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( ‘ energy OO
(> helpline rice watch club

the energy switching site

Dear David,

We hope you don't mind us sending you this price watch email as you can now save £1107 by switching. It
compares the whole energy market.

To make it even sweeter, switch through this email and we will pay you up to £34 cashback too (£17/fuel).
Just click on compare & save to go to your results table online.

Let's keep on saving...

Click here to compare & save >

om: 28 Oct 2013 for G
Buckingha

Data used for comparison
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REaD Group

Post GDPR — what are consumers thinking?

Scott Logie, Director of Customer Engagement, REaD Group

ﬁ scott.logie@readgroup.co.uk , @scottlogic
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Giving brands the right to be personal
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REaD Group services

Unrivalled data ¥y Market leading

\ Data cleaning

High impact The definitive GDPR
Perf—ormﬂarketing toolkit .
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Talking the consumers’ language: Researc

The new rules of
engagement

Talking the consumers'
language: retail
infographic

DMA insight:
Customer
Engagement, focus on
travel

1337

6475
———
Customer

Engagement: Focus
on travel

Which traved brands do customer prefes?

What o

he ena the:

ok it trip with] He
about new fechnoiogies o
the latest research to find out

DMA Insight: the Bxg
Brand leaque table

Pemws DIMA sowmarct

wvow the ot popus

Talking the consumers'
language: Financial

services

‘ ' [¥]

Talking the consumaers'
language: financial
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DMA insight:
Customer
Engagement,
automotive

Large and emotionally-charged
purchases make the automotive
sector unique. They're also what
makes engagement in the industry
so challenging, Our latest
infographic expiores consumers’top
factors for choosing and engaging
with an automotive brand,
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Customer Engagement:
How to win trust and
loyalty
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DMA insight: How to
win trust and loyalty
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How do
consumers really
feel about your
loyalty scheme?

A new report from Forrester
highlights the challenge of point-

basad loyalty schemes and whether
these truly drive emotional loyalty.

<Y
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DMA insight: New
channels for
acquisition

What are the technologies and
business models that brands can
leverage when approaching an
acquisition strategy? This and more
in our latest insignts about new
channels for acquisiton.
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Are you aware of the General Data Protection Regulation (GDPR)?

Marketers

thought this
O % would be 41%!

said yes

Source: Foresight Factory/DMA Customer Engagement Research: Base: 2016 online respondents aged 16+, GB, June 2018
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Reaction to GDPR

Which of the following have you received in the last three months?

B Emails/letters/messages
from brands / companies
about updates to their
privacy policy

® Emails/letters/messages
from brands / companies
asking you to re- consent or
"opt-in" to allow them to
continue to communicate
with yo
Don't know

= None of these

| m
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Source: Foresight Factory/DMA Customer Engagement Research: Base: 2016 online respondents aged 16+, GB, June 2018

Generation' Y
Generation X
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I m Not asked
Not sure
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Marketers View

The GDPR came into force in May 2018. What impact have these new laws had on the following?

On your ability to carry out
customerengagement programmes

On publictrust in brands
and marketing

On consumer trust in how
their data is being handled

0% 10% 20% 30% 40% 50% 60% 70% 8% 90%  100%

W Disagree WM Neutral [ Agree

REaD Group
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Post GDPR

How to build long term loyalty and trust.
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Stability since 2017

100% -
| m Active loyal
80% -
m Habitual loyal
60% -
40% - Situational loyal
20% - m Active disloyal
0% -

2016 2017 2018

Source: Foresight Factory/DMA Customer Engagement Research: Base: 2016 online respondents aged 16+, GB, June 2018
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BUT! Consumers Feel Less Loyal

“| feel | am less DISAGREE

18%

companies now
Source: Foresight Factory/DMA Customer Engagement Research: Base: 2016 online respondents aged 16+, GB, June 2018

than a year ago”
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Why are people feeling less loyal?

“Why do you feel less loyal to companies and brands?” (based on open-ended answers)

Price 23%

Choice / competition 22%

Lack of trust / corporate

focus L7%
Maximising / shopping 16%
around / need to budget
Lack of reward / lack of
returned loyalty 13%
Lack of / decreasing quality / 12%

service

Bad publicity . 4%

Source: Foresight Factory/DMA Customer Engagement Research: Base: 669 online respondents who agree they are less loyal to brand than a year ago aged 16+, GB, June 2018
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Young consumers find it difficult to know They also find it difficult to know which
which brands are trustworthy marketing messages they can trust

e ==

51% 43% 52% 38%

16-24 age group 65+ age group 16-24 age group 65+ age group
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Function and Ethics

Consumers want brands to be functional:

® Y @

Value 77% Easy 75% Good service 74%

But good brand ethics are high
consumer considerations:

B N S

66% 65% 64%

Be genuine Be fair Do not lie

\

REaD Group
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So what drives loyalty?

Functional 88%

Financial 56%
CSR 55%
Brand Charisma 50%
Self-fulfilment 48%
Service 47%

Reward for Loyalty 26%

Source: Foresight Factory/DMA Customer Engagement Research: Base: 1356 online respondents aged 16+, GB, June 2018



readgroup.co.uk

A DaaS company REaD Group

Post GDPR

9

Acquiring new customers in a complex environment.
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Sources of inspiration

Q. How do you typically find out about new products and services?

TV

Online search

Family and friends
Online shopping sites

In stores
Magazines/Newspapers
Brand websites
Marketing emails
Consumer reviews
Price comparisons sites
Video websites and apps (e.g. YouTube)

Magazines/Newspaper websites or apps
Marketing messages | see on social media
Marketing messages | see when browsing online DIGITAL vs TRADITIONAL?
Outdoor advertising
Celebrities, vloggers, bloggers

None of these

Other (please specify) j§i1%

0% 20% 40% 60% 80% 100%
Source: Foresight Factory/DMA Customer Engagement Research: Base: 2016 online respondents aged 16+, GB, June 2018
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Sources of inspiration

Q. How do you typically find out about new products and services?

REaD Group

v Generation Mean number of

traditional sources

O Baby-boomers

Online search

Mean number of
digital sources

B Generation X

Online shopping sites Generation Y 15

2.1

® Millennials

Family and friends Generation X 18

2.1

In stores Baby-boomers 1.9

1.7

Video websites and apps (e.g. YouTube)
Brand websites

Marketing emails

Marketing messages | see on social media
Consumer reviews

Price comparisons sites

Celebrities, vloggers, bloggers

Outdoor advertising

Marketing messages | see when browsing online

Magazines/Newspapers
Magazines/Newspaper websites or apps
None of these

Other (please specify)

0% 20% 40% 60% 80% 100%

Source: Foresight Factory/DMA Customer Engagement Research: Base: 2016 online respondents aged 16+, GB, June 2018



A DaaS company REaD Group

I readgroup.co.uk

Preferred way of receiving messages

Q. What way do you prefer to receive marketing messages?
Rank options from most preferred to least preferred

BNET: Rank Top 4 B NET : Rank Bottom 4

100%
80%
60%
40%
20%
0%
Emalil Post Text message  Social media (e.g. Online (e.g. Face-to-face Messenger app Phone
Facebook, banner (e.g. Facebook
Instagram, Twitter) advertisements) Messenger,
WhatsApp)

Source: Foresight Factory/DMA Customer Engagement Research: Base: 2016 online respondents aged 16+, GB, June 2018
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Email is consumers’ preferred channel

Q. What way do you prefer to receive marketing messages?
Rank options from most preferred to least preferred

100% -

m Ranked top 2 B Ranked bottom 2

80% -
73%

60%

40%

23%  23%

20%

0%

Email Post Social media (e.g. Text message Online (e.g. banner Face-to-face Messenger app (e.g. Phone
Facebook, Instagram, advertisements) Facebook Messenger,
Twitter) WhatsApp)

Source: Foresight Factory/DMA Customer Engagement Research: Base: 2016 online respondents aged 16+, GB, June 2018
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Marketers are focussed on Email and Social

62%%
6.2%
41% 40%
33% 37%
30%
I I ]

Email Social media Online Face-to-face Phone Text Post Messenger app

80% -

70%

B0%

20%

40% -

30%

20%

10%

0%

Q4. Thinking abput your own organisation, which of the following channels do you currently use as part of your customer engagement programme ? Either for
customer acquisition or retention (Please select all that apply)



And over
value

Social and
under
value Post

30% -

28%
20% 7 18% 18%
16% 16%
15%
13%
11%
10% 10%
10% 2% LT
7%

5% 584

I 4%
D% T T T T T T I T 1

Social media Email Face-to-face Online Phone Text Post Messenger app

BTOP 2 BOTTOM 2

Q16 Thinking about your organisation’s customer ocquisition campaigns specifically, which of the following channels are most effective in helping you achieve
your campaign objectives? (Please rank the options from 1 meaning ‘most effective’ to 9 as least effective’)
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THANK YOU

)

REaD Group readgroup.co.uk
The Pavilion 1 Newhams Row enquiries@readgroup.co.uk
Bermondsey Street 020 7089 6400

London, SE1 3UZ
REaD Group Ltd m

REaD_Group ,
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~ Direct Mail After GDPR

JOHN WATSON WPNA

Chairman and Group Chief Executive



After GDPR...

 Limited cold data

 Limited opted-in warm data

* Internal regulatory concerns over Legitimate Interest
Usable data pools are smaller

AND THAT’S NOT ALL...




Postage costs have squeezed

ROI




‘Inside’ and ‘outside’ the envelope
2008-2018: 100k

Inside the envelope

Print, laser and enclosing cost

Letter A4

Reply Form A5

Outer Envelope C5
Reply Envelope C6
Leaflet 6pp A5 roll fold

2008 22p per pack
2018 26p per pack
+18%

Outside the envelope
Discount bulk postage
2008 15p per pack
2018 23p per pack
+53%



 The Silver Lining?




GDPR has improved targeting

Genuine opt-outs are the people least likely to respond
Quality data Is therefore more concentrated

« Mail volumes are lower, reducing postage costs, with only marginal
declines in targeting

Mailing frequency to best targets is — because of GDPR and
compliance issues — at a low point

Leaving the field clearer than it's even been

S0 you're now writing to fewer people, but they're more
interested in what you have to say...



And with the more interested consumer, it’s time to go back to
what makes mail work best of all...

* |ttells a story as no other medium can
It gives you time...it gives you space
* The more complex your story, the better mail will work

* S0 the more story you have to tell, the better the result
you'll get (more of which later!)

* Therefore the higher the value of the transaction
 Therefore the better the lifetime value



 After all, you’re paying a lot for

~ that space...




Cost Per Thousand comparison: media only cost Direct Mail v TV

Mailmark ITV Average
CPT £180/k discounted spot
rate

CPT £5.82/k




Paying more, sending less?

* The cost of reaching an audience has gone up...

* The cost of telling your story to that audience hasn't...

« But has budget pressure led to the value of the story slowly diminishing?

* Yet the story is what direct mail is all about!

« Time to redress the balance?

« Time to think more about what goes in that envelope — not just the cost of sending it?

« As the cost of reaching the audience rises, then surely it needs an even more
powerful story to make up for that cost?




" IT°S WORTH IT!
Direct Mail produces the best

- quality response in significant

- volumes...




Quality...

» Clicks are cheap to generate so the ROI usually looks good
» But conversions are low in terms of volume and value

« Typically, 35% of those clicking on a site will actually
complete a transaction

* And the ‘lifetime value’ is usually lower than with mail -
younger demographics



Why are mail responders better?

* Less impulse, more considered
* Longer dwell time

* Isolated from other media noise
* Personal

Tactile

And these days...novelty value!
.Unusual for the older generation
.Rare for the younger generation
When a letter arrives, it's important...




MYTH: People hate to see loads

- of stuff in the envelope and
~ they never read it.




Laithwaite’s mailing - control pack in UK and Australia...

W

//-T;:"":
/

Laithywaites Wine
Discovery Plan




The counter-intuitive secrets of successful direct mail...

More is good!

* More paper: there is a direct correlation between success and the amount of
paper inside the envelope.

* More story: long copy works better than short copy

* More detall: you have the time to deal with every objection, the time to
amplify every benefit, the time to explain every complication

Why does more work?



Why does ‘more’ work?

* You're sending your mail to 100 people

« A good response is 3 people out of that 100

« An_excellent response is 5 people out of that 100

* |f you want to be rich and famous, all you've got to do is turn 3 into 5...just 2 more
replies!

« So don’t worry about the 95 who won’t respond whatever you do (unless you'’re into
the brand response world!)

 Worry about the 2 extra

« See it this way, you'll throw everything at them — more not less




The only medium you can physically touch...

Give your offer a physical reality that stays in the hand

* Mostly Vouchers...
« Can be samples...
« Temporary cover notes...

Address labels...
Even physical gifts such as umbrellas, tokens, tote bags...

You can dramatise offers as with no other medium



Homeserve: The FREE pen!
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Ocado: Adding vouchers




Even free socks!

BAM
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10 things to test




1. Double mailing (follows ups can 6. Closed face envelopes
produce 50% of the original response)

7. ‘Real’ digital stamps
2. A'longer letter

8. Automated signatures in real ink
3. A double letter — one from you, one

from a third person to add credibility _ _
9. Putting the response device up

4. Adding testimonials — but real ones: front to create more urgency

Trustpilot, Feefo etc
10. Topical mailings...it's perfectly

5. Adding a physical gift — labels, tokens, possible to create and print and mail
(but probably not socks...) within 48 hours



“THE FUTURE IS BRIGHT"

" DIRECT MAIL FOR FINANCIAL
- SERVICES, MINTEL,
 WEDNESDAY 6™ MARCH

john.watson@wpnc.agency
johnwatsonsdirectmail.co.uk
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GDPR - Now the Dust Has Settled
A Client View

February 2019

By lan Trudgett
TIC Solutions



GDPR — The Uncertainty is Over But we Need to
Continue to be Vigilant

The EU General Data Protection Regulation (GDPR) was the most significant change in data
privacy regulation in 20 years.

The regulation fundamentally reshaped the way in which data is handled across every sector,
from healthcare to banking and beyond.

Fines of up to 20 million euros or 4% of turnover certainly focused the mind.

Preparation for GDPR cost the FTSE 350 companies and estimated $1.1bn.

Companies increased their DPO capability and invested heavily on systems and legal advice
to ensure compliance.

It was extremely well publicised even sporting and recreational clubs were nervous of the new
legislation and obtained their members consent to continue to communicate and market to
them.

2 TIC SOLUTIONS



GDPR — The Impact in Financial Services

The Challenges for The Financial Services Industry

>

>

Fewer data suppliers — less choice

Reduced volume of compliant data

Development in system capability and cyber security

Resource intensive and time consuming reviewing policies and processes
Ensuring auditable processes with relevant controls

Internal Implications

Being a regulated industry we were in a good place to start with, but

minor tweaks were required after a complete review.

TIC SOLUTIONS



GDPR - Its Not All Bad and Long Term Everyone
Will Benefit

The Benefits of GDPR on Marketing

» Improvement in data quality

» Relevance to consumer — They expect it

» Less wastage — Cleaner data

» No-one can hide behind a contract — Joint Client and Supplier responsibility
» Improved response rates and overall ROI

» Supplier data usage and cleansing costs have remained constant — Despite the pressures on Suppliers
to collect new compliant data

» Robust processes and controls

» Boost consumers loyalty and trust

4 TIC SOLUTIONS



GDPR - Marketing Best Practice

The Things to Consider

>

Use a reputable suppliers for prospecting activity and data enhancement for analysis purposes that are
engaged with the business

Targeting models are in place for relevant product offerings across all channels

Bespoke content in communications so that they are personalised, relevant and timely

Single Customer and Prospect views are key to success for commercial, compliant and auditable activity

Complete a balancing test, ensure you are confident that the individual’s interests do not override those
legitimate interests and document the reason why

For prospecting balance business risk appetite with recency of data, sector, product and company
consents, and third party only opt ins

Measure results for ROI, response rates, opt outs, gone-aways and complaints

5 TIC SOLUTIONS
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Upcoming The Financial Services Forum Events

« Top 10 Tips for Working with your Front Office — 14 February 2019

« London Mortgages Forum — 05 March 2019

« Does Your Brand have a Purpose? — 12 March 2019

« Navigating the hype of Artificial Intelligence and Machine Learning —

14 March

For more 2019 events go to: www.thefsforum.co.uk/events/
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