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IPC Direct Marketing Intelligence is a project developed by
IPC aimed at assessing and understanding the value of direct
marketing activities and direct mail as part of overall marketing
and communication strategies. Through a structured programme
of primary research, detailed information relating to advertising
expenditures and media choices, is collected from advertisers of all
sizes across a wide-range of sectors. Factors and perceptions influ-
encing the use of direct marketing and direct mail are explored in
detail. In addition, IPC DMI includes research targeted at recipients
of business-to-business direct mail exploring the value of and the
barriers to effective direct mail campaigns in this specific sector.

The rigorous research methodology and design enables accurate
estimations of direct marketing activities and direct mail expen-
ditures amongst different types of businesses and sectors. This
project provides IPC members with comparative information
regarding trends in direct marketing and direct mail — a strong
platform for influencing and driving the growth or development of
an important income stream in the postal industry.

The research answers the following questions:

— What are the key developments and trends in direct
marketing?

— How is direct mail perceived and used by advertisers?

— What are the concerns regarding the impact of direct mail
on the environment?

— What are the optimum combinations with direct mail in
cross-media campaigns?

— In what ways can direct mail become a more highly valued
media?

The research combines a large sample size (over 2000 interviews
in all countries with the exception of Belgium), and a detailed
sampling frame. By extrapolation, the analysis included media
expenditure and media usage figures representative of advertisers
with a turnover of at least €0.25m per year in each country in
2007.
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Table 1 illustrates media usage among advertisers. The analysis
illustrates the percentage of small companies (turnover €0.25m
- €1m per year), medium companies (turnover €1m - €25m per
year) and large companies (turnover of more than €25m per year)
using of addressed direct mail and unaddressed door drops as part
of their marketing & communication strategies.

Table 1:
Addressed  Unaddressed
DM DM
0.25to Tmeuro | 31% 21%
Belgium 1m to 25m euros | 34% 11%
25m+ euros 54% 16%
0.25to Tmeuro | 24% 21%
France 1m to 25m euros | 33% 19%
25m+ euros 51% 28%
0.25to Tmeuro | 35% 18%
Netherlands 1m to 25m euros | 32% 15%
25m+ euros 46% 18%
0.25to Tmeuro | 14% 12%
Sweden 1m to 25m euros | 23% 14%
25m+ euros 39% 13%
0.25to Tmeuro | 22% 7%
UK 1m to 25m euros | 38% 5%
25m+ euros 52% 9%
0.25to Tmeuro | 22% 6%
USA 1m to 25m euros | 36% 3%
25m+ euros 56% 3%

These results clearly indicate the higher endorsement by adver-
tisers of unaddressed door drops in Belgium, France, the Nether-
lands and to a lesser extent, Sweden compared to the UK and to
the US. This reflects the higher level of sophistication of the unad-
dressed door drop options available in those markets. For example,
consolidated and wrapped unaddressed mail available in The Neth-
erlands provides an added-value media for reaching customers;
this used predominantly by companies with a B2C focus. Further
analysis indicates that in the Netherlands, usage of addressed
direct mail is mainly driven by businesses with a B2B focus.
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By understanding both media expenditure and media usage
patterns of advertisers, postal operators obtain a more complete
picture of the position addressed direct mail takes in advertisers’
marketing & communication strategies. In turn, postal operators
are able to target their communications and products to the
customers in such a way as to drive more effective use of direct
mail media.

Specific analysis of usage data relating to various direct marketing
media will be possible through the online tool being made
available to IPC members.

In its research among recipients of B2B direct mail (companies up
to 200m employees), IPC developed an analysis which focuses on
understanding how direct mail is handled within an organization.
Potential barriers to the direct mail piece reaching its intended
recipient can be identified. Figure 2 compares this analysis in the
UK and France.

Figure 2: The Funnel of B2B Direct Mail

Read in part: 48%
Read in detail: 8%
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The funnels in figure 2 clearly show that the gatekeeper has a
greater influence in France on the amount of direct mail reaching
its intended recipient, compared to the UK. This has direct implica-
tions on the read rate. In France, only 35 percent of direct mail is
read by its intended recipient. Better quality addressing, including
specific names would have the greatest influence on increasing the
read rate in France. In the UK, the gatekeeper screens out signifi-
cantly less B2B direct mail. A range of factors could influence this;
from attitudes to direct mail in the B2B sector to potentially higher
quality addresses lists in the UK.

The important finding is that to increase R.O.l. of B2B direct mail,
advertisers should focus on the relevance and creative hooks in
the advertising piece potentially resulting in more action from
recipients. The read rate of B2B direct mail measured by IPC is 56
percent of direct mail received but less than ten percent of B2B
Direct Mail is read in detail IPC will make the findings and analysis
from this important research available to all its members, through
specific reports and publications.

FRANCE:

Read in part: 31%
Read in detail: 4%
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A New Approach to
Selection: What Do People
Want to Get?

In 2008, De Post / La Poste in Belgium introduced a new service in
address management called SelectPost. It's a new way of targeting
specific addresses for direct mail campaigns. By using SelectPost,
the advertiser no longer chooses the customer...the customer
chooses the advertiser.

Instead of complicated, intensive and detailed searching in address
databases based on predefined parameters, the advertiser can
now target the clients that are interested in their brand, product /
service or sector. This increases the effectiveness of the campaign
because customers now only receive the advertising they want to
receive.
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SELECT POST

The SelectPost service is based on a large omnibus questionnaire
sent to the members of De Post/ La Poste’s address database. In
this survey, customers are asked to fill in their consumption habits
and opinions about shopping, money etc. Another section of the
survey focuses on what they are looking for in commercial offers.
They are asked to identify sectors which are relevant to their life-
style and for which they would like to receive promotional offers
(i.e. banking, retail, travel). By becoming more and more specific
by requesting specific products / services, the interests of the
customers become more targeted to specific brands and adver-
tisers.

In the beginning of the survey, questions regarding the receipt of
mail in general are gauged. In another section, respondents are
asked specifically how they react to advertising mail; if they are
interested in receiving promotions; if they read the addressed
direct mail they receive and if they read unaddressed direct mail.

A. Quels sont les types de courrier qui vous intéressent?

vewillez indiguer dans la liste de produits/services d-dessous, les catégonies pour lesquelles vous désirez recevoir des
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A New Approach to Selection: What Do People Want to Get?
(continued)

The next section of the questionnaire is devoted to asking
customers targeted questions regarding which promotions they
would like to receive in their mailbox. By choosing yes or no,
respondents can specify one of the current available promo-
tions they would like to receive. In this section only products and
services are proposed, no brands. Later in the survey, customers
can choose specific brands or services they are interested in.

The survey is a treasure trove of information for the posrtal
operator and the advertisers. SelectPost offers advertisers a vetted
listed of potential customers through a simple questionnaire.
Thanks to this initiative the database of De Post / La Poste is more
relevant and enriched. Not so much in the quantity of address
information, but in the quality of address information: not more
customers are known, but the customer is known more.

SelectPost gives the advertiser several opportunities to identify
the buying habits, product interests, reaction to direct mail and
relevant promotions to a qualified list of customers.

It is a tool that enables customers to decide which post they want
to receive and where advertisers can select the right target group
for their direct marketing campaign, making direct mail...more
direct!
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Send Me Now and
Addressdialog: New Cross-
Media Response Campaigns

Send Me Now from TNT Post in the Netherlands makes advertising
more interactive by combining SMS or internet technology with
traditional media, combined with an extra stimulating response
mechanism in a TV, print or internet campaign.

The advertsing piece carries a “Try Now"” or “Info Now" message
and directs consumers to request a sample, coupon, gadget
or brochure by using SMS messaging or email. TNT Post then
delivers the sample or the information to the consumer as soon as
possible.

e The Send Me Now logo is gaining recognition as a quick
response mechanism for consumers to obtain product and
service information quickly and efficiently. Advantages of this
program which combines electronic technology and traditional
mail delivery are that the customer actually requests the infor-
mation from the advertiser and is not inundated with unso-
licited advertising. The consumer is: Triggered to take action by
the advertising

¢ Open to the product or service, eliminating paper waste

¢ Motivated to try a sample, read the brochure, use the coupon
etc.

e Experiencing the product / service and brand, with the adver-
tising in mind

¢ Providing feedback by sharing his experiences with the product
/ service's try-out
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ABOUT THIS PUBLICATION

IPC Strategic Perspectives is an indepth look at
issues relevant to the postal industry.

IPC Strategic Perspectives is sent out
exclusively to IPC member posts. If you would
like to contribute an article or photograph to
this publication 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.
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