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If you think Direct Mail and Facebook can't be used in tandem because your target

audience doesn't use Facebook, I’m afraid you’re seriously mistaken.

Like "you-may-need-to-have-your-head-examined" kind of mistaken.

With over 1.65 billion users -- 1.09 billion which are active daily -- your target

market (regardless of whether you consider yourself B2B or B2C) is on Facebook.

The only objection you can throw holding any legitimacy for me is how you find

them through Facebook's targeting options -- and how you can wisely weave

Facebook into your existing strategy (especially if you're using direct mail).

If you've never considered tapping into Facebook's power to create more leads

from your direct mail, here are (at least) three ways you can tap into the network's

power to dramatically alter your results.

Let's walk through each, but before we do, let's get an overview of the Facebook

Ad platform.

There's a lot more to Facebook than pictures of lunch and babies.

If you're already familiar with the platform's advertising capabilities, you can jump

to "#1: Retarget Direct Mail "Bouncers" on Facebook to Drive More Leads."
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The Facebook Ad Platform

When you run a Facebook Ad, you can set your target audience by age, location, 

interests and more. These settings tell Facebook the type of people you want to 

reach with your ads.

Just like you, other people use Facebook to see what's new with their friends, 

family and causes they care about. When you advertise, your ads show up 

alongside these stories -- often appearing very organic to other posts in the 

newsfeed -- on both desktop and mobile.

Here's an example of an ad that provides viewers with a link to an informative 

blog post:

You're probably wondering, "How much does this cost?"

When you run an ad, you’re taking part in an ad auction. This means you choose a

budget for your ad (it can be as little as $5 p/day), which is the total amount you

want to spend. Then you choose a bid—the amount you’re willing to pay to have

customers see your ad and click it or take some other action. And that's it!

With that background, let's take a look at how you can use Facebook Ads with

https://www.facebook.com/Mindfireinc/posts/10154243316057578


direct mail.

#1: Retarget Direct Mail "Bouncers" on Facebook
to Drive More Leads

If you’re currently sending direct mail, chances are you’re incorporating a

Personalized URL to track response -- or at the least, using a Generic URL like your

corporate website to track responses and create leads.

When respondents visit their Personalized URL or Generic URL landing page, many

do not convert in one sitting (meaning, they don't fill out your data capture form).

Take a look at your data, and get a feel for your conversion rate. I'm willing to bet

that in most cases, the majority of respondents do not convert -- they "bounce".

This is perfectly natural.

Those that bounce represent a lucrative opportunity for any direct response

marketer, especially one keen enough to incorporate Facebook into their

remarketing mix.

Here’s how it works:

1. Facebook provides a snippet of HTML that can be inserted into your PURL,

GURL, or corporate website.

2. After this snippet is inserted into your website, you can create a business rule

that tells Facebook to build an audience for you of people who have visited the

web page, but did not convert. Let’s call those people “Bouncers”.

3. Now, you can place a very targeted ad in front of the Bouncers, and drive them

back to your landing page.

Confused? Let's play this out, and see how it works in real-life.

Imagine that John received your direct mail piece, and intrigued, he visits his PURL

on his Macbook Pro. Unfortunately, the phone rings and he is interrupted.

After a long conversation with grandma, he completely forgets about your

company’s offer.

Later that night, as John sinks into bed after a long weary day, he pulls out his

iPhone to catch up with everyone on Facebook (just like the 100+ million

Americans that jump on Facebook nightly). After a few seconds of scrolling, John

sees a post from your company in his newsfeed, and is immediately reminded of his



earlier experience.

Now having a moment to breathe, he decides to click the post, review the landing

page, and take you up on your offer.

That’s the power of retargeting -- and it works in any B2B or B2C scenario where

direct mail drives response to the web.

How It's Done

Your web developer, marketing manager, or other web-friendly person can help

you with this. The process is simple. As you can see in the snapshot below,

Facebook makes a code snippet available for you to insert into every page of your

website. The snippet looks like the one below, and is simply pasted between the

two <head> tags on your website.

Once the snippet is inserted, there's nothing else to do except configure your rules

within Facebook. The interface to do this looks like the one below. Using the

option for "People visiting specific web pages but no others," you can create a rule

that targets people who visited the first page of your microsite, but did not submit

the page to continue (your bouncers).



#2: Deploy Facebook "Social Air Cover" to Direct
Mail Recipients

One (excuse) we hear all the time is that Facebook is only good for B2C marketing.

If you're a B2B marketer and your competitors think that, you're in luck, because

you'll be able to take advantage of this weakness in their thinking.

Imagine for a moment you’re a B2B marketer, and you're using an account-based

targeting strategy to penetrate a number of selected accounts. As you work to

infiltrate the list of targeted accounts, you select a number of key contacts to send

a high-value direct mail piece to.

So far, so good. Nothing out of the ordinary.

However: Since buying decisions are rarely made in isolation, you may find it to

your benefit to build a positive impression of your company in front of other key

decision makers within each company.

Here's where things get interesting ... using Facebook, you can target all employees

of each targeted company, and begin to display posts and other content to create a

halo effect around your key contact in the organization.

This means that in addition to your targeted contact receiving a direct mail piece,

others around that person will also begin to become aware of your brand. By



leveraging the big data Facebook has on its users, you’re able to gain exposure and

build your brand very cost effectively.

How It's Done

A complete Facebook Ads training is beyond the scope of this post, but here are

the essentials for configuring air cover.

Below is a snapshot of the "Audiences" portion of the Facebook Ad platform. This

is where you can define your target audience. Here's what's important to notice:

Detailed Targeting. This is where you can including people who match certain

employers (assuming you know where to look). In the example below, we're

targeting everyone at Microsoft.

Potential Reach. This represents the total number of people Facebook can find

that match your select criteria -- in this case, people working at Microsoft.

Estimated Daily Reach. Let's focus on the "1,200 - 3,200 people on Facebook"

portion. This means that based on your budget (defined on another screen),

Facebook expects your ad will be seen by 1,200 to 3,200 people. On a daily

basis, Facebook sees 42,000 people (out of the total 69,000) -- which means

that if you want to hit more of them, you can increase your budget and bid.

With these data in hand, you can create super-targeted air cover to supplement

your direct mail, effectively warming up the organization and/or recipients to your

message and offer. Extremely powerful.



#3: Create Lookalike Audiences Just Like Your
Best Customers

Speaking of big data, Facebook makes it insanely easy to take your direct mail list,

database of customers, or any other select group of key accounts, and find the 1%

of all Americans that look most like your seed group.

Imagine that you have a list of your top 1,000 clients, and want to find more

people like them. Upload them to Facebook, and it will create a list of

approximately 2 million American that are most like your top Clients.

In addition to creating a Lookalike Audience from data you already have on-hand,

Facebook can do the same from visitors your website or Page fans.

How It's Done

Lookalike Audiences are created based on traits from one of the following



sources:

Custom Audiences. Facebook allows you to upload a list of existing customers,

and then use Lookalike Audiences to find people that resemble your

customers.

Website visitors. Remember the Facebook pixels we mentioned above? Once it

is installed on your site, you can create a Lookalike Audience based on people

who've visited certain pages.

Page fans. Your fans can also comprise the basis of a Lookalike Audience.

When you create a Lookalike Audience, Facebook allows you to choose the size of

your audience, like this:

A smaller audience has more similarities with your source group, whereas a larger

audience will be less precise, but gives you more reach. Facebook requires a

minimum of 100 people in your seed list, which if you are doing direct mail is likely

not that difficult, meaning it is easy to find more people who look like your best

respondents, leads, etc.

So What?

If you're a marketer using direct mail to generate leads, and you're not considering

how Facebook can make your investment return better results, you're leaving the

door open for your competition to figure this out first. Don't let this happen.

If you're a service provider, like a printer, agency, or other direct marketing

company, you should be thinking about how you can incorporate these techniques

into your customer campaigns. At the very least, bring them these ideas and see if



Ready to get started? Make yourself some next-steps notes and actions here.

My Notes & Action Items



Want to Connect Your
Direct Mail With

Facebook?
To continue the conversation and see how 

these techniques will work for your business, 
call (850) 893-7346 or email 

Lourdes Madsen at
lourdes@rapidpress.com.
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