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USPS CREATES NEW E-COMMERCE PROMOTIONAL TOOL
USPS is now testing their new commerce programme, Informed Delivery,
which provides customers with a digital preview of their incoming mail.
Informed Delivery will allow USPS to help businesses promote their products
and services in new ways.
A customer who gets a catalogue with a coupon could click the image in their
Informed Delivery email and begin shopping online immediately, allowing for
more e-Commerce opportunities. USPS is testing Informed Delivery in New
York City and Northern Virginia. Seventy percent of customers who’ve used the
service open their email notifications within an hour of receiving them. USPS
plans to roll out the programme across the US in 2017.
Source: USPS Link
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DHL supports Transsion Holdings
rapid expansion into emerging
markets
Customers get informed about
received items by SMS messages
Hermes UK wins 4-year extension
for 1m parcel contract
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FEDEX OFFICE MEETS EVOLVING CUSTOMER
NEEDS WITH EXPANDED PRINT CAPABILITIES
FedEx Office, a commercial print provider, has
enhanced its copier and printer fleets with the rollout
of more than 1,800 Canon imagePRESS C700
colour digital presses and over 1,400 HP DesignJet
T3500 large format printers to FedEx Office stores.
According to a recent survey, 99% of US marketing
executives in the past year have used printed marketing
materials, illustrating that regardless of industry, print
continues to be a critical resource for small and large
businesses.
FedEx’s network of digitally-connected FedEx Office
retail locations help small and large businesses
improve their productivity and maintain total control of
their print supply chain.
Source: FedEx
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NEW PLAYERS WILL HEAT UP COMPETITION
IN FAST-GROWING E-COMMERCE LOGISTICS
MARKET, REPORT SAYS
New competitors will challenge market leaders FedEx,
DHL and UPS in the surging US$146bn e-Commerce
logistics market which is set to grow 20% a year on
average in the coming years, a new report forecasts.
According to US-based Transparency Market Research
(TMR), the global e-Commerce logistics market
reached a valuation of US$146.14bn in 2015 and will
exhibit a high double-digit CAGR of 20.6% between
2016 and 2024. The North America e-Commerce
logistics market was worth US$48.32bn last year and
is expected to remain the largest regional market up
to 2024. However, the Asia Pacific market will also
grow fast, with a CAGR of 22.4% from 2016 through
2024.
The two dominant global players were Fedex and
DHL International, who collectively held over 50%
of the business worldwide. The other two key players
in this space are XPO Logistics, Inc. and United
Parcel Service, Inc., although with a smaller reach.
Outlining key trends, TMR said the emergence of the
contemporary B2C e-Commerce model has forced
companies to align and re-align their business models
several times in the past years. Innovative delivery
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technologies are the key facilitator of this change. All
eyes are on drone delivery, which will arguably be
the biggest trend in the e-Commerce logistics market
in the coming years. Moreover, the mushrooming of
e-Commerce startups in countries such as India,
Brazil, Mexico, and Saudi Arabia will give the demand
for e-Commerce logistics a further boost. C2C
e-Commerce models are also projected to boost the
market for e-Commerce logistics.
In a space that’s as competitive as e-Commerce
logistics, companies are forced to offer value-adds
such as free delivery of goods and reverse logistics.
Although most companies have a minimum value order
for goods ordered in order for customers to avail free
delivery, there are loopholes in this arrangement. The
most common one is customers ordering goods to
reach the stipulated minimum order for a free delivery
and then returning unwanted goods. This burdens the
reverse logistics chain and cause a spike in the cost
incurred by e-commerce logistics companies.
Source: CEP-Research
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AMAZON’S PRIME DAY IS THE BIGGEST DAY EVER
The second annual Amazon Prime Day was the biggest day ever for the USbased e-Commerce store. Amazon also announced that this year, customer orders
surpassed Prime Day 2015 by more than 60% worldwide and more than 50%
in the US. Additionally, the annual sale was the company’s biggest day ever for
Amazon devices globally and a record Prime Day for each Amazon device category
including Fire TV, Fire tablets, Kindle e-readers and Alexa-enabled devices. Prime
Day was a great savings day too – members globally saved more than double on
deals over Prime Day 2015.
Source: Amazon.com
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DHL SUPPLY CHAIN LAUNCHES CUSTOMISABLE DELIVERY PORTFOLIO
IN JAPAN
Deutsche Post DHL Supply Chain has announced its new transportation solution
to fulfil diverse national delivery needs across Japan. The solution is highly
flexible and customisable based on customers’ requirements, covering all modes
of transportation including road, air and rail, as well as various service types
such as same-day or next-day delivery, temperature controlled and high-security
requirements.
At the heart of the solution is the transportation control tower that is built and
operated independently by DHL Supply Chain. Staffed by over 20 analysts,
planners and back-end operations officers, the control tower plays the important
role of a cross-functional service centre that oversees receipt of customer orders,
consolidates and optimises loads, along with performing administrative tasks such
as billing and payment, reporting and customer service.

CHINA POST SIGNS AGREEMENT WITH LAZADA ON CROSS-BORDER
LOGISTICS
China Post Group has signed an agreement with Lazada Group, a Singaporean
e-Commerce company, with a focus on cross-border logistics. The agreement was
signed to provide a mutally beneficial relationship and the aim of serving customers.
The two companies have joined in cooperation on warehousing, finance, training,
market expansion and other fields.
Lazada.com is a privately owned Singaporean e-Commerce company founded
by Rocket Internet in 2012. By 2014, it operated sites in Indonesia, Malaysia,
the Philippines, Singapore, Thailand and Vietnam, and raised US$647m through
several investment rounds from investors such as Tesco, Temasek Holdings,
Summit Partners, JPMorgan Chase, Investment AB Kinnevik and Rocket Internet.
In April, the group received a strategic investment from Alibaba.
Source: ChinaPost

By using DHL’s transportation solution, customers can reduce costs through
optimisation, obtain visibility of enhanced on-time delivery performance and reduce
carbon footprint by improving vehicle utilisation.
Source: CEP-Research
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DHL SUPPORTS TRANSSION HOLDINGS RAPID CUSTOMERS GET INFORMED ABOUT RECEIVED
EXPANSION INTO EMERGING MARKETS
ITEMS BY SMS MESSAGES
Deutsche Post DHL Global Forwarding has
announced that they have secured a contract with
airfreight solutions provider, Transsion Holdings, one
of the world’s fastest-growing and major mobile phone
manufacturers. With the contract, DHL will provides
airfreight services from Transsion’s manufacturing
base in South China to 28 countries around the world
across Asia, the Middle East and Africa. In addition,
DHL Global Forwarding provides sea freight for
Transsion products into India, where it also provides
warehousing services to support the company’s new
foray into the India market.
Transsion Holdings is a strategic customer under
DHL’s Fast Growing Enterprises initiative which
offers a comprehensive suite of tailored logistics
solutions across the divisions of the group. Deutsche
Post DHL’s airfreight service will complement and
supports Transsion’s existing sales, supply chain, and
manufacturing network.
Source: Deutsche Post DHL
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Lithuania Post has released a new initiative which
allows customers to be informed by SMS messages
or e-mail when they have missed a delivery. With the
introduction of this innovation, residents are able to
receive items that are ready to be collected from the
post office if they miss a delivery during the day.

In total, Hermes will handle more than 1mparcels a
year on behalf of Kingstown Associates, with volumes
anticipated to grow during the duration of the contract.
The Hermes team will also work closely together with
Kingstown Associates to finalise plans ahead of the
peak season by analysing forecasted volumes.
Source: CEP-Research

Source: Lithuania Post

HERMES UK WINS 4-YEAR EXTENSION FOR 1M
PARCEL CONTRACT
Hermes UK has been awarded a four-year contract
extension to continue providing online delivery
services to Kingstown Associates, one of the UK’s
leading mail order companies, in a deal amounting to
at least 1m parcels a year.
Under the terms of the deal, Hermes will provide both
a Standard Delivery Service and a Next Day Delivery
Service to consumers ordering from Kingstown
Associates’ brands, which include Fashion Friendly,
Housewares Direct, Healthy Living Direct and
Affordable Choices.
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Understanding Millennials’ attitudes and behaviour towards political mail is
vital, given the US 2016 political calendar. The United States Postal Service
has organised focus groups, and conducted an online survey with Summit
Research among US adults, with an oversample of Millennials. The “Political
Mail and Millennials” white paper from USPS dives into Millennial attitudes,
preferences and behaviour towards political mail, the impact that political mail
can have on Millennials and tips that a direct mail campaign can put to use in
reaching the Millennial audience.
According to the white paper, Millennials rely on news aggregating sites like
Google, Reddit, Huffington Post or the Drudge Report. They like to see that
their messages or quotes are well-sourced and expect to find a source or
reference to explore further online as direct mail-pieces feel incomplete when
they don’t include a website or social channels. Millennials view direct mail
from candidates as coming directly from the source, without any news bias or
filter. They respond well to candid shots of the candidate, instead of posed or
staged photos and welcome images that reflect themselves and their lives.
The majority of this demographic is accustomed to tools like Twitter with a
140-character limit and scanning short, online articles, and briefs. They like
concise and limited text with bold headlines to draw attention. Design should
be simple, avoid bi-folds and tri-folds and should make use of high contrast
fonts, headers and sub-headers to make the main points stand out.
Read the full article at ipc.be
Source: ipc.be
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MARKETING TO MILLENNIALS
Millennials - the generation born between the
early 1980s and 2000 is becoming the focus of
marketing efforts - they made up the largest share of
the US workforce as of Q1 2015 and in 2016, have
surpassed the Baby Boomers (those born between
1946 and 1964), in population size for the first time
in history. According to Accenture, in less than five
years, Millennial annual spending will surge to an
estimated US$1.4t. Millennials spend more time on
the Internet and use mobile devices more than any
other generation, however, they appreciate and value
offline channels.
In 2015, neuroscience researchers from True Impact
Marketing and Canada Post concluded that direct
mail is easier to understand and more memorable
than digital media and is more likely to drive behaviour
than digital media. Millennials rely on technology.
However, as email marketing is relatively inexpensive,
it can be overused and lead to message fatigue.
Based on findings from the Quad study, nearly half of
Millennials say they ignore email and Internet ads. On
the other hand, only 15% of Millennials say they ignore
direct mail print advertising; and despite the fact that
62% of Millennials read content on mobile devices,
45% ignore mobile text advertising. When it comes
to social media, Millennials engage with Facebook
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more than any other social
network. More than 83%
share and stay connected
OF
via Facebook, double those
MILLENNIALS READ
interacting on Instagram
DIRECT MAIL FROM
— the next leading social
network. Even though they
RETIAL BRANDS
sign on and actively thumb
through their feeds, fewer
than one in ten millennials made a purchase based on
social media activity; and just 1% purchased an item
from a social site. Just because they use and prefer
electronic media more than other generations doesn’t
mean that Millennials are paying attention to marketing
messages on digital platforms.

82%

MILLENNIALS AND RETAIL
82% of Millennials read direct mail from retail
brands and more than half (54%) look forward to
receiving hard-copy retail catalogues in the mail, as
reported in “Millennials: An Emerging Consumer
Powerhouse,” an annual study by Quad/Graphics that
tracks Millennial consumer shopping habits and media
preferences. During the past 30 days, 49% even
took print coupons with them to the store, and nearly
three out of four millennials use grocery retail inserts
— 6% more than the average shopper. While direct
mail, advertising inserts and catalogues stand out as
important channels for this age group, Millennials are
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still multi-channel shoppers.
Sources: TarketMarketingMag; Canada Post; qg.com

DIGITAL POWER BRANDS TURN TO DIRECT
MAIL
Google uses DM around the world to promote its search
advertising Google AdWords to small businesses. In
total, Google sends around 2m mail pieces each year.
In his address at a recent IPC Annual Conference,
Chairman and CEO of Ogilvy One Worldwide, Brian
Fetherstonhaugh said he tells his clients “You know
how Google acquires middle sized companies to use
their search product – you know that right?” Nobody
ever guesses direct mail.
Increasingly, more and more of the digital-only
power brands turn to mail advertising as they see
new business potential from a more cross-channel
marketing approach. And as, in most cases, promo
codes or CTA are unique to each mail piece, it allows
for exact conversion measurement of the campaign.
Below we present examples of recent mail advertising
campaigns from the big digital brands.

AMAZON
•
Amazon sent a 20% discount direct mailer
in the US promoting both their fashion selection and
Amazon Prime membership.
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Watch the video from Who’s Mailing What:
•
Amazon sent a direct mail letter to Amazon
Prime subscribers in the UK whose membership had
lapsed.
•
Before Christmas 2015, Amazon France sent
516,000 12-page catalogues with gift ideas pulled
directly from the website.

FACEBOOK
Facebook created a print book that showcased and
celebrated the best creative campaign work on
Facebook in 2014/2015. The stories within the
book were compelling in-depth narratives or punchy
bite-size snippets and were accompanied with data
visualisations to enhance the impact. The book was
sent out to industry thought-leaders in October 2015.

ZALANDO
Zalando France, just like its local competitors, La
Redoute and Spartoo, is active in the unaddressed mail
marketing, regularly sending €10 or 10% discounts to
targeted prospect groups across the country.
Source: whosmailingwhat.com, humanafterall.co.uk

COMBINING DIGITAL EFFORTS WITH DIRECT
MAIL
Interview with Oisín Masterson, Head of Brand &
Marketing at Eir, an Irish telecommunications services
provider. This is an excerpt from an article by An Post
published on LinkedIn in May 2016.
How do you marry your digital efforts with
direct mail? What does that user journey look
like?
Where we have contact email addresses, we would use
email marketing and we can use interactive content
here. We’ve maintained a 42% click-through rate. It
all comes back to the audience we want to target. We
see the two (digital efforts and Direct Mail) as the
same thing; we don’t see them differently. They are
generated by the same people and the same teams
and we look at them in the exact same way, but rather
try to be a bit more creative with how we serve the
content and the message.
Secondly, can you just tell us a little about the
strategies you employed with direct mail for
this re-launch? Why did you decide to use this
channel, what were your main aims and what
were the outcomes?
We identified very early on that we wanted to send
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a communication that would land on the doorsteps
of as many people as possible on the first few
days around launch. Particularly, over the first two
weeks of our rebrand, we wanted a physical copy something tangible. So we developed a three-pronged
communication approach to launch; we developed
Brand messages aimed at outlining that we had
changed and invited consumers to “Live life on eir.”
We also develop Brand Response messages focusing
on our core product offering.
Our direct response messages which focused on our
bundles – very specific messaging that laid out exactly
what you get with an Eir bundle - “get all this… for
only this price.” When it came to DM (direct mail) we
obviously had existing customers and non-customers
so different approaches were needed for both. For
existing customers, we wanted to assure them that,
while nothing was going to change immediately for
them, this was the dawn of a new time for us and that
exciting times were ahead.
Along with this there were offers sent out too, small
things to allow a call to action. We sent out in total
1.2m DMs, 600,000 DMs with a booklet: 800,000
went out to potential new customers - enticing them
in with an offer and to say what we were about now –
high-speed broadband and TV. Using DM allows us to
create a wider and deeper conversation around what
you do, which is more offer-driven. DM allows you to
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say “here is what we will give you with TV and mobile, here are all the offers”. It
helps you to explain the products and services we offer in detail. Which, in turn,
helps the customer make the final decision.
DM helps the customer make the final [purchase] decision.
Integration and breaking down organisational silos is a big theme in
business this year. Can you talk to us a little bit about how direct mail
fits into your broader marketing plan?
I look below the line and above the line and I wouldn’t
have it any other way. Both sit in the one family. What’s
really important to us, as a brand, is that we communicate
consistently and cohesively. This cohesion is crucial. When
you see a TV ad or an outdoor ad, radio ad, visit one of our
stores or read a DM, there is a thread that runs through
it all. And the DM is a vital part of our marketing mix to
maintain this consistency. We are constantly cohesive; it
really is a very important part of our mix.

D

What advice would you give to a large brand with lots of data for using
direct mail?
The first thing is that you really need to know who you’re talking to. That’s the
first thing. Yes, there are organisations that do a blanket of DM and email, but in a
time where we’re hyper-focused on investment - and everything is measured and
monitored - the best ammunition a marketer can have is that you have targeted the
right offer to the right person. That gives you the best opportunity to get a result
and you can communicate back to the business by doing all these things: ‘This is
the result we got. This is why we should keep investing in this segment.’

IRECT MAIL HELPS
THE CUSTOMER MAKE
THE FINAL (PURCHASE)
DECISION

Read more in the article by An Post here.
Source: LinkedIn

Research has shown how effective precise targeting and segmenting
can be when it comes to DM, particularly personalisation. Can you tell
us a little about how deep Eir goes into customer value management
data and how you are so precise with targeting?
We’ve segmented our existing base and segmented the market. We obviously spent
a lot of time working on really finding and understanding our base, discovering
what products make each segment tick. In line with the launch of Eir came new
work with new segmentation, which was a fundamental part. In a market where
everyone is going after everything, nuances really stand out and allow us to be
much more targeted; DM, as a channel, facilitates these nuances.

© 2016 - IPC.be

THE NATURAL PARTNER FOR THE POSTAL INDUSTRY

MARKET FLASH – DIRECT MARKETING SPECIAL | ISSUE 537 | EUROPE | PAGE 11

OVERVIEW

FEATURE

NEWS

RESEARCH

NEWS
ALL THE TOOLS FOR PLANNING, IMPLEMENTING
AND MONITORING A SUCCESSFUL DIRECT
MARKETING CAMPAIGNS IN ONE PACKAGE DM-TOOLBOX FROM AUSTRIA POST
The more knowledgeable and successful clients are
with a particular media channel the better – both for
their business as well as for the long-term profitability
of the media owner. This is why Austria Post invested
in preparing a complete info package regarding direct
marketing.
The package, called DM Toolbox is an extensive
information database on the theory and practice
of direct and online marketing. It enables small and
medium enterprises with little to no marketing expertise
to get up to speed with the latest trends, requirements
and best practices in cross-channel direct marketing.
The DM Toolbox consists of four main elements: a
dedicated webpage dm-toolbox.at, a physical box
that contains a brochure on how to access and use
the online portal and various discount vouchers from
Austrian direct marketing service providers.
The online knowledge base is divided into three main
parts:

© 2016 - IPC.be

1.

EXTENSIVE KNOW-HOW

This includes know-how on how to plan a direct
marketing campaign, choose target group and develop
a campaign strategy. It also covers designing the direct
mail pieces, format choices and address management.
Documents from industry experts such as the Austrian
Dialog Marketing Association are available for
download to facilitate the preparation of a successful
campaign.

2.

PRACTICAL INFORMATION

This includes planning a direct marketing campaign
and preparing the campaign briefing for agency,
graphic designer and copywriter. Next sections
are dedicated to designing the campaign elements
and measuring the results. Templates are available
for download to facilitate the production of these
campaign documents. A list of 25 case studies is also
available for users to view and use as best practice.

3.

•

Newsletter marketing

•

Online marketing

•

Concept and adformat tests

•

Further developments and seminars

•

Address verification

•

Mailing Manager

The key strengths of the DM-Toolbox are:
•
User-friendly, actionable insights from the
industry thought leaders
•
Practical templates for quotation, sales
letters, direct mailings
•
Attractive discount coupons on the services
covered with a total value of €1,000
•
Redeeming at least two vouchers offsets the
purchase price of the DM-Toolbox (€ 79)
The DM-Toolbox website
The DM-Toolbox purchase page

MARKETPLACE

This section links the user directly with experts from
all areas of direct marketing and provides additional
comprehensive expertise on the following subjects:
•

Advertising material and mailing production

•

Website creation
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USPS PROMOTION CALENDAR PUBLISHED EARLIER

ROYAL MAIL LAUNCHES SWAPSHOTS

Qualifying for promotional rates often requires companies to set up new systems
such as colour printing, mobile landing pages and multichannel integration. These
investments benefit the businesses in the long-term perspective, however, mailers
have communicated at postal forums that promotional lead times are insufficient
for them to get the budget approvals they need to move forward. For 2017, USPS
made its mail promotions more inclusive, as it launched the promotion calendar
earlier and introduced a “Direct Mail Starter Promotion” for SMEs.

Research by British regulator, Ofcom has revealed that smartphones now take
more photos than any other device, including digital cameras, with 60% of adults
saying they use it most to take a snap, rising to almost nine in ten (89%) of 16-24
year-olds.

Promotional requirements also demand investments that smaller players have
been unwilling or unable to make. The “Starter” promo proposed for 2017 – which
requires a link (such as a QR code) to a mobile-optimised site makes it possible for
low-budget mailers to qualify for the discount. While the typical discount on USPS
promos is 2%, this SME-angled promo offers 5% off on a maximum of 10,000
pieces.
Promos being repeated on the 2017 calendar are:
•

Emerging and Advanced Technology

•

Mobile Shopping

•

Tactile, Sensory & Interactive Engagement

•

Earned Value Reply Mail

•

Personalised Colour Trans-promo

According to recent research, more than 1.2bn selfies are taken every day in the
UK. This passion for photography has seen the number of physical prints remain
consistent at 4.7bn purchased every year.
Tapping into the current personalisation trend, the newly introduced app, Swapshots
gives users the opportunity to customise and send their smartphone pictures.
Once they are happy with their image and have entered the delivery address,
Royal Mail will then print the image before delivering it in an envelope. Users can
send a Swapshot even if they don’t know the recipient’s address with the ‘claim a
Swapshot’ function. The app allows the recipient to enter their own address once
they are alerted that they have an image waiting for them.
With Swapshots’ software in operation already, Royal Mail may be looking to
expand its offering to B2C customers to be able to send highly visual direct mail to
their customers and prospects.
Source: Royal Mail

Source: DM News
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STAGES OF MAIL
People of all ages read and respond to mail. But as
their lives change, they respond in different ways,
with important implications for brands, institutions
and other organisations. A twenty-six year old living
at home with mum and dad will have a different
perception of mail than a twenty-six year old who left
the nest and has a young baby.
Royal Mail has commissioned two qualitative studies
through Quadrangle and Trinity McQueen, and drew on
a wide range of data sources, including TouchPoints,
TGI and their previously published research.
The resulting report analyses the evolving role of mail
at different life stages, providing valuable insight and
recommendations for advertisers who want to get the
most from mail as people grow and change.
Source: MailMen

US DIGITAL AND DIRECT MAIL INVESTMENT
GREW IN Q4 OF 2015
Despite the challenging outlook for the US economy
in general, nearly three quarters (72.9%) of all
Quarterly Business Review (QBR) panellists said they
remain confident in “data-driven” marketing (DDM)
and its prospects for growth. The panellists, including
marketers (60%) and marketing services/tech
suppliers (40%), said that an economic downturn
would force their organisations to examine investment
and focus on cost-efficiency wherever possible.

IN THE US, THE RATE OF
INVESTMENT IN DIRECT
MAIL IN Q4 GREW BY 5%
COMPARED TO PREVIOUS
QUATER

DDM spending to rise for the second Digital and direct mail investment
year in a row
grows
In Q4 of 2015, the pace of DDM expenditure growth
remained on par with that of the previous period. On
a 1-to-5 scale (with 5 indicating spending increased
“significantly” compared to the previous quarter)
panellists indicated their DDM expenditure growth
at 3.26 during Q4, the same score assigned in Q3.
Overall, this brought the average growth rate for DDM
spending up to 3.26 for 2015, higher than 2014’s
average growth rate (3.19).
DDM practitioners expected spending to rise in
the first few months of 2016; 43.5% of panellists
predicted their DDM investments will increase during
the first quarter of 2016 while 40.7% said their DDM
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expenditures were likely to remain unchanged.
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Though digital approaches have been capturing most
new DDM budgets—as well as growing mindshare—
for several years, practitioners increased their
spending on direct mail sharply in the final months of
2015—reporting the first aggregate quarterly growth
in more than two years.
In the US, the rate of investment in direct mail in Q4
grew by 5% compared to previous quarter. In addition
to direct mail, DDM practitioners continued growing
investments in most digital channels throughout the
2015 holiday season; personalised website content
again captured the most new spending (indexing at
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3.52 on the same 1-to-5 scale), followed by social media (3.44), search (3.44)
and email (3.42).

DDM creates 1m jobs in the US
According to The Value of Data 2015, a study commissioned by DMA, the DataDriven Marketing Economy (DDME) added $202bn in revenue to the economy
in 2014 (up 35% from 2012) – and data-driven firms employed 966,000
professionals (up 49% over 2012). DDME is defined as the economy of firms
that exist to help US companies use individual-level consumer data (ILCD)
to support marketers as they “go to market,” designing and implementing
strategies to generate, fulfil and grow demand for their goods and services.
Fewer DDM practitioners focus on customer acquisition
Potentially reflecting insecurity about the general economy and increased focus
on lifetime value of customers, fewer DDM practitioners said they will focus on
new customer acquisition in the coming months (62.7% vs 72.2% in the previous
year). More than any other business initiative, 65.8% of panellists said they will
focus on customer retention and relationship management in 2016.
Source: Quarterly Business Review
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ABOUT THIS PUBLICATION
IPC MARKET FLASH is a fortnightly newsletter providing a comprehensive look at
new developments emerging in the international postal marketplace. It is published by
the Marketing department of International Post Corporation.

If you would like to contribute to this publication or require further information,
please contact: publications@ipc.be.
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ABOUT IPC
International Post Corporation (IPC) is the leading service provider of the global
postal industry that provides leadership by driving service quality, interoperability
and business-critical intelligence to support posts in defending existing business
and expanding into new growth areas. It is a cooperative association of 24 member
postal operators in Asia Pacific, Europe and North America. IPC’s solutions and
services are used by over 180 posts worldwide. Since 1989 IPC has set standards
for upgrading quality and service performance and developed technological
solutions that help members enhance service for international letters, packets and
parcels. IPC engages in industry research, creates business-critical intelligence,
provides a range of platforms and programmes for member post CEOs and senior
management to exchange best practices and discuss strategy. IPC also manages
the system for incentive-based payments between postal operators.
For more information please visit our website www.ipc.be or contact us
at info@ipc.be.
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