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UPDATE

The research, launched af the end of
March, was commissioned by ADMA
and conducted by Tayior Nelson Sofres
(TNSHin conjunchion with the University
of NSW. Thraugh the research, ADMA
hoped to gain greater insight mto
consuiner atlitudes and behaviour
towards direct communicatians, ohelp
dévelop best practice stralegies for (he
long lerm viability of the industry,

The ey lindings Wighlighted a sense

of frustralion amongst consumers al
the amount of irrelevant and unwanted
cantact they received from companies.
However, where il was seen as relévant
or providing a clear hanefit, consumers
were happy (o receve direcl marketing
offers. The most positive acceptance of

eMarketing Code of Practice launched

thirect marketing was found in yound.
technologicatly savvy adults.

Despite its negative “junk mail” tag,
direct mail is stitl the preferrod method
of communication for both newand
existing customers, 89% of peopie said
that they opened direct mail and 48%
said they took action whers they knew.
the organisation, More peaple look up
the offer when contacted by telephone
hawaver, despile less peopls choosing
lo-engage in telephone contact in the
lirst place,

Having an existing ralatianship with o
company was also @ major jnfluanco, as
did the sector a company gperales n,
Thase that had a relationship with an

orgamsation, or trusted the brand, were
more than wiceas likely to respond
positively to direct contact:

Having control overthe flow of
informatior from companies was

another key lactar

The majority of peaple surviyed

[70%] did nat want to ses Governmen)
Interventibn or restrictions placed an
companies, instead preferming o have
the aption to control what tevel, type and
method of marketing commutications
they regeiva

Rob Edwards, CEO of ADMA says
these lindings must be-taken on board
by companies engaging in any dicect
dialague with their customers:or
prospects:

Whilst the research indicates thera i5
still work to be done in terms of beller
targeting and building consumer trust, it
wilild appear people are more positive
dboul direct markeling lhan we are
fraditionatly led 1o believe, Their General
Behaviour supports a far more positive
view, suggesting that the term carries
mare negativity than the activily itselt"

Elontisined on fuge 4

2005 ADMA Forum programme in full
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NEWS RELEASE
Wednesday 25* May 2005

Businesses urged to communicate in the right way to attract the ‘Sophisticated New Consumer’

A recent study into consumer attitudes to direct marketing and privacy, undertaken by the Australian Direct
Marketing Assodation (ADMA) in conjunction with the University of NSW, has shown that age and
technological experience greatly impacts on a consumer’s acceptance of direct marketing.

The ADMA Consumer Insights 2005 study shows that young adults (18-29 years) do not mind companies
having, or using, their data in a targeted way and are happy to receive direct communications from companies,
especially those that they already deal with. They are considerably mote comfortable with SMS and email contact,
and are at least twice as likely as the oldet generation* to consider a direct marketing approach to be an
extension of customer service and three times more likely to consider a phone call about a special deal to be
customet service.

Young adults are also more likely to respond to communication from companies overall, especially via
phone/email and are five times more likely to purchase products and services online. This generation are twice
as likely to provide personal information in return for a special offer or discount and are two and half times
more likely to responds to emails from companies they don’t know. They are the most receptive to receiving
communications from a company that has a good reputation, or when the offer is tailored to them.

Aside From the clear age implications, the study also identified that the technologjcally savvy consumer - who
had a highly sophisticated understanding and usage of new technology — had mote control over how and when
they interacted with companies. This group were twice as likely to screen out emails from companies they didn’t
know, and are significantly more comfortable providing personal information to companies. Known as the
‘Sophisticated New Consumer’ in the ADMA study, their key attributes are:

¢ Marketing literacy — ability to deconstruct advertising so are aware of direct marketing techniques;

e Media literacy — understand the range of channels available to marketers;

o Technological sophistication — have internet at home, a PDA or cable TV, and use their mobile
phones regularly to talk and SMS;

e Asscrtiveness or Activism — they are more likely to complain or take action when unhappy about a
product or service.

Commenting on what the resulis mean for businesses, Rob Edwards, CEO of ADMA, said:

«“The ADMA consumer attitudes research cleatly shows that young consumers are mote comfortable in
providing data to organisations, as they ate more aware of the benefits this offers in terms of time management
and better customer service. They have a better understanding of the new technology entedng our market and
have less reservation about interacting with business through these channels. This shift towards a more positive
perception of direct marketing will be Further assisted by people becoming more technology savvy in their daily
lives.

Meanwhile, the Sophisticated New Consumer absolutely knows that they can control how and when they engage
directly with a company and have a good understanding of matketing and the media. This provides further good

news for the industry as this group and the future generation of young adults will be aware and willing to use
direct interaction with companies to their benefit.”

ends -
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These and other key findings from the ADMA Consumer Insights Study 2005 will be preseated at
11:45am — 12:15pm at ADMA Forum 2005, Sydney Convention & Exhibition Centre, Wednesday 25*
May 2005, Speakers are Tony Davis, Director of Quantium and member of the ADMA Research
Committee and Tristan Fahey from Long jump marketing.

For further information or to arrange an interview please contact:

Lara Shannon - ADMA Press Office
T: 03 9592 4001 M: 0415 076 015 E: lara.shannon@adma.com.au

EDITOR’S NOTES

NB * Older generation statistical references in the press release are for the 60+ age group

About ADMA

ADMA is Australia's principal body for information based marketing. Formed in 1966, ADMA has evolved to
become the nation's pre-eminent marketing association representing over 500 member organisations. A national
non-profit organisation based in Sydney, ADMA has State Branches in New South Wales, Queensland, South
Australia, Victora and Western Australia.

Supporting statistics:

Highly sophisticated new consumers were significantly more likely (compared to those with low
technological sophistication,* unless otherwise specified) to:

¢  simply delete without opening any emails received from companies/people they did not know (50%
compared to 39%)
e screen-out emails from companies they did not know (42% compared to 21%0)
o prefer email when being contacted by a company
¢ prefer personally addressed mail to their home when being contacted by government departments (71%
compared to 63%)
s classify an email informing them of new products or services as customer service (26% compared to
those without at 19%0)
e fecl comfortable with the collection of their petsonal information if :
o given the option to opt-out in first marketing communication (71% compared to 62%)
o they have the legal right, at any time, to ask the company to stop using their personal
information, and the company is legally obliged to do so (81% compared to 65%).

Young adults 18-29 years are more likely and happy to provide personal info in return for:

s 1 spedial offer or discount on a product or service: 18-29 years (41%) compared to 60+ years (22%})
e In return for faster, more efficdent service: 18-29 years (54%) compared to 60+ years (28%)
e In return for more petsonalised service: 18-29 years (51%) & 60+ years (27%)

® So they do not have to provide the details again and again: 18-29 years (48%) compared to 60+ years
(24%).

ABN 34 002 909 800 ‘
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The Age —2°* April 2005

Progress for direct marketing

A NEW study on consumer attitudes towards direct
marketing shows 74 per cent of Australians are
happy to receive “relevant and beneficial” direct
communications from organisations they know and
trust, according to the Australian Direct Ma rkeling
Assoclation. Another 90 per ceat say they're comfort-
able providing basic personal information for market-
ing purposes te companles they know.

The research, conducted by Taylor Nelson Sofres
and the University of NSW, will be used by the asso-
clatlon to develop benchmarks for the Industry.

“The positive response among young adults indl-
cates they understand the power and choices they
have when It comes to direct marketing, and careful
conslderation needs to be given 1o this when assess-
ing Lhe future leglsiative \andscape,” says associ-
ation chief executive Rob Edwards.

“However, companies must respect the con-
sumers' need for relevance, trust and controf and
tailor thelr approaches accordingly.”

ABN 14 002 909 800 l
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Sydney Morning Herald — 2" April 2005

Direct approach can pay off

A new study on consumer atlitudes towards direct marketing
shows 74 per cent of Australians are happy to recejve
“relevant and beneficial” direct communications from
organisations they know and trust, according to the Australian
Direct Marketing Association. Ninety per cent say they're
comfortable Providing basic personal information for
marketing purposes tg companies they know,

Theresearch, conducted by Tayior Nelson Sofres and the
University of NSW, will be used by the association to help
develop best-practice benchmarks for the industry,

“Whilst it is clear there is still work to be done to reduce
the amount of irrelevant and unwanted direct contact from
Companies, there js 5 very high level of engagement with well-
targeted, relevant ang beneficia approaches that respecl the
tonsumers' need for conirol," the association’s chief
executive, Robh Edwards, said. “The positive Fesponse amongst
young adults indicatesg they understand the power and
choices they have when it comes to direct marketing ang
careful consideration needs to be given to this when assessing
the future legisiative landscape, However, companies must
respect the consumers’ need for relevance, tryst and controi
- and tailor their approaches accordingly.”

ABN 34 002 509 Boo I
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Wake-up
call for
tele-pests

Kirsty Needham
Consumer Reporter

Households feel increasingly
powerdess about the amount of
telemarketing and junk mail they
are exposed to and equate direct
marketing with “intrusion, in-
vasion, bombardment, exhaustion”.

A study commissioned by the
direct-marketing industry found
that companies needed to reduce
the amount of “irrelevant and un
wanted” contact they made with
the public.

“Anything is better than some
idiot ringing me at 6 oclock when
I'm having my dinner,” said one
respendent. “I hate that.”

Researchers from Tayvlor Nelson
Sofres and the University of NSW
interviewed 1000 houscholds an

ABN 34 002 509 Son I
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Sydney Morning Herald — 1* April 2005

behalf of the Australian Direct
Miarketing Association.

“It is a wake-up call for the in-
dustry;” said the association’s chief
executive, Rob Edwards. ADMA
conducted the research because it
fears the Government will tighten
laws on direct marketing and priv-
acy and it wants to develop
guidelines for marketers.

The study found mare than half
of us don't like giving out such
simple personal information as
phone numbers and addresses,
and a third of womnen do not want
to divulge their names to
companies,

One in five women is un-
comfortable revealing her marital
status, it found.

Government departments and
banks are trusted by 52 per cent of

people to do the right thing with
their personal data, but there is less
confidence in charities (35 per cent),
telephone companies (29 per cens),
retailers (24 per cent) and entertain-
mert companies (19 per cent).
ian Consumers Associ-
ation policy officer Chades Britton
said an exemption for direct mar-
keting in the federal Privacy Act
was under review. He said the
ACA was pushing for strict and-
spam rules that apply to email to
be extended to telemarkering.
Mr Edwards said a natonal “Do
Not Call” list that consumers could
elect to sign-up for would have
fewer economic consequences
than banning unsolicited tele-
marketing. An ADMA-run “Do Not
Call” list has 190,000 names.

Telephone 02 9348 0366 Facsimile 02 9348 0856 Emall infof@adma.com.au
Office Suite 1 Level 5100 William Streel East Sydney NSW 2011 Postal PO Box 464 Kings Cross NSW 1340
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Good news for brands you can trust

Smart operations make for bright prospects, writes Rob Edwards

THE direct marketing landscape s
changed drunatically in recent years
aiied Lhis rapid evolution luoks sel to
contiue. The develupnent of new
malrkeling technologies means that
now. tnure than ever. cotnpanies need
to better understand Liow Lheir cus
tuniers or prospects fvel about direct
uhe lu une calnunication and Lheir
preferences as Lo how and when they
are contacked.

Recentily, the Austrabian  Direcet
Marketing Assovcialion undertook its
first signifreant study of consuner
attitwdes to direct marketing  and
privacy. These findings have enabled
ADMA not wunly lo assess altitiudes
and behaviour towards direct coln
municatiovns but also tu utiderstand
how businesses and consumers iy
cinhrucitip. newer marketing chan
nels such as email and naohbile SMS.

While the findings show that there
1s st1ll work to be done Lo Feduce Lhe
anwounl of irrelevant and unwanted
direct contact fromn compantes, there
ig 1 {act o very lngh level of engage
mnent with wellanned, relevant and
beneficial approaclies that  respect
the cunsuiners’ need forr control,

Crucial branding ssues are high

phted as well. 'Those consumers who
have an existing relutionship with an
wirganisaltion or trust the hradd, are
nore thah (wice as likely Lo respond
pusitively Lo direct contacl. across all
cliunnels than where there s no
existing relationshun.

Frotn this research, we have been
able tu wlentity three key hest
practice principles that companies
must adopl when nitiating  direct
cantact with thelr customers or pro
speels: relevance, trast and control,
These principles mast be apphed Lo
any direct commmunications aclivity
that a company ubdertakes to help
ensure thal we all play our part lo
proteet the long terin growtlh and
viabilhity ol direcl custuiner contact
and mdividual marketing channeks,

I should also puint cut that the most
pusitive peeeptanee of direet market
ing s tound in young, teehnolugically
savvy adults, They elearly understonte
that they have the power Lo interaet
with, and tu imluence. hrads and
businesses, As a resuil. they are inore
likely to respold to direcl contact.
They are also far more cumnfortable
with SMS and emaidi conhtact, and ware
[ese likely to See dmrect contacl as a

marketing approach, nstead viewing
iLas an extension of custolner service.

Tl ability of Lhis younger genera
tion Lo aceept and engage with the
traditional marketing channels, such
as mail and telephoane, together with
Lthe newer electronic and digital plat
forns indicales we have an exciting
tuture aliead.

Thie ADMA research {indinpgs will
be prescented in more detail at the
furtheoming ADMA  Furuin, alung
with a diverse range Of speakers and
Lapies that will shiow just how far our
industry has developed. And. as con
sumers demand a muore tallored and
targeted  approach by comnpanles.
Lhiere is no duubl the lessuns learned
will resull in o betler outcoine tor
husmesses ald conswners alike,

Rob Edwards is chief executive of the
Australian Direct Marketing
Association.

Copies of the executive summary of
the ADMA Direct Marketing and Privacy
Study can be downloaded at:
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TABLE-TOP
PROMOTIONS
Croatable Media,
a listed company
specialising in outdoor
advertising and in
particular table-top
advertising in shopping
malls, says it will
start fts expansion
into the United
States in May this
year. Through its US
subsidiary Creatable
Media, the company
will begin installing
table-top advertising
in 49 shopping centres
throughout the US,
47 of them owned by
Westfield. As part of its
push into the world's
biggest advartising
market, where $5.1
billion was spent
on “out-of-home”
advertising in 2004,
Creatabte Media says
it has already signed
a $200,000 contract
with a “major” US
movie studio, which
it declined to name.
Creatable Media was
listed on the Australian
Stock Exchange in
September last year.
For the six months to
December 31, 2004,
the company reported
a 56% increase
in sales compared
with the previous
corresponding period,
ta $1.23 millian.
But for the same
half-year it posted a
$1.94-million loss.
The company's chief
executive, Scott
Walters, says the
company will be
profitable by 2008,
SIMON LLOYD
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Surprise in the mail

Consumers hate the idea of direct marketing, but they are still curious about what is

in the envelope. By Simon Lioyd

he relationship between Australian consum-
ers and direct marketers has always been awk-
ward. But a new study has produced surprising
evidence that assumptions about consumers'
hostility towards direct mail, telemarketing
and other forms of direct communications are
wrong. Most consumers say they hate direct marketing,
but the new research shows the problem for marketers
is largely to do with perceptions rather than reality. Ask
any consumer if he or she likes direct marketing and the
answer is overwhelmingly negative. Ask the same con-
sumer about specific forms of direct communication
they receive and the response is much more positive.

The Direct Marketing and Privacy Study, commissioned
by the Australian Direct Marketing Assodation (ADMA)
and carried out by the research company Taylor Nelson
Sofres in conjunction with the School of Marketing at
the University of New South Wales, was conducted ear-
lier this year. The study, which is understood to have cost
about $200,000, surveyed 1000 Australian households
and is the biggest research project into attitudes towards
direct marketing vet done. BRW has been given exclu-
sive access to the findings.

In broad terms, the outcomnes of the study are reas-
suring for direct marketers in that the direct marketing
discipline in this country is thriving and many opportu-
nities exist for shrewd marketers to use direct techniques
as an alternative to above-the-line advertising. Executives
who helped design the study are at pains to point out
that, despite it having been commissioned by ADMA,
there was no skewing in the survey to try to ensure posi-
Hve responses.

The chief executive of the Quantium Group, Tony
Davis, a member of the research commitiee, says: “This
was definitely not a piece of research done in order to
get a good news story. There are definitely some very
positive stories in this in terms of consumers and [direct
marketing), but we were incredibly careful in polidng
this so we could do very solid, objective research ... even
if there were bad news stories coming out, they would
not be hidden.”

The big winner from the study is direct mail, the most

widely used, and oldest, form of direct marketing; 89
of consumers say they always open and read persona
addressed mail from companies.

But bad news emerges in consumer attitudes to #
overall concept of direct marketing, although the stu
concludes that the term “direct marketing” is its:
loaded. Consumers are, perhaps not surprisingly, ve
negative about receiving unsolicited communicatic

especially over the phone and by e-mail. For examp
66% of consumners say they screen out or delete e-ma
from companies they do not know.

“Consumers tend to put up instant barriers after
bad experience with direct marketing,” the report sa
“This affects the way they view direct marketing a:
whole. Top of mind they will recall their negative exj
rience as a way to describe what [direct marketing]

The term ‘direct marketing’ carries more

negativity than the activity itself.

ADMA REPORT
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rather than provide an objective description. Despite this, consum-
ers' general behaviour would support a far more positive view of
direct marketing, suggesting the term carries more negativity than
the activity itself”

The study found that 74% of consumers are happy to receive
communications from companies they deal with, and 65% are posi-
tive or at least neutral about communications from companies they
do not deal with.

There are distinct differences in attitudes between demographic
groups. People aged 18-29 are far more favourably disposed towards
direct communications than those aged 50-59. In the younger
group, 829 say they like getting direct communications from
companies they already deal with, and only 66% of 50-59-year-olds
feel the same.

The study suggests that the apparently higher acceptance of direct
marketing among younger people stems from the fact that they view

TOO DIRECT

A new study shows that consumers do

not like the term “direct marketing”, but
are surprisingly positive about getting direct
communications from companies.

Consumers want direct marketing to be

relevant and they want control over the
way they are comtacted.

Unsolicited direct marketing is the main

bughear of consumers.

Sixty-seven per cent reject phone calls

from companies they do not deal with.

The use of SMS for marketing is still

unpopular: 54% of consumers ignore
SMS calls even from companies with which
they already have a relationship.

Direct mail, provided it is personaily

addressed and is not junk mail, is the
most acceptable form of direct marketing
aMONg CONSUMErS.

Consumers want contral over their

privacy, but only 42% are aware that
there are privacy laws in place to protect
them.

AN

direct communications Jess as marketing than as an extension of
customer service. According to the study, younger people are three
times more likely than 50-59-year-olds to consider a phone call
from a company about a special deal to be a form of customer serv-
ice. Younger people are also much more comfortable using many
of the new direct-marketing methods such as e-mail and SMS.
“Communication is quick, cheap and two-way, and the out-and-about
nature of their lives, which is facilitated by technology, has lead to
blurred boundaries between when, where and how companies can
contact them. They are the always-connected generation.”

Keeping it real
None the less, there are important factors that direct marketers have
to bear in mind with their communications. One of the catchwords

81

is “relevance”, because the study showed consumers are only posi-
tively disposed towards direct communications that are relevant to
their needs and expectations.

Control is also critical. Consumers want to be able to choose for
themselves the types of direct marketing they receive. Direct market-
ers who merely foist various forms of communication on to custorn-
ers do so at their peril.

Relevance and control are particularly important in circumstances
where companies ask consumers for personal information to help
them with database profiling. The study found consumers are not as
wary of providing personal information when they know why com-
panies are asking for it, and that the consumer can stay in control of
the information provided.

Consumers feel comfortable providing certain types of personal
information, such as gendes, age and marital status, address and so
on, once they feel in control and backed up.

When consumers know they have the legal right to stop compa-
nies using their information, 68% are happy to provide it, 64% when
they have the ability to “opt out”, and 53% when they know the right
person to complain to. When all three factors are in place, 88% are
comfortable giving information.

There is also an important trade-off between giving personal data
and the relevance of direct-marketing content received in return.
Consumers want to know that in handing over their personal infor-
mation they will receive some benefit themselves — 52% expect a
real benefit in return.

The chief executive of ADMA, Rob Edwards, says the outcome
of the survey is positive for direct marketers, provided they stick to
some important guidelines. “The name ‘direct marketing’ suffers
more a5 a term in itself rather than what it actually does,” Edwards
says. “We have to accept that as a fact of life, and it is no surprise, but
the purpose of the [study] in the first place was more to understand
what people do rather than what they think.”

“If you cut to the chase, consumers want centrol, trust and rel-
evance. That is the crux from the business point of view and applies
equally where there is an existing customer relationship and where
there isn't. Existing relationships in particular cannot be taken for
granted and relevance is the Holy Grail.

“The data tools available to customers today mean there is no
excuse for sending out irrelevant material and customers are sophis-
ticated enough today to be able to see straight through ‘one-size-fits-
all communications.”

Davis agrees, He says the message to direct marketers from the
study is that if they think they can get away with slapdash direct mar-
keting, they are wrong.

“The key finding from the study is that good direct rnarketing
works extremely well,” he says. “But bad, irrelevant direct market-
ing is cost-inefficient, both in the short term as well as in the longer
term when it comnes to your brand or company's reputation with
the customer.

“[The study] also shows that as people become more familiar and
confident about using new technologies, they are becoming far less
sensitive towards privacy issues and misuse because they feel more
in control. They have the tools to ignore, switch off and reject poorly
targeted communications, so they feel they are much more in the
controlling seat than in the past.” @
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Sophisticated New Consumer

Australian businesses are urged to communicate in
the right way to attract the 'Sophisticated New
Consumer'. A recent siudy into consumer attitudes to
direct marketing and privacy. underaken by the
Australian Direct Marketing Assaciation {ADMAY in
conjunction with the University of NSW. has shown
lhat age and fechnological experience greatly
impacts on a consumer's acceplance oi direct
markeling.

The ADMA Consumer Insights 2005 study shows
that young aduits (18-29 years) da not mind
~Gompantes having. or using. their data in a targeted
way and are happy to receive direct communications
from companies, especially those that they already
deal wilh. They are considerably more comfortable
with SM3 and email contact, and are at least twice
as likely as the older generation to consider a direct
marketing approach to be an extension of customer
service and three times more likely 10 consider a
phone call about a special deal to be customer
service

Young aduits are also more likely to respond to
communication from companies overall, especially
via phonefemail and are five limes more likely to
purchase products and services online. This
generation are twice as likely to provide personal
information in return for a special offer or discount
and are two and half times more likely to responds to
emails from companies they don't know They are
the most receptive to receiving communications from
a company that has a good reputation, or when the
offer is tailored to them,

Aside from the clear age implications. the study also
identified that the technologically savvy consumer -
who had a highly sophisticated understanding and
usage of new technology - had more contral over
how and when they interacted with companies. This
group were twice as likely to screen aut emails from
companies ihey didn't know. and are significantly
more comfortable providing personal information to
companies Known as the 'Sophisticated New
Consumer’ in the ADMA study. their key attributes
are:

*  Marketing literacy - ability to deconstruct
advertising so are aware of direct marketing
technigues:

' Media hteracy - undersland the range of channels
avaiiable to marketers:

www.adma.com.au d d ma australian direct marketing association

CEO Online - 1 June 2005

> Technological sophistication - have inlernel at
home, a PDA or cable TV, and use their mobile
phones regufarly to talk and SMS;

* Asserliveness or Aclivism - they are more likely
to complain or take action when unhappy about a
product or service

Commenting on what lhe results mean for
businesses, Rob Edwards, CEQ of ADMA, said.

“The ADMA consumer aftitudes research clearly
shows that young constimers are more comfortable
in providing data to organisations. as they are more
aware of the benefits this offers in terms of time
management and befter customer service. They
have a better understanding of the new technology
eflering our market and have legs reservation about
interacting with business through these channeis
This shift towards a more positive perception of
direct marketing will be further assisted hy people
becoming more technology savvy in their daily lives

Meanwhile, the Sophisticated New Constmer
absolutely knows that the y can control how and
when they engage cirectly with a company and have
a yood understanding of marketing and the media
This provides further good news for the industry as
this group and the future generation of youna adulis
will be aware and willing to use direct interaction with
companies fo their benefit *
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Actions speak louder in DM

MARTA ‘v!l[\l\

¥ ' ew research hv Nielsen Me(hd I{esedrch and the Austrahan Direct Marketing Association (ADMA)
W shows that despite consumers’ apparent negative perceptions about direct mall—or ‘junk mail’ as

Aetions speak louder than words when
it comes Lo direct mail— nearly nine out
of 10 Australians open Lheir direct
mail —making it the most preferred
method of direct marketing commmini-
eation — and almost half responding {0
they know the organization,

Acenrding to ADMA director of legal
aned regulatory affuivs, Jodie Sangster,
consumers” attitudes do not always
reflect Lheir actions.

“I vou =ay direct marketing” to peo-
ple, their attitude &= that it i something
negative, bat if you look at what they
ilo.. . they tell us T open mail and I {ake
action on the mail 1 get’. So they may
not like the idea of direct mail—there's
i negative connolation Lo DM —but
they doact onil,” she explains,

ADMARCEO, Rob Edwards, agrees,
saying the researeh paints a bright pic-
ture for the indostry.

“TOur] research suggests consumer
behaviour supports a far more positive |
view of direct marketing than what we
ave traditionally led to believe, indieat -
ing that the term carries niore negativi-
1y than the activity itself,” he says. !

Meanwhile, Nielsen Medis Research |

says 00 of Australians=—:.7 million peo-
ple aged 15 and over—like direet mail
offers, st more than halt (3% Fof those

have bought a product through DAL

¥ many label it—most Australians do open and respond to it.

Convenienee, availability ol what's on
offer, and family invelvement wee the
direct mail, Nielsen's latest Manorama
Survey revedled.

While 28% of those in the survey
found direet mail provides wseful infor-
mation, nearly as many Australians
(319 ) helieve divect mail is intrusive as
they do informative (320,

Thix sense of ‘intrusiveness' is a sen-
timent shared by constmers in markets
aronnd the world, including the TS and
the UK, whieh have hoth responded to
constmer coneerns by implementing do-
not-call registers,

In Awmstralia, ADMA has spent the
past 18 manths lobbying the Federal
Governneng to establish a framework
for a similar do-not-call-register where
eunsuimers can opt-out of divect tele-
phone marketing lists.

Privacy Commissioner, Karen Cuartis,
has just released a d00-page privacy
repart, Laking in ADMAY recommenda-
tions for o national government-backed
donnt-cal] register, whicl will make it
llegal for any marketer to phone con-
sumers who have registered (o opl-out.

Oniy companies that are members of

ADMA adhere ta an industry do-not-

call seheme, Sangater believes the Ped-
eral Government will more than likely

kev constuner benefits and dyivers of

implement the Commissioner’s reeom

mendations and establish legislation for
a4 nakional opt-out telephope regisier
that will apply to all marketers, bring-
ingr us in line with the UK and the US.

But with the lengthy consultative
[rrovess, changes are unlikely to come
into effeet within the next six months,

“It will be no earlier than the eod of
the year” Sangster says.

And despite lohbying for a do-not-call
telephone list, ADMA does not want or
cxpect the register to extend to DM,
which it savs, is less intrusive than the
phone andg doesn't warrant regulation.
| “The do-not-call register required for
phone [marketing] is aboutl regulating
the level of intrusiveness, whervas with
direet mail, there's not the same level
of intrusiveness,” Sangster explains,

“We have suggesied Lo the Privacy
Commissioner that everyone shonld
always have the legal right to opt-out
of any direet marketing from individ-
wal companies and Lhis is something
they have taken on board and recom-
mended Lo the Government. But what
we're saying is thal consumers have the
right to opt-out of a eompany —for
example ANZ Bank—so they just opt-
out of ANZ's direet mail activities
rather than all divect mail activities.”
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7. ARCHIVES
Consumers jike relevant Search Archives: [so ‘
DM

SYDNEY: Relevance, trust
and control are the keys to
successful direct customer
coniact, according to a
study into consumer
attitudes.

SYDNEY: Relevance. trust and control are the keys to successful direct
customer contact, according to a study into consumer attitudes.

The research, commissioned by the Australian Direct Marketing
Association (ADMA). revealed that 74% of Australians are happy to receive
direct contact from organisations they know and trust as long as it is
relevant and beneficial.

It also revealed that 90% of people are comfortable with providing basic
personal information for marketing purposes to companies they know.
Respondents indicated they are more than twice as likely to respond
positively if they have an existing relationship with a company and 51% of
people said they are happy to hear from a company if they have a good
reputation.

However. 92% of respondents believe it is very important to know why the
company is requesting this information and how it will be used.

Direct mail remains the preferred method of communication with 89% of
people apening direct mail and 48% of people taking action where they
know the organisation. However, people aged 18 to 29 years were far more
comfortable with SMS and email contact, which they see as an extension of
cuslomer service.

ADMA CEQ Rob Edwards said while there was still work to be done to
reduce irrelevant and unwanted contact from advertisers, the research
proved "there is a very high level of engagement with well targeted,
reievant and beneficial approaches that respect the consumers’ need for
control”.

"This research also suggests that consumer behaviour supports a far more
positive view of direct marketing than what we are tracitionally led to
believe, indicating that the term carries more negativity than the activity
itself.” Edwards said.

ABN 34 002 909 Bo0 ,

Telephone 02 9348 0346 Facsimile 02 9368 0866 Emall infoldadma.com.au
Offlce Suite 1 Level 5100 William Street East Sydney NSW 2011 Pestal PO Box 464 Kings Cross NSW 1340



toundations to the mot-for-profic {NFP) sector — in many

wavs fundraisers were the vriginal direct marketers. Nut-
for-protits don't have shop fronts to sell their products or services,
and they have been using traditional DM channels such as mail and
telemarketing tor years.

The mayority of NFP's still rely on Jirect marketing as a significant
ineome source, and of course NFP direct marketers understood the
litetime value of the customer long betore it hecame a catch phrase
in the corporate lexicon.

Over the last Jecade there has been a lot o change in the M sec-
ror. Call centre activity has exploded as a result of lower telecoms
and operational costs, and now customer contact by telephone is
hecoming the norm — unfortunately not always an enriching experi-
ence For some. As MOre Consumers feceive more and more irrelevant
Jirect marketing approaches, they are hecominyg jaded and more
Tesistant.

[ helieve the majority of direct marketers strive to Jo the npght
thing and adhere to the guidelines ser out in the ADMA Code ot
Practce. However there are still some in both the corporate and
NED sector who bring distepute to the industry as a whole.

Many of the complamts we recenve trom people wantin to regis-
ter with the ADMA “Do Not Contact” service are generated atter an
incrense m contact from the not-tor-profie sector. On a frequent basis
the ADMA office is bombarded with callers wanting to have their
names removed from contact bists after a larpe NFD has done a

\\ 1 uch of today’s direct marketing {DM) practice uwes its

maikout.

ADMA 15 currently lobbying the Eederal Government to extend
it- "o Not Contact” Service to nationally consistent one that 1
mandated through legslation. This will give consumers the nght to
elect not to receive unsolicited telemarketing calls.

I put 1t to you that we would prefer to be in the position where per-
haps 20%-30% of the population opt-out, rather than say 2% opt in,
in the very likely event the government chooses to tollow the anti-
spam route in regulating telemarkering.

Recent research undertaken by ADMA indicates that the future s
bright for direct marketing (see accompanying table). Seventy-tour
per cent of people surveyed said they are happy fo receive relevant
and umely mformanon from a company they know and trust.

These days the low cost of data manipulation provides busines.-
es and charities with cost eftective tools ta segment Jara, so there
is every opportunity to get it right and to ensure that each contact
is relevant and welcomed by consumers. Make sure your onzanisa-
tion is one of those getting it right and the results will speak for
themselves. 1834
Rob Edwards is the chief exacutive officer of the
Australian Direct Marketing Association (ADMAL

Key findings — ADMA Consumer
Insights Study 2005

. Australians happily receive communications from
sompanies - only 8% of people surveyed said they prefarrasd
st o receive any communication.

9wt of 10 Australians are happy to provide hasic person:!
wiemation to companies Tor marketing purposes.

TOY% of Ausirotiams Wi TGl D Eeey diraci rparkeiing
CORTICTA NGOG (ATNED (A0 B atarnaeri st venice

B9% of Austabinng opren kiressa direat viail Trom
companisss andd s uness PRl A5%) mspond when ihey
know the campany,

- 18-29 yaar olds are more Iikely to respond to communication

irom companies overell, especially via phone/eman and are five
times more likely to purchase products and services onhne.

This genaration is twice as likely 10 provide personat inferma-
tion in return for a special offer or discount and are two and
half times more likely o respond 10 emails from Compamss
thay don't know.
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