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Despite mixed economic indicators, Direct
Mail showed resilience and innovation.

Welcome to our first edition of mailpixnews for 2010, in which we review Direct Mail advertising activity in
the 12 months to September 2009. This was a period which saw a mixture of declining consumer
confidence in late 2008 and a slowly improving economic recovery as the third quarter of 2010 unfolded.

In reviewing all sectors of Direct Mail activity over this
turbulent 12 month period, and despite a downturn in

marketing budgets generally, many strong brands like Myer e
and Foxtel continued or increased their advertising
substantially. YOU'VE GOT MAIL
[ s the scvriring vector Battmed o for » bumgy e Direc Mail marbeters dimovie.

However, as was the case in all main media, several of the
more exposed categories in Direct Mail (Financial and
Communications) pulled back their sales and new
acquisition advertising, choosing to focus their efforts on
customer retention activity while waiting out the storm.

Based on MailPix reports to September 2009, it appears
that many proactive marketers were developing a range of
different campaigns to attract attention and business from
existing and potential customers. This is evidenced in the
fact that the number of individual campaigns slipped by
only 5% YOY, when overall main media activity declined by
just under 10%.

Identifying Direct Mail's unique accountability benefits,
these marketers were leveraging the more finite targeting
of Direct Mail to develop a range of creative
communications options.

In this issue we review some of the more innovative Included in this issue is an article which appeared in
creative campaigns. the current issue of Professional Marketing.
We hope you the insights included in our mailpixnews Presented in cooperation with The Nielsen Company,
newsletter of value and relevance to your business. You've Got Mail reviewed the latest advertising

] trends and consumers’ attitudes to Direct Mail.
Peter Cornelius

Managing Director

DID YOU KNOW THAT?

In the 12 months period to September 2009, an estimated:

¢ $8.76 billion was invested in main media advertising

e $255 million was spent on consumer mail postage in 2008/09

e 377.5 million consumer mail packs were delivered

¢ 33,863 different mail campaigns were recorded

e The Top seven Finance advertisers cutback mail activity to finish
19% down on volumes YOY

e Three of the top 10 Categories; Retail, Travel and Entertainment
all increased their number of Campaigns

Need to know more about activity in Direct Mail and other Media?
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Snapshots of Direct Mail in the 12 months to September 2009
Although the economy was already showing positive signs of a recovery by the 3" quarter of 2009,
the advertising sector was lagging behind the upward trend. One positive note within Direct Mail
was a renewed focus on different campaigns, which suggests that marketers were testing and
refining campaigns as well as more accurately targeting creative communications. With volumes
down in the depressed Finance sector (the largest Direct Mail Category), the Credit Card category
recorded a strong shift in 2009 to customer retention through loyalty promotions.

Top 10 DM Categories share of est. 377.5 Million Mailers.
Source: Nielsen MailPix Oct '08 to Sep'09
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Who’s talking to
your customers via
Direct Mail?

In a tough business climate your
need is even greater to review
what your competitors are
communicating; and how they are
targeting your customers through
Direct Mail campaigns. Discover
how MailPix can assist your
strategic marketing activities by
contacting The Nielsen Company:
lan Renshaw (02) 8873 7139 or:
lan.Renshaw@Nielsen.com

Source: Nielsen MailPix - 12 months to Sep. 2009
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Individual Direct Mail Campaigns finished just 5% down YOY
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More on DM trends on page 5 - “You’ve got mail” article from Professional Marketing magazine
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