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Traditional
: : Al Approach
‘ Direct Mail Approach yce Approac
1 Unscalable, unengaging, generic, and wasteful. Personalized, engaging, thoughtful, and actionable.
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Time consuming
manual research

®

Seach for address

Same generic gift for
1,000 prospects

Generic messaging

= $$

Repeat actions x1,000 Large up front inventory cost

Real personalization

’:I Power of choice

Al-powered research Personalized gift for

each propsect
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Address validation
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Performance tracking Logistics automation
and analytics and no inventory costs

Personalized messaging

Brian Kardon, CMO, Fuze
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Abigail Crossen, BDR at Fuze
‘Alyce allows me to cut through the noise and
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Pete Preston, Account Executive it‘en@o o ‘.' L
. . “Prospects love getting gifts fro » a ®
First-class traCkmg far greater ROI from Alyce than a’yw@ wgr‘? ¢ .“
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