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Data
with
green
labels

[f you had gone looking for advice on how to
fnake direct marketing more environmentally-
friendly five years ago in 2003, you might have
un into Pat Cash. Through his involvement with
he Australia-based cause Planet Ark and its tie-
Jip with the UK'’s Direct Marketing Association
DMA), he became the unlikely face of greener
irect marketing for a while.

Behind that somewhat bizarre strategy lay the
promotion by the DMA of greater use of
puppression data. Having recently signed up to a
oluntary producer's agreement with Defra

hich pledged to reduce the volume of direct
[nail going into landfill, the Association
dentified the removal of deceaseds and
poneaways as a primary mechanism.

To some extent, it was right. Usage of
buppression data has risen, with two-thirds of
ampaigns screening out known decayed
ecords. Combined with improvements in
argeting, the initiative helped the industry to
crape through its first recycling target.

There was one notable absence in this plan,
owever. Not even Cash'’s popularity could
ersuade consumers that direct mail users were
eing green through this approach. Like trying
0 prove a negative, consumers still see much of
he mail they receive as junk and put it straight
Into the waste bin.

Dislike over-rules determination to recycle,
[vith the likely result that the next target for the
Industry will be missed, and by a wide mark. So
s there anything else that data users can do to
flemonstrate their positive actions? Is there a
eed for some kind of consumer-facing label for
ata and, if so, could the new Publicly Available
tandard (PAS 2020) for greener direct marketing
e the solution?

“At this point, clients are not getting any
enefit, although they are not really engaged fully
nough in the environmental issue,” argues Fiona
weeney, industry strategist at Acxiom, which is

lead partner in the development of the PAS.
Big manufacturers are very conscious of their
lesponsibilities, but they have not yet followed

Data Quality

Perhaps unsurprisingly, the green lobby has
never looked too kindly on the direct marketing
industry. However, embracing suppression data
will help the industry boost its green credentials

that down to what they do with direct mail.”

She believes that the PAS will have an effect
over time, but that awareness and
understanding at the moment is still at a low
level. If data users are not yet sure what they get
out of a new, greener way of working, then it is
unlikely that consumers will be any wiser.

“We need more awareness of what it means,
how it should be implemented and, in my
personal view, how it translates into a benefit for
the consumer,” says Sweeney. Like any other new
product or service, the PAS needs to be marketed
so that consumers understand what it means and
associate it with companies that are executing
their environmental policies from top to bottom.

“Our position is that it is very critical for us as
an organisation that we get the message into the
marketplace. It is all about the survival of the
direct marketing business,"” says Sweeney.

Among data owners especially, there is a
sense that the Cash-led initiative to improve

targeting and suppression was actually a
success. The challenge now is to convert what
has been an inwardly-focused strategy into an
externally-directed one.

“What we say is that we recognise as an
industry the amount of wasted mail and that we
have done well to promote the ethics of being
green. Clients understand what suppression
does and the processes they need to go through
to ensure their data is accurate and up-to-date,”
says David Green, head of business development
at GB Group.

The arguments in favour of doing the right
thing have been easy to make to clients —
improved response rate and return on
investment. The next phase involves a more
sophisticated thought process which translates
policies into practices in a visible way.

“We are starting to work with clients, especially
charities, who have got an environmental policy
they want to adhere to. The challenge is that, )

precisionmarketing.co.uk | October 2008 | Precision Marketing | 25




Itmelight







