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Cheer up, direct mailers! Here’s the good news

November 17th, 2011 

Research has uncovered many reasons for marketers to be cheerful, says David Cole (pictured) – managing director of research company fast.MAP. 
A record nine out of ten UK adults now open their marketing mail, the highest number since fast.MAP launched the annual Marketing-GAP Tracking Study in 2005.


Add this to an increase in the number opening both warm and cold mail and a slight increase in the (admittedly very low) average of two per cent of people ‘happy’ to receive marketing information by landline, mobile, SMS, Twitter or social media and it seems that, despite the gloomy global financial outlook, marketers have several reasons to be cheerful.

In fact, it could be the household squeeze on finances which is motivating the enhanced public enthusiasm for information, promotions and offers which could help them to save money.

The highly-respected annual fast.MAP Marketing-GAP Study has – for seven years – been tracking both consumer behaviour and opinion in response to marketing initiatives and monitoring the GAP between this and how marketers expect people to behave and respond. This year, it is partnered by the Institute of Promotional Marketing and sponsored by the Mail Media Centre, part of Royal Mail.

Some consumer behaviour has remained constant throughout the years. For example, more than half of households have always been most likely to open personalised mail from a known company or brand about products or services in which they are interested – especially if they can either see it contains a coupon or voucher or they suspect that it may.

Most of the (steadily shrinking) 13 per cent who throw away some mail unopened do so if it does not fulfil one of the above criteria. 

The gap between consumer activity and marketer perception of what people do in response to various marketing activity is definitely closing – especially when it comes to marketers’ experience of mail and promotional marketing. The actual percentages may not be fully accurate, but it is clear they know which marketing mechanisms are most and least popular.

Open, keep or ignore
For example, the consumer and marketer charts for which type of mail people open straight away, keep and ignore follow the same curves, with the marketers usually overestimating popularity by an average two or three per cent.

Just to confirm DMI readers’ (almost certainly correct) opinions; financial, utility and supermarket mail is the most likely to be read straight away. Mail order catalogues and supermarket information is likely to be opened later. Letters and emails from a company the recipient uses are likely to be kept. 

Conversely, three-quarters of consumers ignore and delete pop-up ads on websites and six out of ten ignore door-dropped leaflets; social network invitations to become a friend and email from unknown companies. The number of shoppers who redeem coupons continues to grow, to a massive 88 per cent, of which two out of ten use them regularly and seven out of ten occasionally.

Six out of ten shoppers take part in loyalty schemes and a third have bought more product than planned to qualify for a club card offer. A fifth of those who sampled a product went on to buy it; and eight out of ten were prompted by discounts and special offers to buy up to 30 per cent of their weekly shop.

The majority of shoppers now learn about promotions online; four out of ten in store or by mail; and slightly fewer on pack or at websites. 

People are adopting a more relaxed attitude to opting-out of receiving further contact from companies they use and third parties, as indicated by an increase in the number who sometimes opt out and a decrease in those who always do. 

Swinging pendulum 
In recent years, the ‘most popular marketing communication medium’ pendulum has swung from email to mail – back and forth. This year, the two media are equally popular overall, but people have very specific ideas about which way they prefer to be contacted by various types of company: for example, both methods for loans and credit card communication; more prefer mail for catalogues, local services, trades people and shops and more prefer email for competitions, DVDs and entertainment.

To study the full report, visit the website. 
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