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Finding the Right Balance

There's a reason why startups and SMBs rely on digital marketing:
It's a cost-effective way to get the word out about your business
to potential customers who wouldn't have otherwise known about
you. And it empowers you to compete with large established
brands. That's why, when it comes to growing your business,
digital marketing is probably your go-to strategy.

That’s smart.

Yet, consider this: As more and more businesses discover the
power of digital, the more crowded your market space is. With

all that noise, even the best email flows and retargeting ads get
lost. Digital alone doesn't work as well as it used to. And an uncer-
tain economy is driving businesses like yours to look for ways to
stretch their marketing dollars.

That's what this Playbook is all about.

WEe'll show you how to layer simple, effective offline touchpoints
to your existing digital funnel to create powerful campaigns that
get results.

SMALL BUSINESSES
AND DIGITAL

58%

&

58% use digital marketing
in one way or another.

96%

96% use social media.

64%

64% use email marketing.

-
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How Smart Startups and SMBs Are Using Digital

Even if your digital marketing efforts are yielding results, you can't afford to get complacent.
After all, digital moves fast and what worked for you last year may not be good enough this year.

The good news is that there is plenty of room to strengthen your funnel, tighten your targeting,
and sharpen your messaging without drastically increasing your budget. Here's a quick snapshot
of what some of the most successful startups and SMBs are doing now. Whether you're using
some, none, or all of them, we can help you take your next steps.

DIGITAL STRATEGY

WHAT IT DOES

Automated
nurture sequences

Keeps leads warm by delivering pre-planned
emails based on a behavior (booked a demo or
downloaded a case study, for example.)

Al-generated
or Al-assisted Content

Produces blog posts, social content, ad copy,
or email drafts faster

Paid social &
retargeting ads

Re-engages specific people who have visited your
site but didn't convert

CRM-triggered
email flows

Sends emails or texts automatically when leads
hit certain milestones

SEO &
organic content

Drives qualified leads through organic search
and content marketing

Conversion-optimized
landing pages

Converts visitors into leads using forms, calls to
action (CTAs), and value propositions

SMS / Text /
Whatsapp campaigns

Sends short, timely messages directly to a
prospect’s phone

CAUTION: When using Al tools, be sure to keep in mind that they're good for ideas,
drafts, or starting points. Always make sure you review and edit their output carefully.



Could Your
Digital Marketing
Use aTweak?
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Digital marketing. Everybody's doing it. Even if you're doing it right, you could
be experiencing diminishing returns. Here's a quick review of some of the most
common challenges that lean marketing teams face, why they happen—

and some quick, targeted ways you can fix them.

THE SYMPTON WHY IT HAPPENS A SMART FIX

Leads aren't
converting

You may be relying too much
on digital touchpoints, so
prospects forget, delay, or just
ignore

Insert a well-timed offline reminder (like a
personalized postcard after a prospect takes
an action at your site, for example) to boost
attention and commitment.

Your emails are
being ignored

Inboxes are crowded, open
rates are down across
industries

Use print to stand out. A simple mailer can wake
prospects up to your messaging and increase the
chance of your next email being opened. Check
that your domain has not been marked as SPAM.

Demo
no-shows

The prospect said yes, but
then forgot or moved on

Send a “We're looking forward to meeting you”
postcard a few days before the appointment to
help reinforce the commitment and reinforce
that with a personal message 48hrs before,
24hrs and 2 hours before the appointment.

You're spending

Competition drives up cost

Don't just raise your ad spend. Add retargeting
with direct mail. You can mail to high-intent site

too much on per click (CPC), but doesn't visitors and improve ROl without increasing your
paid ads always improve quality ad budgets. Target lower competition keywords,
paired with educational content.
Coldleads  Youtereyingtoomuchon 58 e SR S e
stay cold g 9ag personalized landing page

Leads engage,
but don't
remember you
later

Digital-only messaging can
get lost in the shuffle

Even just a single personalized mailer creates
tactile memory, increasing recall at the next
decision point



Pushing the Envelope:
It's Time to Change the Channel

When you think about direct mail, do you picture
big-budget campaigns, expensive catalogs, or
bulk mailings that only enterprise companies
can afford?

Think again.

Adding well-timed direct mail pieces to your
marketing mix can have a dramatic impact on
your digital results. Marketing teams that have
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integrated direct mail into their digital funnels
have been known to experience:

+ 70% higher recall compared with digital-only.

* Double-digit boosts in response and
conversion rates (as high as 40%).

« Better ROI for digital marketing because offline
touchpoints reinforce your digital efforts.

[t doesn't need to cost much to create a tactile,
memorable interaction that digital alone just can't
create. And it helps you stretch your marketing
dollar even further.

AT I When you add a direct mail channel to your marketing, you’re more likely
a e to benefit from better recall, lower competition, and higher conversions.

And you can do it all without breaking the bank.
of Two | 9

Digital-only funnels are great. But smarter funnels layer on offline
Fun ne|S touchpoints—without adding complexity. That's lean marketing done right.

DIGITAL-ONLY FUNNEL

DIGITAL*DIRECT FUNNEL

Paid ads boosted

Paid ads targeting Awareness by targeted direct mail

ideal customers

Automated email
sequence

Demo offer, etc.

Email follow-up
system

awareness postcards

Automated email
sequence + reminder

Demo offer, etc.followed
by deadline-driven mailer

Email follow-up system
enhanced with thank-you card
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Even the Big Guys Once Had Lean Marketing Teams

Adding direct mail to your marketing mix can go
a long way to helping you achieve better engage-
ment, gain more conversions, and improve your
brand perception. And you don't need a massive
list or huge mail drops. A lean, focused approach
- sending small, automated batches triggered by
digital actions — could be your secret weapon for
maximizing your digital ROLI.

After all, even some of today’s most successful
brands were once constrained by tight marketing
budgets. Just look at how some famous lean
companies combined digital and direct to drive

measurable results during critical growth phases.

Casper

Strategy: Sent quirky, memorable postcards
directly to customers who abandoned online
carts.

Result: Increased cart recovery by nearly 20%
compared to digital-only efforts.

Instacart

Strategy: Mailed targeted, neighborhood-specific
postcards offering incentives and first-time
discounts to drive app adoption.

Result: Achieved up to 30% higher app downloads

in targeted neighborhoods versus digital ads
alone.

Warby Parker

Strategy: Integrated personalized, visually
appealing print catalogs with their online
retargeting and nurture email campaigns.

Result: Boosted online conversions significantly.
Customers receiving mailers were 25% more
likely to convert.

DoorDash

Strategy: Used local direct mail in tandem with
their digital launch strategy to introduce
themselves in new cities, offering personalized
promotional offers.

Result: Saw a 40% lift in new-customer signups
within targeted regions compared to similar
digital-only campaigns.

These brands didn't spend extravagantly—
they spent intelligently. Each print piece

complemented a digital touchpoint, making every
marketing dollar count.

“Digital marketing is a moving target.
To succeed at it, you need to stay
informed about emerging trends and
tools. But you're busy building your
business. Let us help you stay
ahead of the curve’

Ben Lefebvre
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4 Budget-Friendly Ways to Add a Direct Mail Channel

Some of the most effective direct mail strategies involve smart, and precisely targeted print
pieces that deliver a measurable impact without significant cost. Here are four high-impact,
budget-friendly ways lean teams can seamless integrate digital and direct mail marketing.

BUDGET-FRIENDLY DIRECT MAIL TACTICS FOR LEAN TEAMS

Triggered postcards

Perfect for prospects
who have taken a key
digital action

(e.g., booked a demo,
downloaded a resource,
or abandoned a cart)
but haven't converted.
What it does:

Acts as a physical
follow-up to nudge them
toward the next step.
Example Use:

“Thanks for booking a
demo — here's what to
expect!”

‘Left something behind?
Here's a reminder to
finish your purchase”

Reactivation mailers

Use when cold leads
stop engaging with
emails or ads. A well-
timed postcard or letter
can reopen the
conversation.

What it does:

Reminds them you're
still here — and still
relevant — without the

noise of the email inbox.

Example Use:

“Still interested? Here's
what's new since you
last connected with us’”

Include a QR code for a
special incentive.

S\

Thank-You Notes

After a sale, onboarding,
or project completion,
use a printed thank-you
note to leave a lasting
impression.

What it does:
Reinforces trust and
loyalty by adding a
human touch, even

if the note is semi-
automated.

Example Use:

“Thank you for trusting
us. We're glad to have
you as a client!”

Could include a
handwritten-style font.
and signature.

“The best direct mail doesn't just deliver
a message, it makes a connection.
Even one thoughtful piece can turn a

cold lead into a conversation or
a prospect into a believer.”

Julia Bailey

Local awareness
postcards

|deal for startups
expanding into new
markets, opening new
locations, or launch-
ing regionally targeted
offers.

What it does:

Targets prospects
based on geography,
introducing them to
your brand with a
relevant offer.
Example Use:

“We're now serving
(Neighborhood Name)
— here's a special offer
just for locals”



You Can Start Small. Here's How.

One of the biggest misconceptions about direct
mail is that you need to commit to thousands of
mailers and a huge upfront investment. Not true.
The most effective campaigns for lean teams
often start with 50 to 100 well-placed, well-timed
pieces.

Want to see how it might work for you? Here's
a mini-template for your first digital-direct cam-

paign.

Step 1. Set your goal.
What's the one thing you want this campaign to
achieve?

Example: Get demo no-shows to rebook a call.

Step 2. Pick one print touchpoint for

your direct mail.

Who are you targeting? Be specific — include just

50-100 leads for your first run.

Possible touchpoints:

* Mail a postcard after someone books a demo

+ Send a reactivation mailer when a promising
lead goes cold

* Mail a handwritten thank you card to a new
customer

Example: 72 prospects who booked a demo but

didn't show up in the last 3 months

PRO TIP: Save time by leveraging what you
already have: Repurpose your digital copy and
graphics, adapt nurture emails into postcards

copy.

Step 3. Start with a micro test.
Pick a list of 50-100 leads (warm, cold,
or mid-funnel).

Create a single postcard or mailer.
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Step 4. Automate or batch.
Choose the option that works for your marketing
team’s capacity and tools.

To automate, you can set up simple automation
using tools like PostPilot, Lob, or Postal.io to help
you trigger print mail automatically from digital
actions (e.g., form submissions, CRM stages).

If you don't want to automate right away, a simple
batch approach lets you export a spreadsheet
from your CRM, upload it directly to a direct mail
tool, and launch your first direct mail piece to a
small list. Once your approach yields results, you
can automate it.

Step 5. Measure what matters.

Define your success metric.

Example: Demo rebooking rate before = 12%.
Goal after postcard = 18%.

Use simple QR code and spreadsheet to record
results.

Optional: Send a follow-up email after mail
delivery to boost response.

PRO TIP: If your test shows some promise,
don't abandon it. Tweak it, and consider laying in
another simple offline step at a different stage
of your funnel.

“To achieve the best results,
it's critical that your digital and direct
mail campaigns target precisely
the same audience.

We can help with that”
-Susan Kryl, Data Expert, Balans
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Want to Go Big? How to Scale Smart

When your startup or small business begins
to grow, you might find yourself managing
marketing campaigns that suddenly feel larger
than your initial lean approach. But bigger
campaigns don't have to mean bigger
headaches or bigger budgets.

With a smart strategy and careful automation,
you can scale your integrated digital and direct
mail campaigns without overwhelming your team
or your resources. Here's how:

1. Segment ruthlessly. Don't mail to everyone.
Use your CRM data to identify the most
responsive segments or highest-value prospects.
(For example, send targeted postcards only to
those leads who visited key product pages
multiple times or abandoned high-value carts.)

“A thoughtfully designed mailer
or digital promotion does more than catch
the eye. It invites prospects into your
brand story, and makes them want to
engage and trust you."

Jon Grondahl, Expert Designer

2. Automate your print triggers. Connect
your direct mail tools with your CRM to trigger
mail automatically based on defined digital
actions. (For example, automatically trigger a
postcard within 48 hours of a prospect
scheduling a consultation.)

4. Batch your campaigns. Instead of sending
direct mail continuously, batch it into manageable
monthly or quarterly sends to streamline logistics
and cut costs.

5. Mix formats strategically. Match the
importance or funnel stage to the type of mail.
(For example, postcards for awareness,
personalized letters or booklets for the
consideration stage, and personalized mail or
small branded gifts for the conversion stage.)

6. Track everything. Use simple tracking
methods like unique URLs (pURLSs), QR codes,
dedicated phone numbers, or specific promo
codes to help you accurately measure ROI.

7. lterate and optimize. Regularly review
results. Double down on what's working and
adjust or eliminate what's not.
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Tools for Lean Marketing Teams

Lean teams don't have room for complexity or bloated tech stacks. Luckily, it's easier (and more
affordable) than ever to integrate digital + direct mail, thanks to these user-friendly tools:
(And if you're not ready to explore these resources, we can help you get started—or do it for you.)

ESSENTIAL TOOLS FOR YOUR FIRST CAMPAIGN

TOOL BEST FOR BENEFITS BUDGET FRIENDLY?
Triggered and Easily send postcards or
lOb automated letters from CRM and email v
direct mail triggers.
. Ecommerce and Slmple setup, ideal for
=) PostPilot B2B reactivation win-back and abandoned v
mailers cart followups.
Personal gifts and Personalizes mailers, gifts,
POSTAL.IO) direct mail and cards—great for client v g
i i . retention.
Ca’wa Quick, professional Create beautiful, print-ready "
print design designs without a designer.
Connecting and -
£ ) Integrates digital apps to
automating ; PR ; v
Z4d p]er workflows trigger print without coding.
DIY tracking and Simol ; ;
_ ple campaign tracking
basic CRM without specialized software. v
management
Google Sheets




to Integrating Print + Digital

Your first integrated digital + direct mail campaign doesn't require a fancy tech stack, just the
simplest tools. Here's our recommendation of tools to include in your starter stack.

TOOL

CRM

Google Sheets

WHAT IT DOES

Keeps your contacts organized
and helps you identify who to
target

YOUR STARTER STACK

RECOMMENDED FOR

Audience segmentation
+ triggers

-, mailchimp
HubSpnt
Ca’wa Creates quick, print-ready Designing your mailer
postcards or mailers without hiring a designer
Direct Mail
Platform

L°b =) PostPilot

POST_AI_.__._IOW

Prints and mails your postcard
automatically or in batches

Send your postcard without
leaving your desk

3
zapier

(optional)

Automates triggers between
your CRM and mail platform

Optional if you want to
automate in the future

Google Sheets

Tracks results manually
if you don't have a fancy CRM

Simple, effective campaign
tracking

3 Lean Rules 1. Start small There's no need for full-blown automation right away.
. 2.Keep it simple You can design, mail, and track using just these tools.
for Your Stack: 3. lterate quickly Batch-send first, automate later if needed.
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Your Lean Marketing Planning Checklist

Use this simple worksheet to quickly outline,
launch, and track your first integrated digital +
direct mail campaign.

1. Set your campaign goal

Main Outcome: What's the #1 result you want?
For example, do you want to Increase demo
attendance by 20%? Reengage 50 cold leads?

2. Define your target audience

Who exactly are you targeting? (Be specific.)
Do you want to reach abandoned cart users,
cold prospects, demo no-shows?

3. Determine your core message
What single message would resonate the most

with the audience you're targeting? For example,

would a cold prospect be likely to respond to a
special offer?

4. Choose your digital touchpoints

What digital steps will you take to communicate
your message and encourage responses
(emails? Text messages, retargeting ads?
LinkedIn direct messages?)

Step 1:
Step 2:
Step 3:

5. Choose your offline (direct mail)
touchpoints

Which direct mail elements do you want to
integrate (postcard, thank you note?)

And what message/offer would be the most
effective for triggering an action?

6. Set your timing

Map out when each step happens. This process
can be easily automated.

Digital or ~ Timing 2
Step Print? Trigger Automated?
1 [ ]Yes[ ]No
2 [ ]Yes[ ]No
3 [ ]Yes[ ]No
7. Set your budget
Your budget:
Digital cost:

Print/mail cost:

8. Determine how you'll track results
and implement tracking
Choose tracking methods (pick at least one):
[ ] Unique QR codes
[ ] Trackable URLs
[_] Coupon or promo codes
[_] Other (explain):

9. Note/Next Steps

Add any additional details, notes, or
ideas here.

If you need help planning your first
integrated campaign, we can help.
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More Cost-Effective Growth Strategies to Consider

Of course, direct mail isn't the only marketing strategy that can add power to your marketing
arsenal without stretching your budget. There are many cost-effective ways you can boost
results and grow sustainably. Here are a few proven tactics.

Content marketing Sharing practical, helpful content is still one of the best ways to build trust
and attract prospects organically. We can help you create:

* Blog posts that answer key buyer questions
* Simple “how to” guides
* Short videos or infographics

* Case studies

Word of mouth (WOM) marketing When your customers love you, we can help you spread
the word with case studies or by sharing testimonials and reviews

Outreach to journalists, bloggers, or podcast hosts You don't need to hire a PR firm.
We can help you find relevant media, newsletters, or podcasts in your space and pitch stories
and data that showcase your expertise as an industry resource.

Community Building We can help you launch a simple Slack group or LinkedIn community,
even a webinar series.

Referral program Encourage existing customers to introduce you to new ones. We can help
you design a simple reward program for spreading the word and make it easy to share.

Loyalty program Offering exclusive discounts, upsells, or renewals to loyal customers can be
a great way to encourage them to keep coming back.

Work with B2B influencers Partner with industry voices (respected niche experts, consultants,
or community leaders). We can help you create content with and for them to lend additional
credibility to your business and organically expand your reach.

These tactics work even better when combined. We can help you add the ones that make sense
for you and get them up and running.
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About The Balans Group

At The Balans Group, we specialize in helping startups and small-to-midsize businesses turn lean
marketing into an advantage. We've worked with founders, small teams, and ambitious marketers who
are doing a lot with a little. And we know how to help you make the most of every resource,

every channel, and every touchpoint.

Whether you're building your first integrated marketing campaign, looking for ways to boost
conversions with a limited budget, or just seeking ways to stand out in a crowded marketplace, we
can create a smart marketing strategy that fits your budget. Let us help you build practical, results-
driven programs that don't just check the box, they actually move the needle.

If this Guide has given you ideas that you'd like to put into practice — or if you have a marketing vision
that could use some expert support, we'd love to help.

Schedule a free 30-minute strategy call. Or reach out to us any time.

BALANS

blefebvre@thebalansgroup.com | skryl@thebalansgroup.com



