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The seven secrets of highly effective leaflet design

Why use Royal Mail Door to Door™?
In today’s economy, every penny you spend to find new customers has to count. From less than  
5p per prospect*, a highly targeted Royal Mail door drop automatically gets looked at by people  
who receive it. That means you can get more responses and a great return on investment. 

Our service includes a wide choice of powerful free targeting options. These help you focus your  
budget on sales hotspots and only spend money on talking to people who are most likely to be  
interested in your business. 

Royal Mail door drops are incredibly versatile 
For less than 5p per prospect*, they’re a great way to:

• find new customers

• run promotions 

• publicise events 

• distribute catalogues, directories or magazines 

• give out menus 

• get product samples and discount vouchers in customers’ hands 

• or simply increase sales

Whether you’re designing a door drop leaflet yourself or briefing someone else to do it for you,  
these expert sales-boosting design secrets can make it work even harder.

Contents
1. Decide what you want your door drop to do Page 3.
2. Understand your audience Page 4
3. Get attention fast Page 5
4. Use the way people read to your advantage Page 6
5. Tell it like it is Page 8
6. Make it easy to respond Page 9
7. Give a compelling reason to act now Page 10

*4.8p figure based on Door to Door tariff of £48.14 per 1,000 items for 100,001-200,000 leaflets printed on 0-20g paper.  
Price includes mailing costs but excludes VAT and print costs.

Find out about our new customer discount. Call 0845 611 2666 today
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Decide what you want your door drop to do.

People have short attention spans and even shorter memories, and so door drops work best when 
their message is clear and immediately understandable. However tempting it is to include as much 
information as you can, you’ll get better results by keeping things simple and single-minded.

This means the first step is to work out what’s the one thing you can say to a prospective customer 
that’ll make them choose you rather than your competitors. 

Once you’ve done that, you can make sure that every aspect of your door drop is working together,  
from headlines and pictures to the way you want people to get in touch. 

Autoglass case study.
This door drop had the clear objective of 
persuading people to call Autoglass next time 
they have a stone chip on their windscreen. By 
including a keepable push out chip checker, they 
achieved an outstanding response and were still 
receiving calls nine months after the leaflet had 
been distributed. 

Find out about our new customer discount. Call 0845 611 2666 today
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Understand your audience

However good your door drop campaign is, it’s important to remember that some people simply won’t 
respond whatever you say. That’s normal, and doesn’t mean you can’t still get a fantastic response.

What it does mean is there’s no point in trying to make your leaflet appeal to everyone. Instead, you 
need to focus on the people who are most likely to do business with you. And they’re likely to be people 
like the customers you already have.

This means that the single most important thing you can do is really get under your existing customers’ 
skin. Talk to them – people like giving their opinions, so make a point of asking for them. The sort of 
things you’re looking for are:

• T he reasons they chose your business. Is it your service, your product range, your convenience, 
your prices, your offers or something else that makes you stand out?

• The sort of places where they live. Detached houses or shared flats? City centres or leafy lanes? 

• T he times they’re most likely to buy. End of the week, end of the month, just before the summer 
holidays, just after the first autumn frosts?

• The kind of people they are – mums with kids, busy working people, students, well-off retirees?

Doing this will give you three key insights:
1. the kind of messages new customers are most likely to respond to
2. the time of year when new customers are most likely to get in touch
3. and the places where you’re most likely to find new customers.

The first two of these help you work out what to say in your door drop, and when to say it. 
The last insight helps our Royal Mail Door to Door targeting experts pinpoint the best areas  
to deliver your door drop campaign to. 

Millets case study.
Targeting relatively affluent but price-conscious 
prospects with an eight page flyer featuring 
more than 75 offers gave Millets a huge boost 
in the run-up to Christmas. Store managers 
reported big sales lifts on the very first day. 
Overall, the campaign delivered a 20% net 
increase in sales and up to 21% rise in margin 
for stores. 

Find out about our new customer discount. Call 0845 611 2666 today
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Get attention fast.

The beauty of a Royal Mail door drop is that it arrives with the rest of the post. Only we can offer this, 
and it means that people automatically look at your leaflet to decide whether it’s relevant for them.  
This gives you a second or two to get your message across, and there are some simple techniques to 
help you do this:

• Be single minded so readers can take in your main message at a glance

• Make sure a clear customer benefit comes through straight away

• Remember your audience and tailor your message so it’s immediately relevant to them

• Use bright colours to attract attention

• And if it’s relevant to your product or message, an unusual leaflet shape or size can also 
be a very effective attention-grabber.

Aviva case study.
A fun, relevant design gave this Aviva car 
insurance door drop real stand-out. The 
‘Delivered by Royal Mail’ logo on the leaflet 
front also adds valuable credibility and  
cut-through, telling readers that this is  
a more ‘official’ kind of message.

Find out about our new customer discount. Call 0845 611 2666 today
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Use the way people read to your advantage.

At Ro

• Fronts are always looked at more than backs.

• Tops are always looked at more than bottoms.

These two templates are based on this research*. They’re designed to make sure your message doesn’t 
get overlooked, so they’re a great place to start when you’re thinking about leaflet layout. 

• Add colour, visuals, samples, coupons.

• Make sure samples and coupons stand out  
   and are easy to remove.

Of course these are only suggestions, so feel free to experiment. Strong design ideas like the  
e

*EyeTracker research for Royal Mail August 2010

Find out about our new customer discount. Call 0845 611 2666 today
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Use the way people read to your advantage.

Cravendale milk case study.
This Cravendale leaflet combines an 
entertaining and eye-catching design with 
a very strong incentive to try the product. 
It’s carefully designed to achieve maximum 
impact by putting the key information in 
places where the reader’s eye naturally falls. 
Doing this helped make sure that 270,000 
new buyers tried Cravendale. Better still,  
14% of households that received the leaflet 
went on to become regular full price 
Cravendale buyers.

Find out about our new customer discount. Call 0845 611 2666 today
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Tell it like it is.

What you write in your leaflet is really important. ‘Copy’ is the bridge which carries potential customers 
from being interested to actually doing something.
If you need to write anything more than simple product descriptions, there are a few simple ways  
to make sure your copy works as hard as possible.

• Imagine you’re talking to a typical customer and write in the same way. Try to get some 
of the personality of your business across, whether it’s fun and can-do or respectful and professional. 
And think about what customers will want to know before they choose you. 

• Talk about benefits, not features. Explain why you’re the right choice rather than assuming 
that people will understand the details of what you do. For example, instead of saying ‘we offer  
a fully managed service’ say ‘we take care of everything for you’.

• Look at what your competitors say about themselves. Think about what makes you 
different, and try to get that across in the words you use. The fresher your approach, the more 
attention it will attract.

• Only write what’s absolutely necessary to get people interested enough to respond. Explain 
offers, say why now is a good time to act and give some reassurance that you’re a reputable trader. 
Most importantly, tell people what you want them to do – phone, email, visit your shop or whatever.

• Tell the key points of your story in subheads if you need to write more than four 
or five sentences. This helps readers understand your offer at a glance.

• Be straightforward, honest and friendly but don’t be over-familiar.

• Avoid puns and ‘adverty’ language – unless you’re sure it’s right for your business, this kind 
of thing is best left to expert copywriters. After all, how many businesses do you know that claim  
to be ‘simply the best’?

• And finally, check, check and check again – spelling mistakes or missed words look 
unprofessional. And one wrong digit in a phone number can mean you don’t get any responses at all.

Find out about our new customer discount. Call 0845 611 2666 today
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Make it easy to reply.

Once you’ve got people interested in your business, you need to make sure it’s as simple as possible for 
them to get in touch. So the first thing is to be really specific about what you want them to do. 

It might sound really obvious, but just saying ‘call us on 0800 000 0000’, ‘visit us at  
www.yourwebaddress.co.uk’ or ‘bring the voucher into our shop at 121 High Street’ can make  
a huge difference to the responses you get. 

Next, make sure that your reply details are really prominent on the page. If it’s a phone number or web 
address, make sure it’s nice and bold.

If you’ve given customers a voucher, position it so it takes no more than two cuts to separate it from the 
page. And make sure it includes details of how and where to use it.

And if you want them to fill in some details on a coupon, make sure that there’s space for someone with 
big handwriting to fit everything in. It’s also worth making sure that your printer will be using pen-
friendly paper – some have a glossy finish that’s hard to write on.

Kellogg’s case study.
To support the launch of new Crunchy Nut 
Bites, Kellogg’s used door drops to target 
buyers of competitor brands. The simple 
‘munched’ design of their leaflet and strong 
presentation of money-off coupons gave 
the campaign huge impact. Results were 
excellent, exceeding forecasts and delivering 
no less than 20 tonnes’ worth of extra sales. 

Find out about our new customer discount. Call 0845 611 2666 today
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Give a compelling reason to act now.

Everyone likes getting a good deal, and so door drops can really come to life when they include some 
sort of incentive. In fact, our research shows that one thing consumers really like about door drops  
is when they include product samples or money-off vouchers. 

The important thing is that you should give potential customers a reason to get in touch now  
rather than later. 

There are lots of different types of offer you can try, and they don’t necessarily mean you have  
to sacrifice some of the profit you make from each sale.

• Give away something you’d need to do anyway, like a site survey to prepare a detailed quotation.

•  Throw in something that costs you little or nothing but which customers will think is really 
worthwhile – a free extra pizza topping, for example.

•  Offer a percentage discount that reflects the saving you usually give other customers 
to close a sale.

• Money off customers’ next purchases.

• Put a time limit on your offer of promotion to create a sense of urgency.

A big advantage of door drops is that they’re an easy, affordable way to try out different offers to find 
those that bring you the most extra sales for the least extra cost. They’re also a great opportunity  
to be creative and give yourself an advantage over the competition.

Finally, if you do use an offer, make sure customers know about it. If it’s a big saving, try making  
it one of the first things that customers see. But whatever you’re offering, make sure you link it  
to your call to action.

Catsfield Christmas Tree Farm case study.
Few businesses are as seasonal as Catsfield’s, and it’s vital  
for them attract as many customers as they can in the  
all-important run-up to Christmas. Offering 10% discount  
promotions is highly effective for them, giving excellent results  
and large numbers of extra sales. 

Find out about our new customer discount. Call 0845 611 2666 today


