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If you own a business that draws its customers from a 
neighborhood or other defined geographic area, you can 
combine direct mail and social media and get people sharing 
with each other. Here’s how:

•	 Be sure your Facebook page has good customer 
reviews for new visitors to read.

•	 Make an offer that you know has appeal – perhaps a 
“buy one/get one” offer, a discount with purchase, or a 
free gift.

•	 Develop a mail piece (post card, flyer, brochure) that 
describes the offer.

•	 On the mail piece, direct recipients to your Facebook 
page and instruct them to write a specific phrase on 
the page (such as “Got a gift for reading my mail”) to 
be eligible for the offer.

•	 On your Facebook page, refer to the direct mail piece 
(“Our neighbors are getting free gifts just for opening 
their mail”).

This will start people talking. Regular visitors to your 
Facebook page will ask how they can get in on the offer (which 
is asking to be added to your mailing list), and direct mail 
recipients will be exposed to the good customer reviews on 
your Facebook page.

significant marketing results.

Combine direct mail and social media marketing
If you can only afford to use one marketing channel, we believe 
it should be direct mail. Here’s why:

•	 The marketing message gets to the customer or 
prospect. You are reaching out, not waiting for someone 
to find you.

•	 You control the message. At a social media site, 
anyone can say anything, even if it isn’t true.

• 	 You are competing with fewer messages. These 
days there is relatively little competition for your 
customer’s or prospect’s attention in a mail box.

•	 Mail is a physical media. The brain responds 
differently to physical and digital media. According 
to a 2009 study by Millward Brown research 
company, physical media like a direct mail piece 
leaves a “deeper footprint” in the brain, involves 
more emotional processing, and produce more brain 
responses connected with internal feelings.

Here are a few tips for making social media and direct mail 
work together.  

•	 Create a Facebook page for your company and update 
it regularly with products or services, or an event. 
Mail a post card with a QR code to the page.

•	 Create a forum on Facebook and encourage 
participation via direct mail.

•	 Monitor Twitter conversations on your product or 
services. Use the topics in a direct mail piece.

•	 Post videos on YouTube demonstrating your product 
or providing an explanation or instruction.

•	 Make your direct mail piece interactive by adding a 
QR code. The code can lead to a mobile web site, a 
YouTube video or a short survey form that offers a 
reward for completion.

•	 Include social media icons such as Facebook or 
Twitter logos on your direct mail piece. This gives 
your target audience more options for learning about 
your company, especially if they are interested in 
customer reviews.

•	 Post links to a general, non-personalized landing page 
containing something desirable (information, an offer) 
on social media sites. Measure how respondents are 
getting to the landing page to determine the most 
valuable source.

•	 Make it easy for visitors to share with others. People 
like to share valuable information with others. Provide 
a “like” button for Facebook, a “mention” button for 
Twitter, and request a “check-in” on Facebook. 

We’re direct mail experts
Call on us to help you integrate social media marketing with 
direct mail. We have been providing direct mail services to our 
customers since 1995 and we are good at what we do. For more 
information or to set an appointment, contact Tom Brassard at 
802.865.2872.

The lemonade stand – the quintessential small business which many 
a successful entrepreneur started with. Some lemonade stand owners 
never change, they just get older, wiser, and sell bigger and better stuff. 
That would be Dick Hess, owner of Archie’s Grill in Shelburne, VT. 
Though he’s yet to sell his billionth burger, his is one of the best, using 
local ingredients like LaPlatte River Angus Farm beef for his burgers 
and Misty Knoll chicken for his poultry dishes, all accompanied with the 
best homemade potato chips on the planet.

But look deeper and you’ll find a small business 
owner who is also the  quintessential marketer. 
Out of the blue a few months ago I received a 
phone call from Dick who needed some menus 
printed. But he started by saying “I’m looking 
for a partner who will work with me and give the attention I’m looking 
for to help me grow my business.”  How refreshing... I’m in!

So what have Catamount and Archie’s worked on together?

Not only do we print his menus but we redesigned them for easier 
reading and stronger branding.

I introduced Dick to the value of having his website mobile-optimized 
so his customers could read his menus easily from a smartphone. He 
liked the sound of that!

We added a QR code to his menus and table tents so patrons could access 
his menus from their smartphones for quick and easy take out ordering.

His Facebook page is gaining in popularity and accessible and readable 
via a smartphone due to his mobile-friendly site. Building his brand!

Dick envisioned a birthday promotion offering a free meal on one’s 
birthday! We designed and printed the certificates. In only two months it’s  
a HUGE success!

The result? Business is way up and Dick is asking 
what to do with the nearly 1000 email addresses he’s 
collected through his promotions. Good problem! 
Nearly 1000 fans who he can begin nurturing into 
Raving Fans who’ll return more often and tell their 
friends. Nice success story.

The moral of this story? Just when you thought a business couldn’t be 
more ubiquitous than selling burgers and fries, the owner of this small 
business steps outside his comfort zone and embraces today’s new 
marketing mediums with all the right stuff. There’s hope for the rest of us.

How might your success story unfold? You never know, but it can take 
off with the right tools and connections. Contact me if you're looking for 
a marketing lift as well.

the IDEA corner

Local Case Study: 
More than just another burger joint!

Blog: a contraction of weblog. A web site on which an individual 
or group of users regularly record opinions or other information.
Facebook: a social networking website started in 2004. Originally 
designed for college students, it is now open to anyone 13 years 
of age or older.
Google: brand name of a leading Internet search engine.
LinkedIn:  a business-oriented social networking site launched  
in May 2003.
QR code: an acronym for Quick Response Code. A two-dimension-
al barcode that can store text and image information.
Social bookmarking site: a web site based on the interaction of  
“tagging” web sites and searching through web sites bookmarked 
by others. 
Social media site: a website that both provides information and an op-
portunity for interaction. Example: Delicious (formerly del.icio.us)
Social networking site: a web site based on interaction by connect-
ing with friends, commenting on profiles, joining groups and 
participating in discussions. Example: Facebook, MySpace.

Social news site: a web site based on interaction by voting for 
articles and commenting on them. Examples: Digg, Reddit.
Social photo and video site: a web site based on interaction by 
sharing photos or videos and commenting on user submissions. 
Example: YouTube, Pinterest.
Social proof: a method for making a decision based on non-ratio-
nal factors; determining what is correct by finding out what other 
people think is correct.
Twitter: an instant messaging system for sending brief text mes-
sages (up to 140 characters) to a list of followers.
You Tube: a video-sharing website for users to upload, share, and 
view videos; founded in 2005.
Wiki: a web site based on interaction by adding articles and edit-
ing existing articles. Example: Wikipedia.

Tips & Tricks
In its publication Top 12 Digital Predictions for 2012, Millward 
Brown’s Global Futures Group described how marketing 
influencers have changed:

In the past, key influencers have been limited to traditional 
advertising, consumer promotions (i.e., coupons, sampling, 
etc.); trade promotions (i.e., price reductions, displays, 
etc.); and word-of-mouth from family and close friends. 
With the advent of social media, our influencers have 
changed, broadening in both reach and scope. Microsoft’s 
Bing search engine can pull in a user’s friends’ Facebook 

likes and display them with search results. Even total 
strangers can now impact the choices we make by leaving 
online comments and reviews.

Social media offers an entirely new way for businesses and 
organizations to form a relationship with customers and to leverage 
customer loyalty to attract prospects. As explained by author 
Robert Cialdini in his book Influence: Psychology of Persuasion, 
the idea of tapping into the wisdom of the crowd is based on a 
principle of social influence. Instead of making a decision (such 
as what brand to purchase or where to eat dinner) based on the 
rational measures of traditional economics, we instead turn to 
outside influences. Cialdini calls this social proof, defined as “one 
means we use to determine which is correct is to find out what 
other people think is correct.”
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