
The direct mail letter plays a pivotal role in delivering a strong response rate. 

Each part of the letter is strategically designed to impact decision making for optimal results. 

of  a  The  

Body copy of the letter 

More is more for the body 

copy. This information will 

help people make a 

decision and get them to 

“yes.” 

Right rail of the letter 

Repeat the most important 

information and present the 

key points in a bulleted 

format for a quick scan. 

Response device 

The response device is a crucial 

component. Even today, as 
most people respond online, 
mimicking the look of a 

response device can provide a 

subliminal reminder to respond. 

The headline should highlight 

the offer to encourage the 

recipient to read on 

The call-to-action and 

expiration date should 

have a prominent position 

A bulleted format should be 

used to give a quick snapshot 

of information in the body 

copy, such as key benefits,  

the offer and the end date 

The letter should provide at 

least 3 ways to respond, 

including web URL, phone 

number and enrollment form 

Subheads capture the main 

message and draw people 

into each paragraph 

Incorporate action-oriented 

copy throughout the letter 

Close with an actual name 

and title to give a more 

personal feel to the letter 

The headline should 

reiterate the offer and action 
Include company logo or brand 

identifier in case the device gets 

disconnected from the letter 

Provide plenty of room to 

complete necessary information 

The P.S. is the most-read area 

in the letter; use it to recapture 

the offer, call-to-action  

and expiration date 

Incorporate personalized 

information to ease response 

In case it is separated from the main letter,  

the device should always include alternate response options 

Always include legal 

requirements and disclaimers 

Logo or branding should be 

clearly seen on the letter, 

preferably near the top 

Complete information 

should be provided 

throughout the body copy 

Ensure that the device 

appears easy to complete, 

with readable type  

Show the perforated or cut line 

Use icons as response triggers 

As a rule of thumb, the call-

to-action should be stated in 

the letter at least three times 

Incorporate personalization to 

increase credibility and 

drive relevancy 

The direct mail letter is comprised of three main parts 

Stay focused on information 

needed to get to “yes” 

Leverage the expiration date to 

drive action and response 
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