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Research objectives,
and Methodology

Background
Background
 This study is an update and expansion of a survey on letterbox marketing that Ipsos
completed for Deltarg in 2005. This time the study also caters for NZ post’s specific
interest in addressed commercial mail.
Objectives
The key objectives are to understand how the NZ public thinks and acts in regards to:
 The ‘audition process’;
 Readership;
 Behaviour and attitudes regarding the main advertising channels;
 Linkages between letterbox marketing and online browsing / purchases;
 Digital devices being used;
 The form and function of letterbox marketing materials.

Methodology


The research was conducted through a online survey via the SSI opt-in consumer survey
panel. Survey invitations were sent to a demographically representative group, but because
those with ‘no circulars’ signs were excluded from the survey, the final sample profile will
differ slightly.



1,000 completed interviews were achieved between 24th Jun 2014 and 1st July 2014 with an
average survey length of 16.8 minutes.



The maximum margin of error for this sample is ± 2.53% (at 95% confidence).



The incidence rate for the main study was 62.7%


The incidence rate looks at those who responded to the survey invitation and how many actually
completed the questionnaire.

Demographics: Respondents are people who can receive
Unaddressed Mail and who usually clear their letterbox
Gender
18-29 years

Female,
55%

30-39 years
40-49 years
50-59 years
60-69 years

Male, 45%

Northland

Age

70-79 years
80+ years

Prefer not to say

20%
16%
24%
17%
16%
6%
1%
1%

Auckland

32%
Waikato

Taranaki
Top of
South /
West Coast

Ethnicity
European
Maori
Other
Indian
Pacific peoples
Chinese
Other Asian
Prefer not to say

3%

10%

3%

Manawatu 6%
/Wanganui

3%

Bay of
Plenty

7%

3% Hawkes Ba

12%

Wellington

76%

8%
5%
5%
3%
3%
2%
2%

13%

2%
Southland

6% Otago

Canterbury

83%

of households
can receive
Unaddressed Mail

Demographics: Respondents are people who can receive
Unaddressed Mail and who usually clear their letterbox
Employment status
Full time employment
Part time employment
Student
Actively seeking employment
Stay at home parent
Retired
Not in paid employment
Prefer not to say

Level of education
38%

18%

Certificate/Diploma gained Post-school

30%
19%

Bachelor Degree
Masters or Doctorate Degree

6%
6%

Prefer not to say / don’t know

4%

Post-Graduate or Honours Degree

2%

Household income

Household situation
31%
18%
17%
9%
6%
6%
3%
7%
3%

27%

Secondary School Qualification

9%
5%
7%
13%
8%

Older couple or single person
Family with mainly school aged children
Family with mainly adult children
Family with mainly pre-school children
Group flatting together
Young couple – no children
Young single living alone
Other
Prefer not to say

9%

No Qualification

Less than $30,000
$30,000 to $50,000
$50,001 to $70,000
$70,001 to $100,000
$100,001 to $150,000
$150,001 to $200,000
$200,000 or more
Prefer not to say / don't know

18%
15%
15%
16%
10%
4%
2%
20%

Who Reads and
Likes Addressed &
Unaddressed Mail?
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Addressed mail gets the fastest, more attentive reader.
88% of Unaddressed mail is read.
Who empties the letterbox?
Respondent themselves
Respondent's child
Respondent's partner
Another adult (family)
Another adult (non-family)
No particular person (varies)

Who sorts the mail?
67%

5%
13%
7%
2%
22%

Base: Total sample (n=1,000)

Returning from the letterbox
As soon as you get inside
Later that day
The next day
Immediately thrown away
No fixed time
Base: Total sample (n=1,000)

77%
1%
9%
6%
2%
14%
2%

Base: Total sample (n=1,000)

When is mail read?
Unaddressed mail

Respondent themselves
Respondent's child
Respondent's partner
Another adult (family)
Another adult (non-family)
No particular person (varies)
Don't sort the mail

Addressed mail
15%
16%
27%
66%
22%
10%
2%
12%
22%
7%

How is mail read?
Unaddressed mail (n=883)
Standing up / walking

Addressed mail (n=996)
43%
35%
55%

Sitting down, so you can read
through it properly
In bed
You don't read it

71%
4%
3%
5%

Base: Those who don’t immediately throw mail away

Q1. Thinking now about the process of collecting and sorting your mail. Who usually empties the letterbox in your family?
Q2. And who is the person who usually sorts the mail?
Q3a/b. When do you tend to read the mail that is delivered to your house?
Q4. Which of the following best describes how you read your mail?

Unaddressed mail is estimated to be read by nearly
three-quarters of the adult population

Accounting for the 83% of NZ’s 1.69m
households who can receive
unaddressed mail and the average
number of people in each of these
households who read it (1.9), we can
calculate that each unaddressed mail
delivery is likely to be read by some
2,674,200 adults, or 75% of the adult
population.

Q5. How many people in your household usually read the unaddressed mail that arrives.
Q49. How many people aged 16years or older usually live in your household?

In contrast, attention paid to TVCs, radio or pre-rolls is low.
Behaviour During Commercials
Never

Sometimes

All the time

Skip the advertisements that are sometimes shown before
5%
online videos
Leave the room or change channels when television
commercials come on

Use other devices (e.g. smart phone, tablet, laptop) while TV
commercials are playing
Deliberately record television programmes so you can fastforward through the commercials

28%

8%

57%

10%

55%

13%

30%

45%

26%

Switch to another station when hearing radio commercials

47%

12%

Proportion reading Addressed mail
Base: Total sample (n=1,000)
Q24. Please have a look and indicate how often, if at all, you do each of the following?
Q3a/b. When do you tend to read the mail that is delivered to your house?

7%

29%

29%

32%

Use an internet radio service to avoid hearing radio
commercials
Proportion reading Unaddressed mail

Does not apply

13%

28%
40%
17%

88%
100%

18%
15%

7%

29%

14%

Both Unaddressed and Addressed Commercial mail are
amongst the most positively regarded advertising channels.
Attitudes Toward Different Types Of Advertising
Very negative "Leavers" (1-3)

Neutral "Likers" (4-7)

Very positive "Lovers" (8-10)

Don't know
Average

Emails that you have subscribed to
Addressed Commercial Mail
Advertisements in shops
Un-addressed letterbox catalogues and mailers
Newspaper advertisements
Magazine advertisements
Outdoor Billboards
Television commercial
Newspaper inserts
Other outdoor ads
Radio commercials
Search-related ads
General advertising on websites
Social media
'Advertorial'
Television infomercials
Location based advertising apps
Advertising in free apps/cloud-services

11%
15%
14%
20%
14%
18%
19%
23%
22%
21%
25%
30%
33%
39%
38%
45%
40%
44%

55%
55%
62%
54%
65%
63%
62%
57%
59%
60%
58%
50%
51%
41%
49%
40%
33%
38%

31%
3% 6.2
26%
4% 6.0
20% 4% 5.8
23% 3% 5.7
17% 4% 5.6
14% 5% 5.4
14% 5% 5.3
16% 4% 5.2
14% 5% 5.2
14% 5% 5.2
11% 6% 4.9
14% 6% 4.7
11% 5% 4.6
12% 8% 4.3
7% 6% 4.1
10% 5% 4.1
9%
18%
3.9
6% 12% 3.8

Significantly
lower than
unaddressed
mail

Base: Total sample (n=1,000)
Q20. Below is a list of different ways that people can see advertising and promotions. Please indicate how you feel about each one in
general.

Significantly
lower than
addressed
mail

Women and gaming-heavy households are more likely
to have a positive opinion of Unaddressed mail.
Attitudes Toward Different Types Of Advertising
Very negative "Leavers" (1-3)

Neutral "Likers" (4-7)

Very positive "Lovers" (8-10)

Don't know
Average

Addressed Commercial Mail
Un-addressed letterbox catalogues and mailers

15%
20%

55%

26%

54%

23%

4% 6.0
3% 5.7

Profile of Unaddressed mail ‘Lovers’
• More likely to: be female and have 2 or
more gaming consoles in the household.
Less likely to be: over 70 years old, retired,
a single person or older couple.

Profile of Addressed mail ‘Lovers’
There are no significant difference
between lovers of addressed
commercial mail and the total
sample, presumably because
everyone likes getting something
‘with their name on it’

Base: Total sample (n=1,000)
Q20. Below is a list of different ways that people can see advertising and promotions. Please indicate how you feel about each one in
general.

Usage
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Around 20% use Unaddressed mail for unintentional purchases,
ideas for gifts etc. A third use it to help with planned purchases.
Usage of Unaddressed Mail
Almost never

Rarely

It helps with shopping for pre planned purchases
It helps you make your weekly shopping list

Sometimes or More Often

12%

13%

24%

To give you ideas for gifts for others

17%

It gives you ideas for buying unplanned products

17%

You save it to use later
Visit the website of a brand or company you have seen advertised
Take it to a shop to check something you are interested in buying
It gives you ideas for buying unplanned services
You pass it onto friends or family

74%
20%

55%

17%

66%

22%

29%

61%

25%

26%

46%

27%

36%

23%

48%
24%

40%

27%
44%

49%
22%

33%

Q10. On average, how often do you generally use unaddressed mail (e.g. mailers, catalogues, flyers etc) in each of the ways listed below?
Base: Total sample (n=1,000)

Those who are more likely to ‘often use’ Unaddressed mail
for specific purposes:










Making weekly shopping list: Those earning less than $30,000 (34% vs 26%).
Save it to use later: Maori (24% vs 14%) and Pacific peoples (29% vs 14%).
Pass it onto others: 18-29 year olds (16% vs 9%), Maori (18% vs 9%) and Pacific
peoples (23% vs 9%).
Help with shopping for pre-planned purchases: Women (36% vs 30%).
Ideas for buying unplanned products: 18-29 year olds (22% vs 15%), Indian (27%
vs 15%)
Gift ideas: Women (24% vs 20%), Maori (29% vs 20%).
Take it to a shop to check something: Pacific peoples (29% vs 10%).
Visit the website of a brand/company: Young couples with no children (22% vs
10%).
Ideas for unplanned services: Those actively seeking employment (20% vs 10%)

Unaddressed mail “Lovers” use it significantly more often for
all of the uses listed (generally around twice as much).
Usage Of Unaddressed Mail By Unaddressed Mail “Lovers”
Unaddressed mail lovers (n=232)

Total sample (n=1000)
96%

It helps you shop for things you are already planning to buy

74%

87%

To give you ideas for gifts or presents to buy for others

66%

It gives you ideas for buying products you may not have been
planning to buy

83%
61%
75%

It helps you make your weekly shopping list

55%

It gives you ideas for buying services you may not have been
planning to buy

70%
49%

68%

You save it to use later

You visit the website of a brand or company you have seen
advertised in a piece of unaddressed mail
You take a piece of unaddressed mail into a shop to check
something you are interested in buying
You pass it onto friends or family when you think there is
something that would interest them

% using
Unaddressed Mail
‘Sometimes’ or
More Often

46%
65%
48%
60%
40%
53%
33%

xx% = significantly higher than total
sample

Q10. On average, how often do you generally use unaddressed mail (e.g. mailers, catalogues, flyers etc) in each of the ways listed below?
Q20. Below is a list of different ways that people can see advertising and promotions. Please indicate how you feel about each one in
general.

Most could recall making at least one purchase after seeing
something advertised in Unaddressed mail, a further quarter
make these purchases more often.
Purchases Made Due To Unaddressed Mail
No

Yes, once or twice

13%

Yes, quite often

Yes, all the time

54%

21%

Unsure

4% 8%

Net Yes: 79%

Base: Total sample (n=1,000)

Purchases Made Due To Free Samples
No, for other reasons
Yes, once or twice
Unsure

21%

Base: Total sample (n=1,000)

No, because I have not received any free samples
Yes, quite often
Women (54% vs 47%), part time employees
(57% vs 47%), are more likely to have made
a purchase due to free samples.
25%

39%

Net Yes: 47%

9%

7%

Males (40% vs. 47%), retirees (36% vs 47%),
those with no qualifications (34% vs 47%),
those living in flats (29% vs 47%) and those
living in Northland (28% vs 47%) or Taranaki
(8% vs 47%) are Less likely to make a
purchase due to free samples

Q14. Have you ever purchased something after seeing it advertised in a piece of unaddressed mail?
Q15. Have you ever purchased something after receiving a free sample of it in your letterbox?

Lovers of both Unaddressed and Addressed mail are more
likely to make a purchase due to Unaddressed mail.
Purchases Made Due To Unaddressed Mail
No

Yes, once or twice

Unaddressed mail Lovers 4%

Unaddressed mail Leavers

Addressed mail Lovers

Addressed mail Leavers

Yes, quite often

Yes, all the time

45%

40%

31%

6%

28%

8%

54%

55%

= significantly higher than total sample,

Net at
least once

3%

4%1% 12%

30%

53%

Unsure

4% 4%

12% 1% 6%

Even amongst

93% the Unaddressed
mail ‘Leavers’
(who like
58% Unaddressed
mail the least),
the majority
recalled making
89% purchases due to
Unaddressed
mail.

66%

= significantly lower than total sample

Q14. Have you ever purchased something after seeing it advertised in a piece of unaddressed mail?
Q20. Below is a list of different ways that people can see advertising and promotions. Please indicate how you feel about each one in
general.
Base: Total sample (n=1,000)

Of the 48% who often visit a website from unaddressed mail,
almost all used traditional computers to do so.
Smartphones are the second most popular method.
Devices used to visit the website
of a brand or company seen advertised

96%

Desktop / laptop computer

31%

Smartphone

Tablet / iPad

Internet-connected TV

Other console

Those more likely to use a Smart phone: 18-29 year
olds (56% vs 31%), Indians (70% vs 31%), Students
(47% vs 31%), those with Bachelor degrees
(43% vs 31%).

22%
4%
1%

Those more likely to use a Tablet/ipad:
Those with a Bachelor degree (37% vs 22%),
those earning $100,001 to $150,000 (35% vs 22%),
Aucklanders (32% vs 22%)
Base: Those who at least ‘sometimes’ visit the website of brand or company seen advertised in a piece of unaddressed mail (n=477)
Q11. You’ve told me that you sometimes visit the website of a brand or company you have seen advertised in a piece of unaddressed mail.
What devices do you usually use when you do this?

Lasoo and Online
Shopping
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The majority have not visited Lasoo but of those that have,
71% have purchased an advertised product.
Visited Lasoo?
Purchases Made After Seeing It On Lasoo
No, 81%

Never

Unsure, 7%
29%

Rarely

Sometimes
36%

Yes, 12%
Base: Total sample (n=1,000)

Very often
26%

Made a purchase: 71%
Base: Those who have visited Lasoo(n=122)

Those who visited the Lasoo website are more likely to be:
• Aged 30-39 years;
• In part time employment;
• Be part of a family with mainly pre-school children.
They are Less likely to be:
• Students;
• Retirees .

Often

Those who make purchase off
Lasoo ‘at least sometimes’ are
more likely to be: aged 18-29 years
or Indian.

Q13a. Have you ever vistied the website Lasoo?
Q13b. How often do you purchase something after seeing it advertised on Lasoo?

7% 2%

Both Unaddressed and Addressed mail lovers have visited
Lasoo more often than the total sample

Total

Unaddressed mail
‘Lovers’

Unaddressed mail
‘Leavers’

Addressed mail
‘Lovers’

Addressed mail
‘Leavers’

Base

1000

232

196

257

147

Yes,
have visited Lasoo

12%

15%

5%

17%

5%

No, have not
visited Lasoo

81%

75%

91%

76%

88%

Unsure

7%

10%

5%

7%

6%

##% = significantly higher than total sample, ##% = significantly lower than total sample

Q20. Below is a list of different ways that people can see advertising and promotions. Please indicate how you feel about
each one in general.
Q13a. Have you ever visited the website Lasoo?

Mighty Ape, Fishpond and Nzsale are the most visited of the
prompted list of websites.
2 out of 5 have not visited any of the listed websites as a
result of Unaddressed Mail promotions..
Website Visited After Seeing Advertised In Unaddressed Mail
More likely to
have visited on
a smartphone

32%

More likely to
have visited on a
Tablet

29%

More likely to
have visited on a
smartphone

28%

More likely to
have visited on a
Tablet

40%

More likely to have
visited on a internetconnected TV

13%
6%
Mighty Ape

Fishpond

NZSale

Torpedo7

The Deal

5%
Other

None of the above

The following demographics were more likely to have shopped at:
• MightyApe : Those aged 18-29 (44% vs. 32%) and those with a post-graduate degree (56% vs. 32%).
• NZSale: Those of Indian (59% vs 28%) or Other Asian ethnicity (53% vs 28%).
• The Deal: Those of Indian ethnicity (19% vs 6%), those with a Bachelor Degree (12%vs 6%) those in a family with mainly preschool children (15% vs 6%)
Q12. Which, if any, of the following online shops have you visited after seeing them advertised in unaddressed mail?
Base: Those who at least sometimes visit the website of brand or company seen advertised in a piece of unaddressed mail (n=477)

Attitudes and
Preferences

Unaddressed mail is the best attention-getter for most categories.
Although TV is also strong, few actually like TVCs and most do
others things rather than watch them.
Unaddressed letterbox Mail

Addressed Commercial Mail

TV

Subscribed emails

Newspaper

Magazines

Shop ads

Newspaper inserts

(Chart 1 of 3)

60%

48% 48% 47%

50%

Addressed mail is strongest
for mailers from Utilities
and Financial Services
providers.

45%
40%

40%
30%

36% 35%

33%

31%

26%

29%
21% 21%

20%

11%
10%

8%

6%

8%

9%

9%
4%

4%

5%

8%

22%
18% 18% 17%

11%
5%

6%

23%

6%

7%

8%

0%

Base: All statements have a base size of approximately n=500
Q21. I would now like you to tell me which of those types of advertising you feel best match the following statements.

12% 11%
10%
7%

Of the channels charted here, Unaddressed mail is the best
attention-getter except for Utilities and Financial Services
advertising, where Addressed Mail is the best
Unaddressed letterbox Mail

Addressed Commercial Mail

Websites (Excl social media)

Billboards

Radio

Search engine ads

Other outdoor

Social media

(Chart 2 of 3)

60%

48% 48% 47%

50%

45%
40%

40%
30%

36% 35%

33%

31%

26%

29%
21% 21%

20%

11%
10%

8%

6%

8%

9%

9%
4%

4%

5%

8%

22%
18% 18% 17%

11%
5%

6%

23%

6%

7%

8%

0%

Base: All statements have a base size of approximately n=500
Q21. I would now like you to tell me which of those types of advertising you feel best match the following statements.

12% 11%
10%
7%

Of the channels charted here, Unaddressed mail is the best
attention-getter except for Utilities and Financial Services
advertising, where Addressed Mail is the best
Unaddressed letterbox Mail

Addressed Commercial Mail

'Advertorial'

TV infomercials

Advertising in free apps

Smartphone apps

(Chart 3 of 3)

60%

48% 48% 47%

50%

45%
40%

40%
30%

36% 35%

33%

31%

26%

29%
21% 21%

20%

11%
10%

8%

6%

8%

9%

9%
4%

4%

5%

8%

22%
18% 18% 17%

11%
5%

6%

23%

6%

7%

8%

0%

Base: All statements have a base size of approximately n=500
Q21. I would now like you to tell me which of those types of advertising you feel best match the following statements.

12% 11%
10%
7%

Of the channels charted here, Unaddressed mail is the best
for special deals, one-off offers, local stores and relevant offers
Unaddressed letterbox Mail
Subscribed emails
Radio

Addressed Commercial Mail
Newspaper
Website ads (excl Social media)

TV
Magazines

(Chart 1 of 3)

60%
50%

42%
40%

35% 34%
33% 33% 33%

27% 27%

30%
20%

11%
10%

9%

11% 11% 12%

5%

7%

24% 24% 23% 23%
22%
20%
18%
18%
16%
16% 16%
15%
13%
12% 12%
12%
10%
9% 10%
7%
6%
5%
3%

0%

Base: All statements have a base size of approximately n=500
Q22. I would now like you to tell me which of those types of advertising you feel best match the following statements.

Of the channels charted here, Unaddressed mail is the best
for everything except online offers (2nd behind search ads)
Unaddressed letterbox Mail

Addressed Commercial Mail

Search engine ads

Billboards

Newspaper inserts

Shop ads

Other outdoor

Social media

(Chart 2 of 3)

60%
50%

42%
40%

35% 34%
33% 33% 33%
27% 27%

30%
20%

11%
10%

9%

11% 11% 12%

5%

7%

24% 24% 23% 23%
22%
20%
18%
18%
16% 16%
15% 16%
13%
12% 12%
12%
10%
9% 10%
7%
6%
5%
3%

0%

Base: All statements have a base size of approximately n=500
Q22. I would now like you to tell me which of those types of advertising you feel best match the following statements.

Of the channels charted here, Unaddressed mail is the best
for everything, with Addressed mail consistently in 2nd place
Unaddressed letterbox Mail

Addressed Commercial Mail

'Advertorial'

TV infomercials

Advertising in free apps

Smartphone apps

(Chart 3 of 3)

60%
50%

42%
40%

35% 34%
33% 33% 33%
27% 27%

30%
20%

11%
10%

9%

11% 11% 12%

5%

7%

24% 24% 23% 23%
22%
20%
18%
18%
16% 16%
15% 16%
13%
12% 12%
12%
10%
9% 10%
7%
6%
5%
3%

0%

Base: All statements have a base size of approximately n=500
Q22. I would now like you to tell me which of those types of advertising you feel best match the following statements.

The central positioning of Unaddressed and Addressed mail
shows both channels are strong across all purposes
0.47
Good learning about online offers/
websites
Advertisements on search engines
Advertising in free apps

Cluttered with other ads
Best way to find local store openings
Newspaper ads

0.27
Best way find about offers, deals,
Often has relevant offers
specials
Emails that you have subscribed to

Un-addressed letterbox Provides useful information Best way for advertisers to reach you

Best for local knowledge, offers,
Newspaper inserts
events

-0.7

General advertising on websites (Excl
social media)

Best to understand about new
0.07 Commercial Mail
Addressed
prod/service
Smartphone apps
Social media
Ads in shops

Good promoting one-off sales and
More likely to get you 0.3
to buy/try
-0.5
-0.3
-0.1
0.1
0.5
events
More likely to get you to think about
product, service
product, service, brand
Gets attention if have message of
Gets attention if from brand you use
-0.13
interest
Radio commercials
Mag ads
Makes feel more +ve about brand or
company advertising
The best brands advertise in this
Gives feeling what brand, product is
medium
'Advertorial'
really like
TV infomercials
Other outdoor ads e.g. on buses
Outdoor Billboards

-0.33

Have new + interesting ways of
showing things
TV commercial

Fun + entertaining to read, hear,
watch
-0.53

0.7

Participants mainly like Addressed commercial mail
because it is personalised and relevant to them.
Why is addressed commercial mail is liked?
25%
21%
16%
16%
12%

Of Interest/Relevant
Personal
Product Information
Asked For/Develops Relationship
Free Samples
Read In Own Time
Hard Copy To Read/Refer To
Important/Will Read
Trustworthy
Gets My Attention
Love To Read /Browse Them
Specials/Deals
Other
Dk/Nr

8%

8%
7%
5%
4%
3%
1%
3%
4%

Personal
“It means a "personal" connection between myself
and the company concerned. Yes; I know it's all
computer generated; etc; but still it's
PERSONALISED.”
“It feels a bit more personal when it is addressed”

Base: Those who ranked addressed commercial mail 8 or above in Q20 (n=257)
Q23a.What do you like about addressed commercial mail?

Of Interest/Relevant
“It is more personal and gives you more
information about product you may be
interested in !”
“Generally it’s stuff I actually want to hear about
that's why they have my details.”

Product information
“They are usually more informative and have a
good profile of product range as with catalogues
for example.”
“they keep you in touch of new and innovative
products and ideas.”

Useful product information and its relaxed nature are the
most appealing attributes of Unaddressed mail.

Why is unaddressed mail liked?
28%
28%
26%
25%

Product Information
Easy/No Pressure, Read In Own Time
See Specials/Deals
Love To Browse Them
Ideas/Plan, See Things Not Thought Of
Variety, Different Products/Suppliers
Gets My Attention, Colours/Visuals
Hard Copy To Read/Refer To
Of Interest/Relevant
Free Coupons
Not Personal, Applicable To All
Asked For, Have A Relationship With
Other
Dk/Nr

Product information
“There is so much competition nowadays with
supermarkets. We get a lot of supermarket fliers
and we like comparing prices and seeing what the
specials are; especially for items that we need.”
“all the information is there; pictures; prices;
opening hours etc. You can have a thorough look
and not miss any details”

12%
9%
8%
6%
5%
2%
1%
1%
3%
2%

Easy/ No Pressure, Read in Own
Time
“Can browse at your leisure what you
want to, and then follow up either
online or in store”
“I can sit down and read it at my
leisure and refer back to it.”

Base: Those who ranked unaddressed mail 8 or above in Q20 (n=232)
Q23b.What do you like about unaddressed mail?

See Specials/Deals
“Keeps me in touch with all the specials
and new products locally available.”
“I enjoy seeing what deals are coming
and planning my purchasing; also they
are normally for local stores”

Form and Function

Free Samples and coupons/vouchers are the most favoured
forms of promotional mail.
Note: only top four types of mail are listed

Getting attention
Free Sample
Coupons or Vouchers
Glossy Colour Catalogue
Letter in an envelope

Encouraging you to learn more
67%
55%
50%

20%

Making brand/company stand out
Free Sample
Coupons or Vouchers
Glossy Colour Catalogue
Unusual Cardboard Flyer

61%
46%
46%
21%

Making a product, company or service appear
more appealing
65%
55%
47%

Free Sample
Coupons or Vouchers
Glossy Colour Catalogue
Letter in an envelope

17%

Free Sample
Coupons or Vouchers
Glossy Colour Catalogue
Letter in an envelope

60%
44%
40%
19%

Informing about products or services
Glossy Colour Catalogue
Free Sample
Coupons or Vouchers
Single-page Flyer

50%
49%
34%
25%

• Free samples: #1 for all but informing about
products or services.
• Free samples, coupons and glossy colour
catalogue are in the top 4 for all attributes.
• Letter in an envelope is in the top 4 for getting
attention, encouraging you to learn more and
making a product, company or service appear
more appealing

Base: Total sample (n=1,000)
Q30a. Which types of mail do you feel are best at getting your attention?
Q30b. Which types of mail do you feel are best at making a brand or company stand out from the crowd?
Q30c. Which types of mail do you feel are best for informing you about products or services
Q30d. Which types of mail do you feel are best at encouraging you to learn more about a product or service?
Q30e. Which types of mail do you feel are best at making a product, company or service appear more appealing to you?

Summary:
The Top 10 Take-Outs

The Top 10 Take-Outs:k you

Addressed mail gets the fastest, more attentive reader.
88% of Unaddressed mail is read.
Unaddressed mail is estimated to be read by nearly
three-quarters of the adult population.
In contrast, attention paid to TVCs, radio or pre-rolls is low.

The Top 10 Take-Outs:k you

Both Unaddressed and Addressed Commercial mail are
amongst the most positively regarded advertising channels.
Women and gaming-heavy households are more likely to have
a positive opinion of Unaddressed mail.

The Top 10 Take-Outs:k you

Around 20% use Unaddressed mail for
unintentional purchases, ideas for gifts etc.
A third use it to help with planned purchases.

The Top 10 Take-Outs:k you

Most could recall making at least one purchase after seeing
something advertised in Unaddressed mail, a further quarter
make these purchases more often.
Even amongst those who like Unaddressed mail the least, the
majority recalled making purchases due to Unaddressed mail.

The Top 10 Take-Outs:k you

48% who often visit a website from unaddressed mail.
Of those that have visited Lasoo, 71% have
purchased an advertised product.

The Top 10 Take-Outs:k you

Unaddressed mail is the best attention-getter
for most categories.
Although TV is also strong, few actually like TVCs and most do
other things rather than watch them.

The Top 10 Take-Outs:k you

Unaddressed mail is the best attention-getter for all sectors
except for Utilities and Financial Services advertising, where
Addressed Mail is the best.

The Top 10 Take-Outs:k you

Unaddressed mail is the best for special deals, one-off offers,
local stores and relevant offers.

The Top 10 Take-Outs:k you

Participants mainly like Addressed commercial mail because
it is personalised and relevant to them.
Useful product information and its relaxed nature are the most
appealing attributes of Unaddressed mail.

The Top 10 Take-Outs:k you

Free Samples and coupons/vouchers are the most
favoured forms of promotional mail.

Coupons or Vouchers are usually the next-most favoured.
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