Itmelrght

e public r fons

Press Cutting: The Software Bureau
Precision Marketing
25 July 2008

20 Grosvenor Place * London * SW1X 7HN * t: 0207 201 0600 * f: 0207 201 0601




Itmelrght

News Analysis

PRECISIONMARKETING.CO.UK

[Sara Kimberley ‘
|

Top client companies, including
Amnesty International and
Help the Aged, are calling for
the industry to adopt suppres-
sion best practice — including
the launch of a new logo for
mailings — in a move that has
gained the support from indus-
try body DMA (UK).

The initiative, proposed by
The Software Bureau, aims to
make suppression best practice
an industry standard with an
accredited logo, which, in time,
will become part of the DMA
code of practice.

The scheme is designed to
clamp down on incorrect and
poorly targeted direct mail and
promote the importance of sup-
pression to enable consumers to
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see how responsible mailers are.

Amnesty database marketing
manager Nick Mason says:
“The organisations that are
mailing responsibly and going

to adequate lengths to keep
their data clean will welcome
the standard, and it will expose
those who aren’t taking sup-
pression seriously.
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“TI'm sick of seeing the whole
sector taking a battering
because of the actions of a few,
and I think a standard would
promote the importance of sup-
pression and enable consumers
to see how responsible the
majority of mailers are.

“Anything that shows the
sector is prepared to act to
improve the image of direct
mail, one of its most profitable
channels, has to be a good
thing.”

The Software Bureau client
services director Mark Dobson
says to adhere to the standard
all organisations processing
mailing data files would need to
pass an accreditation process
and the organisations responsi-
ble for initiating the campaigns
would need to demonstrate that

they wuse only accredit
bureaux.

He comments: “Direct m¢
keting has come under t
microscope like never befor
and like most sector-taintii
issues, the actions of a few t:
nish the reputations of mai
and we must act now if th
valuable channel is to |
saved.”

The DMA has welcomed t]
move and believes suppressi(
best practice would be good f
the industry.

DMA director of consum
services Mike Lordan say
“There is a need for a suppre
sion best practice and some sa
of kitemark for environment
factors, as well as data prote
tion issues. It is definitely som
thing we’ll consider.”




