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The Challenge:
The Problem:
The inability to react to market 
forces that are impacted greater by 
national events / crisis.

The Solution:
Separate ad campaigns by geo 
regions, states or locations to 
better understand ROAS 
granularity. With Google Ads, you 
can target or suppress specific 
places of interest and segment 
your campaigns around them or to 
avoid them.

STATE OF INDUSTRY 



LESSONS
LEARNED
FROM THE FRONT LINES



• Keep your existing customers engaged

• Double-down on your best customers

• Maintain an acquisition mindset

• Utilize digital indicator behavior flags

• Geographic digital ad campaigns

• Revamp marketing campaigns and reassess brand position

LESSONS LEARNED



Segmentation and relevancy is 
too often under-utilized, which 
means failing to unlock 
potential pockets of potential 
demand.  The end result is all 
too often the same: too much 
revenue left on the table. 
While Recency is the smallest 
segment, it provides most of 
the revenue.
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BUYER FILE IS A PROFIT CENTER



Segmentation and relevancy are under-utilized in marketing plans, leaving too much revenue on the table.
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• 0-12M usually represents only 20% to 30% of universe but 
makes up over 60% of demand

• The revenue from the 0-12 month buyer segment helps 
fund vital reactivation and prospecting efforts

• It’s imperative that the buyer file continually grows for the 
health and stability of the business

• This segment can sustain regular digital and print contacts

• It pays to stay in front of your best customer!

BUYER FILE IS A PROFIT CENTER



Mine lapsed customers using more 
segmentation variables.
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• Recency

• Frequency

• Average dollar spent

• Active email or not

• Active digital / browser behavior

• Gender

• Merchandise

• B2B or B2C

BUYER FILE IS A PROFIT CENTER



Traditional Print Macro Segments

Lapsed 
Buyers



Tag Website:
Collect Browsing 

Data

Personalize 
Content

Collect 
Browsing Data

Add Offline Data, 
Model and Build 

Audiences

Personalize 
Content

Market via 
Direct Mail

Measure 
Performance

Combining browse behavior with highly targeted 
segmentation with print / trigger postcard campaigns



When channels are integrated in mailing decisions, customers will be more engaged and responsive.

USING DIGITAL INDICATORS
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Brands spend 

$250B 
annually driving 

site traffic

Digital retargeting is the only means of ongoing outreach

90%      
of that site traffic 

remains 

unknown

4%         
of site visitors   

actually buy

<50%    
of digital 

impressions are 

viewable

Only 19% of 

viewable ads are 
able to be 

recalled

The Challenge:
The Solution:
Leverage digital “propensity to buy” scores 
with postal matching and deliver 
personalized content to qualified prospects 
via the high response channel of direct mail.

The Payoff:
Unique and targeted audiences delivering 2-
3x the average direct mail response rates 
with focus on brand safety, deliverability 
and viewability (no bot fraud).

PRINT + DIGITAL



CHANNEL COST



Result efficacy is always based on incremental value so a control and hold out group is mailed for each mailing and each 
segment within the mailing.

POSTAL RETARGETING – Case Study, Apparel
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ROAS

1.5X 2X

POSTAL RETARGETING COMPARISON



Acquisition.  Retention.  Reactivation. 

• Activate current 0-12M customers 

• Acquire new prospects to keep the buyer file healthy.

• Reactivate lapsed customers – more profitable than prospects!

• Retain current customers with content and merchandising strategies.

THREE DATA 
TENETS:



“Never stop testing, and your

advertising will never stop improving.”

D A V I D  O G I L V Y



BRENT NIEMUTH / President

5 BASIC HUMAN TRUTHS



BRANDS NEED TO BE MORE HUMAN

B A S I C  P R E M I S E :



THE PROBLEM:

WE’RE NOT SELLING TO A 

“DEMOGRAPHIC” OR A “TARGET”

AUDIENCE OR “CONSUMERS.”



WE’RE TRYING TO CONNECT WITH HER.



WHAT IF WE BETTER UNDERSTOOD 

HOW HUMANS ARE WIRED?



NEUROSCIENCE:
WHAT ARE THE IMPLICATIONS FOR 

YOUR MARKETING EFFORTS?



BASIC HUMAN TRUTHS5



1.



• It will always choose the easy route. It takes shortcuts.

• Consumers want an EASY experience more than anything.

• If things are unorganized, it makes the brain feel stressed.

THE BRAIN CRAVES 

EASE AND ORDER



• It will always choose the easy route. It takes shortcuts.

• Consumers want an EASY experience more than anything.

• If things are unorganized, it makes the brain feel stressed.

THE BRAIN CRAVES 

EASE AND ORDER

Simplify everything.*
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SIMPLIFY EVERYTHING.



2.



• We are naturally drawn to what is visually pleasing

• First impressions (what something looks like) last forever

• Consumers have developed an elevated design aesthetic

HUMANS ARE ATTRACTED 

TO BEAUTY



• We are naturally drawn to what is visually pleasing

• First impressions (what something looks like) last forever

• Consumers have developed an elevated design aesthetic

HUMANS ARE ATTRACTED 

TO BEAUTY

Design matters*











Neil Blumenthal

David Gilboa





























DESIGN-DRIVEN COMPANIES WILL GO TO THE 

FRONT OF THE LINE FOR CONSIDERATION



3.



• 95% of the decisions we make are driven by emotion

• The brain remembers events triggered by emotion

• We remember first impressions (how we FEEL)

HUMANS RESPOND

TO EMOTION



• 95% of the decisions we make are driven by emotion

• The brain remembers events triggered by emotion

• We remember first impressions (how we FEEL)

HUMANS RESPOND

TO EMOTION

Make them feel something!*
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ADD SOME HUMANITY



(After)



(After)



(After)



(After)



(After)



(After)



4.



• We all want to be part of a “Tribe”

• We were not meant to be alone (we want community)

• We express ourselves through the groups we belong to

HUMANS CRAVE A SENSE

OF BELONGING



• We all want to be part of a “Tribe”

• We were not meant to be alone (we want community)

• We express ourselves through the groups we belong to

HUMANS CRAVE A SENSE

OF BELONGING

Create (or tap into) a community*

















5.



• Routines make us feel SAFE (change scares us)

• Rituals give us a sense of control over our lives

• Brands that have rituals are “stickier” than those that don’t

HUMANS LIKE RITUALS

AND ROUTINES



• Routines make us feel SAFE (change scares us)

• Rituals offer us continuity in how we experience life

• Brands that have rituals are “stickier” than those that don’t

HUMANS LIKE RITUALS

AND ROUTINES

What can be repeated?*

















CAN YOU BECOME PART OF

SOMEONE’S ROUTINE?



1. THE BRAIN CRAVES EASE & ORDER

2. HUMANS ARE ATTRACTED TO BEAUTY

3. HUMANS RESPOND TO EMOTION

4. HUMANS CRAVE A SENSE OF BELONGING

5. HUMANS LIKE RITUALS & ROUTINE

5 BASIC HUMAN TRUTHS





People First



THANK YOU!

TCurtis@cohereone.com BrentN@jschmid.com


