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Direct Mail Telephone Follow-Up 
         

Direct Mail will have its greatest impact on revenue when used as a Prospecting touch to 
improve the appointment setting process.  Think of a Direct Mail piece as you would a voicemail 
or an email; a way to deliver a message.   
 
Companies need only two metrics to measure the performance of the Business Process for 
setting appointments - the Conversation Ratio and the Appointment Ratio.  This chart depicts 
how these metrics in the sales cycle - Dial, Conversation, Appointment - are measured. 
 

1. To measure process Efficiency – The ratio of conversations (C) generated to the number 
of dials (D) made; commonly called the ‘Conversation Ratio.’  

2. To measure process 
Effectiveness – The ratio of 
appointments (A) set to 
the number of 
conversations (C) 
generated; commonly 
called the ‘Appointment Ratio.’ 

 
 
 

The use of Direct Mail will directly improve the Efficiency metric - generating more 
conversations per dial.    
 
Direct Mail piece will not achieve maximum impact without a timely follow-up call.     
 
Historically, Marketing will drop a batch of Direct Mail pieces (a Marketing Campaign) and ask 
Sales to chase them. And, historically, the follow-up calls are made too early to some, just right 
to some and too late for the majority of them.   
 
Herein lies the challenge - how do I time the 'drop' of a Direct Mail piece with my caller’s 
ability to ‘follow up perfectly?'  The solution - do not mail until the callers says to do so. 
 
The ideal use of Direct Mail is for Sales to notify Marketing as to who should be mailed.  
Marketing only mails to those suspects, so the follow up call can be perfectly timed, every 
time.  Sales drives the mailing, not Marketing. 
 
When the Direct Mail plan includes a ‘call before mailing’ tactic, results are improved because 
the conversation with a gatekeeper can address two important issues: 

1. Last Mile.  The postman is not the last mile, the gatekeeper is the last mile.  By calling 
before mailing, you can let the gatekeeper know that you will leave a voicemail (and 
send an email) letting the suspect know to expect the mailing and why.  This will reduce 
the gatekeeper’s tendency to discard mailings which ‘they’ think the boss would not be 
interested in seeing. 

2. Suspect will be there.  By confirming you have the correct name for the mailing and that 
the suspect will be in the office to receive it, you will not waste the mailing. 

 
This approach recognizes that Direct Mail is a prospecting touch, not a marketing campaign.  
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