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TNT Mail China 

Eric Vandenberg, managing director at TNT Mail China informed 

the forum that any future growth in Direct Mail will be determined 

by market conditions.  

There are many opportunities to develop cross-media opportunities 

and postal operators have to reach out to advertising agencies and 

form new partnerships with them to promote such initiatives. 

Selling Direct Mail in China requires proof of success, through 

sharing case-studies, research and information with clients. TNT 

Mail China sends out daily reports to its customers on the logistics 

of their mailings. This measure had significantly reduced the 

number of customer enquiries made to their call centre. 

In regard to online media,  new channels are very cheap but  

can be less effective. Technology does however provide new 

opportunities for Direct Mail through modern printing and 

complete personalisation. 

Direct Mail should be thought about in a different way – a way of 

directing traffic to a company website. 

In effect, the physical nature of Direct Mail can be used to attract 

customers to the electronic world. However with this approach 

the challenge of using the website for data collection must not be 

underestimated as many customers will drop out. 

In China a big problem for Direct Mail is the lack of attention and 

investment in the creative treatment. 

In order to grow Direct Mail in the Asian region, important 

principles need to be considered: 

Don’t:
•	 Present solutions which seem difficult to implement

•	 Think that online applications are self-explaining

•	 Sell new products without proof (cases, research) and 

creative examples

•	 Use DM knowledge only. Online marketing requires a 

different expertise

Do:
•	 Start with the communication need of the customer

•	 Practice what you preach

•	 Partner with specialists before you invest in production 

capacity

•	 Invest in your people and organization and be patient

•	 Experiment and research what combinations work best

•	 Invest in publicity, for example a logo for ‘Send me Now’

•	 Joint promotion (TNT Post – Send me Now & Lipton)

. 
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Key Learnings and Looking 
Ahead

Delegates’ Key Learning’s from the Forum 

The delegates were split into two groups to discuss and feedback 

on their key learning’s. These can be summarised as:

•	 Solutions need to be kept simple

•	 Think of Direct Mail as a present rather than a communication

•	 Today’s consumers have a mind-set of don’t interrupt me but 

entertain me

•	 More attention has to be given to addressing environmental 

concerns

•	 Posts have to sell a whole campaign, not just Direct Mail – 

integrated marketing campaigns incorporating different media 

are required

The Next IPC Senior Executive Forum in Asia 
on Direct Mail 

The group agreed that it would be very beneficial to meet again in 

2010 to review the progress that has been made and to continue 

to share and learn from best practice in growing Direct Mail in 

Asia. The focus for next year’s forum will be on campaign database 

management and developing lighthouse examples of how to 

reposition Direct Mail. 

As the global economic and business environment continues to 

impact on advertising and communication expenditure, businesses 

will face more complex decisions on how to best maximise their 

marketing budgets in an increasingly complex world.  IPC believes 

there is great value in sharing knowledge and expertise with its 

members in order to best support the growth of an essential 

communication medium – Direct Mail.
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   ABOUT THIS PUBLICATION

IPC Strategic Perspectives is an in-depth look at 
issues relevant to the postal industry. 

IPC Strategic Perspectives is sent out exclusively 
to IPC member posts. If you have an idea for a 
topic of interest for an upcoming issue, please 
contact us via email at publications@ipc.be or 
send your submissions to:
 
IPC 
Head of Communication
Avenue du Bourget, 44
1130, Brussels 
Belgium 

 
While every care has been taken to ensure the accuracy of this report, the facts and 
estimates stated are based on information and sources which, while we believe them to be 
reliable, are not guaranteed. No liability can be accepted by International Post Corporation, 
its directors or employees, for any loss occasioned to any person or entity acting or failing 
act as a result of anything contained in or omitted from this report.


