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and offer relevant
products and services




Great British
Creativity




Y
DMA Awards
Shortlist 2019

/ 2019 / 2019 / 2019-
Channels Channels Channels

Best Use of Best Use of Mail Best Use of
Unaddressed Print “:—__]‘ Out of Home

B)\Y/
i A Awards

Rewardingly hard to win



/ 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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/ Engagement channel usage
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/ Consumer preference
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/ Discovery channels

TV

Online search

Family and friends

In stores

Online shopping sites

Magazines/Newspapers

Brand websites

Marketing emails

Video websites and apps (e.g. YouTube)

Price comparisons sites

Consumer reviews

Outdoor advertising

Marketing messages | see when browsing online
Magazines/Newspaper websites or apps
Marketing messages | see on social media
Podcast / radio advertising

Celebrities, vloggers, bloggers

None of these

Crowdfunding sites (e.g. Kickstarter, Indiegogo)
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/ Engagement with Mail




/ JICMAIL Insights
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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



/ Consumer preference

7%
Celebrity
Endorsement
9%
Online influencer/
viogger/YouTuber
endorsement

12%

Addressed to
me personally

@ Simple to
38% understand
Expert information
Ratings by opinions
d/ independent
_ Bran company bodies/experts
Eriend/famil Customer reviews/ reputation 16%
rienditamily testimonials
referral None of these

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



/ What good looks like




/ Cards of Acknowledgement

“ MISCARRIAGE

Cards of Acknowledgment
Acknowledging the shortest of lives
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/ The Evoque button

IF THE NEW EVOQUE IS PRESSING THE RIGHT BUTTONS,
PRESS THIS TO REQUEST A TEST DRIVE.




THE EVOQUE BUTTON

REINVENTING DIRECT MAIL
FOR A DIGITAL GENERATION

L _

Scientifically identified two
groups received a premium
experience that combined
cutting-edge data
science with a world-first,
technologically advanced
CRM experience.

[ -1

PERSONALISED
TARGETED

CHALLENGE

The test drive is a pivotal moment in converting our
audience into Evoque owners. Our audience are
bombarded by digital marketing, they know the value
of their data and they're time-poor, so unlikely to take
the time to find out how to book a test drive or
contact their nearest Land Rover Retailer. Plus,
following GDPR, less than 40% of them are
contactable by email

I THE NEW EvoGUE I8 PrESSING THE ndor R TR,
FRESS THIS 10 REGUEST A TESgR I
C‘

INSIGHT SOLUTION

We created 5,000 beautifully crafted, highly
personalised DM packs that included a replica of
Evoque’s Start / Stop engine button to put our highly
targeted audience in the drivers seat. By simply
pushing the pulsating button, our audience could
book a test drive in an instant. The button triggers an
instant confirmation email and text message followed
by a call from their local retailer to book a test drive

We realised that in an era of digital overload and
GDPR, direct mail has real cut through. However, it
lacks the immediacy that our audience crave. So we
decided to create a game-changing direct mail piece
for the digital generation; a world first that would
empower our audience to book a test drive with one
press of a button
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THE EVOQUE BUTTON Rt i

44%

RESPONSE RECEIVE. READ. PRESS.

CONFIRMATION



/ Curved cards
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/ The joy of print
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/ 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




