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thas taken years, but direct marketers
seem to be getting the message about the
need to target consumers accurately. The
| number of mailings that were disposed of
| unopened in the past 12 months was less
| than 15%, down from 21% in 2006-07,
according to the latest consumer data from
Nielsen Media Research.

Firms are also getting to grips with data
hygiene: naming errors were down from 4%
to 2.7% and address errors halved from 1% to
0.5%. As before, about two-thirds of these
errors are accounted for by prospect mailings.

Mailings from financial-services brands
again top the ‘unopened’list, accounting for
36% of the total. This is a significant increase
from last year, when the sector’s figure was
19.5%, behind charities and mail-order
companies. While the past 12 months have
become tougher for finance brands, this shift
also partly reflects the fact that the other two
sectors have raised their game — mail order

has cut its unopened rate from 30% to 24%;
that for charities fell from 34% to 22%.

Other sectors have also shown striking
improvements. Online retail brands were at
389 last year but have fallen to less than 11%,
gardening is down from 34% to 11%,and
leisure brands from 28% to 15%.

Pressure on the industry to avoid
unnecessary communication is unrelenting,
and it has some way to go before it loses its
‘junk mail’ tag. If 15% of 3bn envelopes are
being discarded unopened, thatadds up toa
lot of wasted print and postage costs.

Irrelevance remains a major problem, as
the rising number of Mailing Preference
Service registrations and Electoral Roll opt-
outs attests.‘Consumer feedback is plain:
“Send me something I'm interested in, or
shut up,” says Alan Thorpe, commercial and
operations director at G2 Data Dynamics.

Obvious errors are a turn-off to consumers
and can damage a brand. In a recent survey

Unopened mail: the worst offenders

Sector % of all % of all sector Prospect
unopened mail  mail unopened unopened (%)
1 Finance 36.24 16.83 34.68
2 Charities 23.23 2214 57.02
3 Maii order 20.06 2414 65.88
4 H; hold equi t 6.85 18.45 i 3378
5 Entertainment and media 41 1.07 69.27
6 Travel and transport 270 10.54 7089
7 Retail 1.58 2.66 56.31
8 Pharmaceutical 0.87 874 5765
9 Drink 0.81 24.88 44.65
10 Household appliances 0.80 14.66 4.46
11 Utilities 059 8.30 68.10
12 Leisure equipment 0.31 15.40 80.33
13 Motors 0.29 5.53 421
14 Gardening and agriculture 0.29 1 66.07
s 025 145 81.63
16 Cosmetics and toiletries 0.21 15.83 14.63
17 Government departments 0.18 1.85 22.22;
18 Online retail Q17 10.69 73.53
19 Household stores 015 10.66 21.59:
20 Clothing and accessories 0.0 7.69 75.0
21 Food 0.08 2.89 875
22 Supermarkets 0.07 0.8 769
23 Computers 0.05 144 50.0
24 Property 0.01 179 100.0
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‘Source: Nielsen Media Research, July 2007-June 2008
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