ENGAGING
ASIAN VOTERS

Through Direct Mail

In the crowded landscape of political campaigns, personalized, targeted
outreach by demographic has become increasingly crucial. With a wide array
of cultural backgrounds, languages, and values encompassed within the Asian
voting bloc, campaigns must craft targeted and culturally sensitive messaging,
that is also visually striking to resonate with this influential demographic.

Direct mail presents an opportunity to engage Asian voters on a personal level,
allowing for tailored but comprehensive communication that acknowledges
their unique concerns and priorities. By understanding the nuances of each
Asian subgroup and employing strategies that emphasize relevance,
campaigns can effectively harness the power of direct mail to connect with
Asian voters as part of their full campaign tactics this election cycle.
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Le\_rerage Direct Mail to Share Information on Issues
Asian Voters Care About
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Incorporate Direct Mail Earlier During the Election Cycle as a
Starting Point for Engagement

Surveyed Asian Voters ﬂ All Surveyed Voters

of Surveyed Asian Voters Feel That the Frequency
of Mail Pieces Received Was “Just Right”

- With 57% Receiving Mail Pieces Between a
Couple Times a Month and at Least Weekly.
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Surveyed Voters Selected When They Want to Receive Direct Mail Pieces

Integrate Direct Mail to Break Through the Clutter

ﬂ Surveyed Asian Voters ﬂ All Surveyed Voters

* A%
5 2 S &
X 57%
60%

Feel Less Overwhelmed by
Direct Mail Than Other Political
Advertising Channels

63%

of Surveyed Asian Voters
Agree Direct Mail is One
of the Most Credible

Advertising Channels,

Agree That Direct Mail Reinforces
Information They Saw on Other
Political Advertising Channels

Feel That Direct Mail Was
Harder to Ignore Than Online
and Television Ads
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TX, Columbus, OH, and Philadelphia, PA. In the online post-election survey, a total of 94 Asian voters were surveyed.
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