatically updated, and have a huge amount of demographic 

data tied to them.

https://www.usps.com/business/pdf/FY08_DM%20Onl_Sales%20WP.pdf
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Upselling Current Customers: An Untapped 
Opportunity 

STREAMLINING HOME SERVICES 
MARKETING WITH POSTALYTICS
Upselling existing customers is a proven strat-
egy for boosting revenue in the home services 
industry. By identifying opportunities to offer 
additional services or upgrades, businesses can 
increase customer lifetime value and strengthen 
customer loyalty. However, effectively executing 
upsell campaigns can be challenging, especially 
for companies operating in multiple markets with 
diverse customer bases.
Traditional direct mail often involves time-con-
suming tasks like designing and printing multi-
ple versions of materials for different customer 
segments. Postalytics streamlines this process 

by automating campaign management and enabling data-driven personalization. 
With variable text, graphics, and photos, businesses can create targeted campaigns without the need 
for extensive design and production cycles. This allows marketing teams to focus on developing com-
pelling offers and strategies, ultimately driving higher customer satisfaction and revenue.

UNDERSTANDING THE CUSTOMER JOURNEY
To maximize marketing impact, it’s essential to tailor offers based on where customers are in 
their journey:

 X New Customers: Promote add-on services or premium packages.
 X Existing Customers: Suggest upgrades, seasonal services, or maintenance plans.
 X High-Value Customers: Offer bundled services, exclusive perks, and referral offers.
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VERSATILE UPSELL CAMPAIGN IDEAS:

 X Comprehensive Home Care Package: Bundle multiple services for a holistic solution.
 Z Examples: HVAC maintenance + air duct cleaning; Lawn care + pest control.

 X Seasonal Service Boost: Align offers with specific seasons.
 Z Examples: HVAC summer tune-ups; spring aeration of lawns.

 X Upgrade and Enhance: Promote premium services or plan upgrades.
 Z Examples: HVAC system upgrades; Lawn-only care to full-property maintenance.

 X Customer Loyalty Program: Reward loyalty with exclusive offers and perks.
 Z Examples: Tiered loyalty benefits; Referral bonuses.

Upselling in the home services industry isn’t just about increasing sales—it’s about delivering more 
value to your customers. Direct mail provides a powerful platform to communicate this value directly 
to their doorsteps, helping you build stronger relationships and drive business growth.
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Measured Response Rates
Armed with response data from direct mail cam-
paigns, home services providers can fine-tune 
their upselling strategies for maximum results. By 
analyzing metrics like response and conversion 
rates, you’ll identify what works and what needs 
improvement. Platforms like Postalytics enable 
A/B testing, which helps you discover the most 
effective combinations of messaging, design, 
offers, etc.

BEST PRACTICES FOR A/B TESTING DIRECT 
MAIL:

A/B testing is essential for optimizing direct mail 
campaigns. Key practices include:

 X Isolate Variables: Test one element at a time 
(e.g., headline OR image OR offer) for accu-
rate measurement.

 X Large Sample Size: Ensure enough recipients in each group for reliable results (a general best 
practice here for statistically significant results is a minimum audience segment of 12,500).

 X Track Responses: Use unique tracking codes, QR codes, or unique phone numbers to mea-
sure responses.

 X Data-Driven Decisions: Analyze metrics to determine the winning variation to refine future campaigns.
 X Iterative Testing: Continuously optimize your direct mail based on test results; test and re-test is 

a good practice.

KEY ELEMENTS TO TEST:

 X Headline: Try different fonts, styles, lengths, and messaging.
 X Offer: Experiment with discounts vs. free trials vs. limited-time promotions.
 X Design: Compare layouts, colors, and photo selection.
 X Format: Test postcards (in varying sizes) vs. self-mailers vs. letter/envelope packages.
 X Call-to-Action (CTA): Test wording, placement, and urgency.
 X Personalization: Use customer data to personalize content, enhancing relevance and response rates.
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LET’S DIVE DEEPER INTO A/B TESTING FOR HOME SERVICES

HVAC INDUSTRY FOCUS: A/B TESTING EXAMPLES

To illustrate A/B testing concepts more concretely, let’s focus on the HVAC industry.

EXAMPLE 1: HEADLINE TESTING

 X Control: “HVAC Maintenance: Keep Your System Running Smoothly”
 X Variation 1: “Avoid Costly Repairs: Schedule Your HVAC Tune-Up Today”
 X Variation 2: “Beat the Summer Heat: Service Your HVAC System Now”

By testing these headlines, you can determine which message resonates best with your target audi-
ence and drives the highest response rate.

EXAMPLE 2: OFFER TESTING

 X Control: 15% off any service
 X Variation 1: Free comprehensive system inspection with any service
 X Variation 2: Priority service scheduling for one year

This test can help you identify the most compelling offer to entice customers to book an appointment.
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Driving Customer Retention and Loyalty 
CUSTOMER LOYALTY:  
THE CORNERSTONE OF HOME 
SERVICES SUCCESS
Retaining current customers is equally important 
as acquiring new ones. Competition is rampant 
in the home services business, causing customer 
churn to be an ongoing challenge, so maintaining 
strong relationships with existing customers is 
vital. According to Harvard Business Review’s 
article, The Value of Keeping the Right Customers, 
increasing customer retention rates by just 5% can 
raise profits by 25% to 95%. This underscores the 
importance of focusing on loyalty and retention.
Automated direct mail campaigns offer a unique 
value proposition in this regard. They have the 
power to drive customer retention and enhance 

brand loyalty. Customers appreciate feeling remembered and valued, and receiving personalized phys-
ical mail can evoke these emotions far more effectively than impersonal emails.
Using direct mail to offer personalized incentives—like rebates, additional services, or tailored plans—
can be a powerful way to keep at-risk customers engaged. With automation, you can launch timely 
and customized campaigns directly from your CRM, cutting out manual processes and maximizing 
cost-efficiency. A simple gesture, such as a personalized postcard reminding customers of a sea-
sonal yard clean-up or a thank-you note after a roofing service, can go a long way in strengthening 
the emotional bond between your company and your customers. This attention to detail helps create 
a sense of loyalty, which in turn reduces churn rates and ensures your business thrives with repeat 
customers who feel valued and trust your services.
By anticipating customer needs and offering compelling reasons to stay with you, businesses can 
greatly enhance customer retention and build long-term loyalty. Personal connections matter—people 
appreciate being noticed and remembered.

https://hbr.org/2014/10/the-value-of-keeping-the-right-customers
https://hbr.org/2014/10/the-value-of-keeping-the-right-customers
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The Magic of Appreciation:  
Saying “Thanks” with Direct Mail 
One strategy to employ in your direct mail campaigns is the concept of appreciation.  A “Thank You” 
or “Welcome” direct mail strategy can be a powerful tool. Welcoming new customers with gratitude 
and furnishing them with important information starts a customer relationship off on the right foot. 
Sending personalized thank-you letters to long-term subscribers, or customers who’ve upgraded their 
plans, can aid in maintaining a strong relationship with your subscriber base. Thank-you messages 
not only reaffirm their decision to stay with your company but increase their overall satisfaction and 
feeling of being valued as well. 
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Celebrating Milestones:  
Making Your Clients Feel a Part of the Journey 

BUILDING LASTING 
RELATIONSHIPS THROUGH 
MUTUAL MILESTONES
Acknowledging and appreciating customer mile-
stones is crucial for fostering long-term loyalty. 
By celebrating these occasions with personalized 
direct mail, home service providers can deepen 
customer connections and create a sense of 
shared achievement.
Equally important is recognizing the compa-
ny’s own milestones. Involving customers in 
the company’s journey can create a feeling of 
shared success. For instance, commemorating 
a business anniversary with exclusive offers or 
behind-the-scenes content can make customers 
feel like valued partners. By highlighting how cus-

tomers have contributed to the company’s growth, you not only express gratitude but also strengthen 
the “customer-business bond”.
Examples may include:

 X We Appreciate You – Thanks for 10 Years of doing business with us!
 X You’ve reached a milestone: This is your 5th project with us!
 X Congratulations – You’re now a member of our 20-year Customer Club!

This two-way approach to milestone recognition fosters a sense of community and reinforces the idea 
that the customer is more than just a number. It’s a powerful strategy to differentiate your business 
and build lasting relationships.
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Getting Customers Back:   
What to Do After They Leave?
WINNING BACK LOST CUSTOMERS WITH DIRECT MAIL

Just because a customer canceled their ser-
vice, subscription, etc. with you doesn’t mean 
they’ll never return. Direct mail offers a unique 
advantage in recapturing lost business. Unlike 
email, which is often met with skepticism and 
filters, direct mail cuts through the clutter. A 
well-crafted letter or postcard demonstrates 
a sincere desire to regain a customer’s trust—
and demonstrates a bit more of the investment 
you’re making in them as a customer.
By offering tangible incentives like discounts, 
reinstated loyalty points, equipment upgrades, 
etc. businesses can “sweeten the deal” in a 
win-back campaign. Leveraging CRM data to 
personalize these offers—and automate the 
process—streamlines the campaign and max-
imizes its effectiveness.
Direct mail can be a powerful channel to win 

back lost customers in the home services industry, especially when combined with thoughtful strat-
egies that address past interactions and offer compelling incentives to return. Here’s how you can 
approach it:
Start by acknowledging any past issues with an apology and a re-engagement offer. Follow up with 
personalized service packages that cater to the customer’s specific needs, showing that you value 
their business and understand their unique requirements. If they’ve left after providing feedback, send 
a follow-up mailer addressing their concerns and offering a discount to encourage them to give your 
services another try. Finally, implement a reactivation campaign with a series of mail pieces over a 
few weeks, to gradually re-engage them.
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Examples:
 X Apology and Re-Engagement Offer: “We’re sorry to see you go—enjoy 20% off your next HVAC 

service on us!”
 X Personalized Service Packages: “We’ve created a custom lawn care package just for you—and 

we’ll knock 15% off this season!”
 X Customer Feedback Follow-Up: “Thanks for your feedback on our plumbing service—here’s 50% 

off your next call.”
 X Reactivation Campaign:

 Z Week 1: “We Miss You!” postcard with a small discount.
 Z Week 2: “Your HVAC System Could Use Some TLC” with a special service package.
 Z Week 3: “Last Chance to Save on the best HVAC Service” reminder with an additional discount.

With targeted strategies like these, you can effectively reconnect with past customers and encourage 
them to return—turning them into loyal, repeat customers.



CASE STUDY PAGE #26

The Future of Direct Mail: for Home Services  
KEY TRENDS SHAPING THE FUTURE OF DIRECT MAIL
Direct mail, often viewed as an old-fashioned marketing tool, is making a strong comeback in the 
digital age. For home service businesses, it remains a powerful way to reach and engage customers, 
offering something digital channels cannot: a tactile, engaging, and highly personalized form of com-
munication that resonates on a deeper level.

 X Hyper-Personalization: Using data analytics to craft targeted mail based on individual preferences 
and demographics.

 X Integration with Digital: Blending direct mail with digital channels through QR codes, personal-
ized URLs, landing pages, and other interactive elements, creating a seamless customer journey.

 X Sustainability: Embracing eco-friendly materials and printing processes to align with growing 
consumer values.

 X Data-Driven Optimization: Using analytics to measure campaign success and refine future mail-
ings for maximum impact.

Direct mail’s ability to create a lasting impression, combined with the precision of digital marketing, 
makes it indispensable. Its visual and tangible presence, measurable ROI, and effectiveness in tar-
geting specific audiences and building trust ensures it will remain a vital component of omnichannel 
marketing strategies, indefinitely.
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Innovation in Mail Formats 
The future will see the rise of more innovative and engaging formats in the mail. Direct mail pieces 
will not be limited to letters or postcards. Instead, you can explore options like pop-up mailers, di-
mensional mailers, scented mailers, or even interactive mailers with technology embedded, like audio 
and AR (Augmented Reality). These enhancements will make the mail pieces even more engaging 
and multi-sensory, increasing the chances of a great response from your customers and prospects.
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Automation and Direct Mail 
Automation is transforming the landscape of direct mail, offering both significant monetary and 
time-saving advantages. At Postalytics, we’ve been ahead of this curve, empowering businesses to 
streamline their direct mail efforts without the traditional hassles and expenses. Our platform allows 
companies to easily target, personalize, and send direct mail at scale. 
By integrating Postalytics with a CRM system, businesses can automate campaigns triggered by 
specific customer actions or scheduled at precise intervals. This not only reduces the workload on 
marketing teams but ensures consistent and timely communication with customers, enhancing overall 
campaign effectiveness.
Automation enables companies to effortlessly manage large-scale mailing campaigns, filtering their 
audience segments based on relevant criteria and campaign objectives. Whether you’re sending 
postcards, self-mailers, or letter/envelope packages, Postalytics makes it possible to execute these 
strategies efficiently and with minimal manual intervention. The result is a more streamlined process 
that delivers better outcomes, allowing businesses to focus on growth—without adding staff—while 
maintaining strong, consistent connections with their audiences.
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Digital Direct Mail Automation: Make it Feel Like 
an Email Campaign?
Postalytics leverages automation to make direct mail literally as easy and efficient as sending emails. 
You will not manage the tedious tasks or grapple with the logistical nightmares of traditional direct mail, 
allowing you more time to strategize and focus on your core objectives. Your direct mail management 
tasks will not continue to be—or become more—unmanageable as your business grows. 
We’ve shielded customers from the difficult aspects of direct mail:

Postalytics is redefining direct mail for businesses seek-
ing to elevate their marketing strategies. By seamlessly 
integrating with leading CRM and marketing automation 
platforms, we streamline the entire direct mail process, 
from list management to campaign analysis. Our plat-
form eliminates the traditional hurdles that have hin-
dered the widespread adoption of direct mail in today’s 
digital-centric world.
At the core of Postalytics is a commitment to data-driv-
en personalization. Through deep integration with CRM 
systems, we enable businesses to create highly targeted 
campaigns that resonate with individual customers. 
Our intuitive campaign dashboards provide real-time 
insights into campaign performance, allowing you to 
measure the impact of your direct mail efforts and make 
data-driven adjustments. 
By combining automation, personalization, and action-
able analytics, Postalytics harnesses the true power of 

direct mail. Whether you’re looking to acquire new customers, retain existing ones, or win back former 
ones, our platform provides the tools and support you need to succeed.
With Postalytics, direct mail becomes a strategic asset in your omnichannel marketing arsenal.

READY TO LEARN MORE?

VISIT: DIRECT MAIL AUTOMATION FOR HOME SERVICES ON THE POSTALYTICS WEB SITE

https://www.postalytics.com/industries/home-services/
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