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Your door drop can be targeted by postcode :
area, or specific demographic, alleviating the I
need for blanket coverage and giving you a 1
highly targeted campaign maximising return |
on investment 1
|
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Door Drops Drive Web Searches

.‘. 92% of people read

the door drops delivered to
their homex*x*

Drive Response

48% of consumers either visited a

J shop, sent for information or bought a

product, having received a leaflet

through their letterbox.#*#=

For more information on how door drops can help grow your business contact Ben Ferguson on
,ﬂ”dzd ; 07764 629059 or at ben.ferguson@d2dc.co.uk

*Royal Mail and FreshMinds study 2011 / ** Marketing Week, February 2011 / *** Royal Mail / ****The Direct Marketing Association




