
Rachel Aldighieri, 

Managing Director, DMA

@RachAldighieri   @DMA_UK 

Creativity + Tactility 

= Engagement



The Data & Marketing Association







The power of touch



“The sensory nature of print outperforms 

digital by some distance in landing and 

embedding key messages, and in long 

term brand building.”

Dr Andy Myers



Evaluating effectiveness
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Channels of Engagement



68%

62%

41% 40%

33% 32%
30%

17%

0%

20%

40%

60%

80%

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

Engagement channel usage

Source: DMA – ‘Customer Engagement: Marketers’ view 2018’



Phone

7%

Online

26%

Text

18%

Consumer preference

Source: DMA – ‘Customer Engagement: Acquisition & the Consumer Mindset 2019’

Email

69%

Post

36%

Social media

22%

Face-to-Face

16%

Messenger 

app

6%



Discovery channels

Source: DMA – ‘Customer Engagement: Acquisition & the Consumer Mindset 2019’
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Engagement with Mail



JICMAIL Insights

Source: JICMAIL Item Data, Q1 2019
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Engaging content



Drivers for engagement
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Declining loyalty
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“A brand without trust is a product, and 

advertising without trust is just noise. Trust is 

the key thing we need to engage with.”

Keith Weed, Former CMO, Unilever and 

President of the Advertising Association
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What good looks like 



Cards of Acknowledgement



The Evoque button





Curved cards



The joy of print



In summary

Customer first, always

Embrace print’s ability to connect

Harness the power of creativity

Balance short term gains with long term brand building

Champion the role that print can play in building trust



Thank you


