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WHAT'S THE
SALES IMPACT

THERE'S NO
QUICK WAY

OF OUR NEW AD? TO TELL.

THIS ISN'T A
TACKY DIRECT
RESPONSIE AD.
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IT'LL TAKE 12
MONTHS TO SEE
REAL IMPACT.

SO ISHOULD ASK I WILL HAVE
YOU AGAIN [N MOVED ON

12 MONTHS?

TO ANOTHER
BRAND BY THEWN.
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Average Budgets Fall to Post-Pandemic Low

2024 Marketing Budget as a Percent of Total Revenue
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/A crisis in loyalty...

% agree “l feel | am less loyal to brands and companies now than a year ago”

61%

39%, 41%

. 34%

2018 2020 2022 2023

DMA How to Win Back Customers and (re)Build Loyalty 2024
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/' ...and a crisis in performance marketing effectiveness

Number of Response Effects Per Campaign Over Time

2.1
1.6
1.4
. 1.2

Response Effects
m2020 m2021 m2022 m=2023

DMA Value of Measuremen t 2024



/ Three fundamental causes
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Mail Media Metrics

The Value of
Creativity 2024

Insights from the DMA Effectiveness Databank
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METRICS USED IN TOTAL



The four groups of effectiveness metrics

Business Effects Direct Response Campaign Effects

Effects
Profit Reach

Sales Conversions Frequency
Market share Leads Impressions
Penetration Acquisitions Clicks
Loyalty Bookings Social Engagements
Price Sensitivty Footfall

The language of The language of the The language of
the boardroom marketing department campaign planning



/  Are marketers still too focused on campaign metrics?

% of metrics BUSINESS BRAND RESPONSE CAMPAIGN
reported by group

2022



// Yes

% of metrics BUSINESS BRAND RESPONSE CAMPAIGN
reported by group

2022

2023




67%

uplift in the number of Business Effects
for campaigns which avoid focusing on the
reporting of campaign metrics.



/ The reasons are simple

1. Those who have invested time, budget and effort in focusing on real
egectiveness measurement are able to unearth more meaningful
effects.

2. Those who are focusing on real effectiveness metrics are likely to have
a better culture of effectiveness and measurement with which to
optimise campaign performance.

3. Those who are focusing on less meaningful campaign metrics are
optimising performance to the wrong metrics, resulting in a detrimental D b/‘

impact on performance.
Data &
Marketing
Association



/ Direct mail and door drops: top-performers in best
practice measurement

Best practice measurement index for campaigns that include the
following channels

NS

N\ )
S
@ & S
)

6
o N
v N fb° ‘?\ (0-\9

Note: the chart does not display solus use of the channel in question

Index 100 = likelihood of campaign to avoid using campaign delivery metrics in effectiveness reporting



/ Print and the Value of Creativity
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Performance marketing is not
performing! Surely this is a
clarion call to clients to invest
in creativity rather than more
digital detritus.

Emma De La Fosse — Chief Creative Officer, Edelman




/ A definition of creativity that’s measurable

o Emotional

Marketing communications that create emotional
connections with the intended target audience.

Recognisable
(O)

Marketing communications that are easily
recognised and understood.

DM

Marketing communications that deliver a memorable
experience through audio, visual, or tactile means. Dat.a &
Marketing
Association

ol el
6 &0




/ Performance marketing campaigns are half as likely
to be highly creative

DMA Awards Judges Creativity Score Profile by Campaign Type

m Top Creative Quartile
m Second Creativity Quartile
m Third Creativity Quartile

m Bottom Creativity Quartile

Brand Campaigns Response Campaigns



/ Yet there is a significant effectiveness multiplier
for highly creative campaigns

Effectiveness of campaigns by creativity
score (Average no. of effects, 2021 to

2023)
1.2
0.6
Business effect multiplier 0.4
for highly creative
campaigns 01
Brand Effects Business Effects

m Bottom Creativity Quartile =~ ®m Top Creativity Quartile
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There is a
significant long-
term cost to low
creativity

The Impact of Low Creativity (Likelihood of Below Average
Creativity Campaigns to Record Effect vs Average)

-48% Customer Penetration

-43% Brand Consideration

-43% Ad Recall

Market Share Growth

o

-33% Brand Awareness

-22% Brand Trust

-16% Customer Satisfaction

-16% Purchase Intent

Brand Effects
N -9% Long Term Customer Retention

I Business Effects



Effectiveness by Sensory Experience
(number of effects)

Source: DMA Effectiveness Databank 2024

B Audio & Video
[ Outdoor and Experiential
B Tactile / Physical

Response Effects

Brand Effects

64%

64%

60%

of audio & video
campaigns rank above
average for creativity

of outdoor/experiential
campaigns rank above
average for creativity

of tactile/physical
campaigns rank above
average for creativity

Business Effects




/ Print is a channel ripe for personalisation.

Effectiveness of Personalisation
(no. of effects)

1.8

1.7

0.4 05

Response Brand Business

m All Campaigns m Personalised Campaigns
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THE CHALLENGE

The UK automotive landscape is
shifting. Consumer loyalty, once
renowned for its club like allegiance, is
fading. Expensive costs for new
vehicles combined with consistently
high interest rates mean the demand
for new vehicles has dropped by 15%
over the last month alone. And of the
buyers who are in the market, 79% are
open to switching brands.

For Lexus, who rely on loyal base this
posed a particular challenge.
Traditionally 46% of first time Lexus
purchasers go on to buy a second
Lexus. And once a customer has
bought their second Lexus, their
likelihood to repurchase again
increases to 66%.

100%

Direct Mail response rate

THE (O v e=xus CLUB DAY

THE SOLUTION

We understood our customers loved golf
with Lexus owners being 10x more likely
to be members of a golf club compared to
owners of other car brands.

Lexus, therefore, to reinforce a deeper
personal connection, created Lexus Club
Days - tailored golf experiences for those
we knew, were golf obsessed.

Tee'd off with an unforgettable invitation,
that once opened, rolled out the green
carpet to be a putting green. The perfect
practice piece for our golf mad customer.
Whilst becoming a constant branded
fixture in our customers’ homes.

highly personalised

touchpoints

i

FATE N

YOU'VE MADE THE CUT

The person who designed the

1]

You've made the cut'invitation - Geniusl!

Even my kids loved it

bespoke
events

held at luxury golf courses

THE EVENTS

This series of exclusive events, held
at prestigious golf courses across
the UK treated guests to a round
with expert advice, surrounded by
adisplay of the latest Lexus
models. Improving their driving in
more ways than one.

Whilst in the clubhouse, our
post-event emails highlighted our
long game, encouraging test drive
boekings and repeat purchases.

73%

Email open rates

THE RESULTS

The "Lexus Club Days" campaign
exceeded all expectations, achieving an
unprecedented 100% response rate to
the direct mail invitations. This
overwhelming engagement translated into
a memorable and impactful experience
for Lexus's most valued customers.

Beyond the immediate positive sentiment,
the campaign led our customers to test
driving the latest models and in total, 78
Lexus cars were purchased.

Infact, it's been so successful, more
rounds are being organised later this year.

7 Lexus cars
purchased



Roryal Society for the Prevention of Cruglty to Amimals

Your kindness gave Marley a life worth living.
Could your love for animals help save even more?
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In humanity’s
darkest hours,
money shouldn’t

Royal Mail
ECONOMY ——

matter.

MrSAB Saénple Bl.lt tOday it doeS T
1 Sample Street

Sample Town and that’s Why we
need your help.

i ith . y _
isSestacip The British Red If you have any other enquiries, please write

FUNDRAISING 1908, i a.chas 10 the comespondence address enclosed
REGULATOR ((¥recycle  foosans (sc0s, 150, il i ]

UK Office
44 Moorfields
London




Use of sunbeds before the age of 35 increases can
increase your risk of skin cancer by 60%. Despite this
they remain legal and relatively unregulated in the UK,
with 38% of people using them being unaware of the risks.

We used the law itself to show policy makers how
much damage sunbeds can do. Placed on a sunbed for
the average time an adult spends over a year, the printed
law became damaged, showing the effect it has on
people’s skin.

The process was filmed, and used to raise awareness
to the wider public of the dangers of sunbed use. Whist
encouraging them to call for change to the legislation.

The damaged law was sent to politicians, journalists
and influencers. Lobbying parliament to change the
way sunbeds are regulated in the UK.

THE

MELANOMA LAW

Showing how the law regulating sunbeds isn't worth the paper it’s written on

-8,100% 353M 226 13,000 185%

INCREASED SEARCHES FOR.
SUNBEDS SKIN CANCER

REACH PIECES OF

COVERAGE

ENGAGEMENTS
ON TIKTOK

INCREASED SEARCHES
FOR MELANOMA
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“THE MOVE COULD
SAVE LIVES®

o INDEPENDENT

“A VERY POWERFUL
PIECE OF SHORT-FILM™

STEVE BRINE MP
CHAIR HEALTH SELECT COMMITTEE





https://www.ogilvy.com/work/melanoma-law
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In a world dominated by virtual
interactions, the human touch cuts
through. Mail as a high attention
channel triggered by touch and a
sense of anticipation, provides a
unique opportunity for a brands
distinctive assets to journey
through the home, spending

days accumulating powerful

connections on the wau.
Mark Cross — JICMAIL






Boost performance and defend and grow your marketing budget

Consider . Link marketing spend to meaningful
business effects.

Harness the and test and learn to unpick what works for
your brand.

Deploy the to unlock the value of measurement and creativity
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The Code
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Research
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Great British
reativity

Customer
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Responsible
Marketing
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DMA Tabent
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Contactus

Filter / Bookmarks

DMA DMA
Data & Marketing Associations

Breaklng Government
Tables New Data Bill

The milestone Data Use and Access Bill is set 1o
“put technology and data protection st the heart of
the economy.”
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PSE Mastering Direct Mail
- A Six-Step Approach
that delivers a great ROI

In an age dominated by digital noise, making wour
marketing stand out can be a challenge. You
discovered how to cut through the clutter in our
webinar with PSE, where they showcased the
transformative power of direct mail through their
awand-wi nning s x-5tép epproach

&
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Discover how mail helps
consumer navigate the
messy middle of the
purchase journey

/ Contribute

Member directory / Search

Usmg Customer Data to
Build Loyalty in a Price-
Sensitive Market

In & market driven by rising costs, brands face the
chalienge of buiiding loyaity without resorting to
endless discounts. This article ex how this
trend stering @ loyalty crisis, 8s customers
gly chase deals over brand connection

InCreas

2% G 2008

Innovations in Mail

In modern marketing. precizsion and personalization
are vital to your sucoess, but how can you hamess
these in your direct mai campaigns?

w|

Door Drop Report 2024

When was the last time you considered Door
Drops? if it's been yeers, you're not alone — and
that's exactly why this often overiooked channel
presents a golden opportunity. in a worid of
saturated digital spaces, Door Drops offer a
refreshing way to cut through the noise and reach
your,

<
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Rachel Aldighieri

y Account | Logout

Véli]e of Creativity Report
2024

Looking to transform your marketing effectiveness?
Download our comprehensive report for detsiled
insights, case studies, and actionable
recommendations to enhance your creative
strategy

Is your obsession with
clicks costing you
growth? Why marketers
need a measurement
reset!

Measurement has always been a fundamental part
of marketing. We might ke to think it's only really
emerged in the digital era. but that's not the casa If
enything, the need for refreshed thinking on
measurement is needed now, more than ever

Sl

The Importance

of Measurement

§ Moasuroment O
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04 Sep 2004

DMA Awards 2024 -
Introduction to Innovation
for Good



Professionalising our industry

word artlst

As Al takes on more and more of the 8-5,a
" Linkedin study showed creativity is the one skill
businesses need most.

Psstl Recruiters! Have you tried art students?

Yes, art teaches ‘creativity, but it's also the best
way to learn many ‘soft skills' employers struggle
to find. Thinking on your feet, working as a team
and showing empathy can't be programmed into
amachine.Soit*sworryinnghe number of
students studying art, design and technology at
GCSE has decreased by 65% since 2010,

We're running out of creative thinkers just when
our workplaces need th
1Royal i

A\cudum
OILArts




Professionalising our industry

From Trained to
Transformed

The key to sustained growth lies not just in your marketing strategy, but in the
execution of it by a well-rounded, highly skilled team. Transform your team into
360° digital marketeers with our Digital Marketing Strategy Skills Bootcamp.

Empower them with the latest tools and insights to fuel your campaign results.
Drive innovation, improve performance, and deliver better ROI across all digital

touchpoints.

/ Virtual, live tutor-led sessions
/ From just £296, Government funds up to 90%
/ Industry recognised level 5 qualification

/ Next cohort begins: 1 November 2024

Register Your Interest

96%

of Skills Bootcampers have transformed their
skills and taken on new responsibilities

DMA Award

in Direct Mail
— Powered by Royal Mail

From crafting creative to targeting your audience
and measuring your results, this qualification will
equip you to deliver impactful, data-driven mail
campaigns seamlessly integrated with your
digital channels.

“marketreach

unleash the magic of mail
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