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A whitepaper by WARC

Driving effectiveness
with direct mail

Making a physical impact in a digital world
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Higher attention times drive superior outcomes

Visual dwell time and prompted recall
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Error bars represent standard deviation of the data and the trend line represents a linear regression fit to the data.
Sowrce: Dentsu and Lumen, Dentsu attention economy project | WARC
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7-day attention time (seconds)

arKetrez JICMAIL
Mail delivers - - Q2 2023

very extended Srect
dwell-times Mail 172 88

169 111
— 126 59
orops 11 43

Sources: Marketreach, Attention Research, Blue Yonder 2023, JICMAIL Quarterly Results, 02 2023
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Attention to mail tends to be undiluted

Q: Were you doing any of the below while looking at this piece of mail?

Solus

attention
LIS R R T RN}

Media exposure whilst looking at mail across all interactions

63%

Mo, | was Watching Talking Looking at Listening Looking
just looking TV to another my phone / totheradio/ atmy laptop/
at the piece person tablet speaker PC

of mail

LA 22 22 0 Rl Rl Rl RN AERRERARELRRRRRERRZE] ) L)
(LA E LRl RRRRRRRIRIRRIRIRERNRIRINDRERNDRRNRNZZZ]] L)

LA LR L LYYy

Base-n=2013
Souwrce: Marketreach, Attention Research, Blue Yonder 2023
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Mail can drive
significant
uplifts across
the marketing
funnel

J

All mail types Q

Awareness

65%

Consideration

16%

Intent

9o

Transaction

5%

Awareness base-n=1475 mail items.

% who do not recall receiving any other communication from the brand. Consideration, Intent and Transaction base- n=2013 mail interactions.
Consideration actions: Discussed with someone, Went online for more information, Looked up my account details, Used a tablet or smartphone.
Intent actions: Planned a purchase, Ordered a catalogue { more information, Visited sender's website, Visited senders shop [ office. Transaction
actions: Bought something, Made a payment / paid a bill, Used a voucher [ discount code.

Source: Marketreach, Attention Research, Blue Yonder 2022
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Proven outcomes

. Use Direct Mail in the media mix . AllUK cases

4704

Sales 41%

Mail is strongly
additive to the
media mix Revenue 230

Market penetration / 46%

customer gain

35%
ROI 2304
235%
Market share
Efficiency gain
271%

Profit

102

Behavioural change 0,

Arttitude change Bon
(non-profit) S5
11%
Customer loyalty 7
. 2%
Price e

Source: Driving effeciiveness with Direct Mall: Making a physical impact in 3 digltal world | WARC
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In a world
where attention

is the lifeblood
of brands...

Mail delivers very Attention to mail tends
extended dwell-times to be undiluted

Mail can drive
significant uplifts across
the marketing funnel

Mail is strongly additive
to the media mix

WARC | Advisory
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Eye SPY

<Footer>
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Attention to advertising




Attention to advertising




Key insight

Attention is selection for action

Prof. Wayne Wu, Attention (2013)




The attention funnel

Impressions that reach the
screen

‘ ‘Technically’ viewable
\ impressions (MRC)

1
1

Recall 4%

L 18 <Footer>
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Banner

Instagram

Facebook

OOH TikTok

Teads Press

Instream
Video

YouTube Mobile

TV
Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive panel)
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Banner

Instagram

Facebook

OOH TikTok

Teads Press

Instream
Video

YouTube Mobile

TV
Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive panel)



‘Technically’ viewable but not actually viewed?
Actually viewed but not ‘technically’ viewable?

Ads can be viewable but not
viewed

Ads on screen, but not
long enough to be
‘technically’ viewable’
to MRC standards (eg
100% of pixels for 2sec)

Yet these ‘non-

viewable’ ads can still
get some attention

TH»2WISION



Average viewing time changes the story

“Technically’ viewable
i ions (MRC)

Av View Time
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Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive ponel)



Combining ‘% chance of viewing' with ‘average viewing
time’ creates a single metric to compare between media

Attentive seconds per 000 (APM) e
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Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive ponel)



Combining ‘attentive seconds per 000" with ‘cost per 000
reveals the true cost of attention across media

Attentive seconds per 000 (APM) vs CPM

I APM CPM
10000 £12.00
9000 £11.00
£10.00 £10.00
8000
7000
£8.00
6000
£6.71
5000 £6.00
£5.71
4000
£4.5]
£4.00
3000 £3.72
2328
2000 £2.57
£235 £2.00
- - .
19
30" Non-skippable, Bumper, Mobile Full Page m2 Feed Video, Feed, Mobile Story, Mobile IAB Formats, IAB Formats,
Mobile Mobile Mobile Desktop
TV YouTube Mobile Press OOH Facebook Instagram Banner

I THIVISION

Attention data Sources: TV: TVision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch : Lumen studies (weighted to be consistent with passive paner)
CPM sources: Ebiquity/Fou Analytics (taken from The Challenge of Attention, 2020)



The true ‘cost of attention’
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£6.83

Full Page

Press
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£6.27 £8.34 £3.32 £4.64 £11.66 £27.04
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Mobile Mobile Desktop
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Attention data Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive paner)

CPM sources: Ebiquity/Fou Analytics (taken from The Challenge of Attention, 2020)



Attention drives recall and choice

View time and promptedrecall

View time and choice uplift
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Source: Dentsu Attention Economy project, Mobile UK controlled tests (2635)



Creative: generating an ‘unfair share’ of attention

If you have special requirements

¥ you spesk a languags other than English, tsll us when you call
and we'll arrange for an interpreter to help you.

If you'd like 1o receive this information in another format
such s large print, Braille or audio, call the British Gas Home
Energy Care Team on 0800 072 8625,

=0 If you're hard of hearing or speech impaired and use a
bl Textphone, call 18001 0800 072 8626.

Carmect a5 3t tma cf prnting, anuary 2012,
Cals fre from BF Callng Flan, Matike ana oeher peaviders’charges may wary. Cale may b manitared and/or
recardedor quality aszuranes and complance pupes

o/ 4

o

£ British Gas Trading Limited P

& Registered inEngland & Wales: No 3076711 B t h G

: Miﬁz'mam, Maid’; shead Road, Windsor, Serkshire 514 8GD rl Is as
Z britishgas.couk britishgas.co.uk Looking after your world

L 27 <Footer>



Mike Follett
ike.follett@lumen-research.com S
mike. ! . . 15-19 Bloombury Way
Managing Director London
WCIA 2TH

www.lumen-research.com
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MORE ATTENTION LEADS TO MORE RESPONSE
SO SENDING EFFECTIVE MAIL MATTERS

Mail that generates a
Low-Med attention time (0-125 seconds) W High attention time(126 seconds+) high level of attention is
61% more likely to generate
a response than mail that
generates a lower level
of attention

Sig difference

NET - Any
action

61%

L Y

% Source: Marketreach/Blue Yonder ‘Attention On Mail’ 2023; Low-med attention n=1118 interactions, high attention n= 701 interactions



THE GOOD NEWS - THERE ARE ENDLESS OPPORTUNITIES
TO CONNECT WITH YOUR AUDIENCE

Q: Once you’ve looked at or opened a piece of mail, which of the following elements/features would most likely
hold your attention?

Vouchers & promotional offers 36% I I

If it's clear and easy to read 20% Mail is incredibly diverse. You have

15-second unskippable YouTube ads
or half-page newspaper ads, but

If it's asking me to do something 25% there’s no equivalent with mail. The
world is your oyster. Because of the

variety of the medium, you can get

New products or services ' 8% four or five times more attention.

Mike Follett, Managing Director
Most i tant
Information on company activity 6% estimportan Lumen Research UK

B Other
The mail's style 3

% Source: Marketreach/Blue Yonder ‘Attention On Mail’ 2023; n=328 participants

31
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BECAUSE MAIL IS AN ATTENTION GRABBER N

A uniquely A welcome And a m

effective break in a integrated
channel digital world channel ‘
* A personal message * Physical and sensory * Astrongrolein the
* Comes into the home e Fitsinto consumers’ lives customer journey/CX
rather than interrupting e Delivers information and
* Nearly always looked at, : : : )
and demanding attention drives action
opened and returned to
 The brand in the hand * Guides online to

e Stand out impact within
the customer journey

e Trusted

purchase, donate, book,
pay, agree or attend



HOW WILL YOUR BRAND GRAB ATTENTION?

coopzow: [
FOOD AWAY : #\\

SUBWAY SUBWAY i STOREADDRESS, ADDRESS _
SUBWAY 5 ‘\

. TIMEFORA

LLOYDS BANK

SLNIOd 0SZ AOTN3
Camaasmemeun

‘SEE INSIDEFOR

SUBWAY GREAT
OFFERS‘

wnv IT°S TIME TO PICK A MATCH-WINNING SIDE... |
m guowss o)
25YEARSACO Bemed  roraro WiTHciasPees ";"'x“';‘, Paying more off your credit card is T
CHOICEIN THE HANDS OF A Q.Y 2 :
C— = 6 5 6 making a difference =n
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MADE WITH BRITISH FLOUR <l
THEN ICK FROM OUR DELIIOUS RANGEOF MEATSOR PLANT-
SASED ALTERNATIES, TOPPED WITH A CHOGE O 3 TASTY
CHFESES, T CHDICE O FRESH VEGGHES, KD FINSHED WITH A
CHOICEOF T SIGNATURE SAUCES RES—

VARIASLE COPY TO GO HERE LORESSM IPSUM DOLDDOR SIT
AMET, CONSECTETUR ADIPIS, VENENATIS FINBUS. ADIPIS ML MATCH DAY
PROIN IMPERDIET CHMODO, ADIPIS LECTET RHONCUS. PROIN A
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USE PROMOCODE FREES!
i ENJOY 250 POIN

worw cardeosts.ong uk
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o S
s =T
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108 <cam e ancooe s pommorpou

SUBWAY NOW DELIVERS. VISIT SUBWAY.COM'
TO FIND OUT IF WE DELIVER IN YOUR AREA

If you have any questions

70800 085 9139

Turn over for
more detail

€ a1 www candcosts.ong uk

In nire manths’ time we will review your scCount agsin

Plus information about
changes to shopping
and banking online

Advice and support is available

IF THE NEW EVOQUE IS PRE ING THE RIOHT BUTTONS,
PRESS THIS TO REQUEST A TEST DRIVE.

perfect moments shared

v 9
N SR /SNE . WITHE SALT & PEPPER ONE
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A client & their customers over-reliant
on a catalogue

’ A cumbersome path to purchase — 17k products,
21 depts, 800 pages. And what if - when you get to
store —it’s out of stock?!

Bulky & expensive — Toolstation & its customers
g deserved a better way to shop

© Havas 2023

36



A better way to shop — harnessing the
power of paper to drive customers
online

Break the bond between Toolstation customers
and their trade bible

Help them understand that shopping online offers
a superior experience

© Havas 2023

37
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le minutes are
he Toolstation
e right product.

© Havas 2023 38
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My Toolstation was given - & demands -

attention

Hyper personalised — 143k permutations

Seamlessly connecting offline & online

Attention-grabbing designs turn QR codes into
appealing visual guides & scream ‘short-cut’!

Heavy-duty stickers attach to wherever customers
need Toolstation most when they’re on-the-go

© Havas 2023

40



And the results are attention-grabbing!

+10%

website traffic

f1m

annualised cost saving

HAVAS

+9%

frequency

3:1

+14%

revenue per customer

4,224

trees saved annually

© Havas 2023

41
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Get essential marketing skills taught by
top-tier practitioners

Upskill your team at one of our Digital Marketing Strategy or Data
and Analytics for Marketers Skills Bootcamps.

¢

| have a newfound
confidence in my
marketing ability.

From data strategy to omnichannel campaigns—your team will learn best
practice from the experts.

» Course-specific practical tips and tricks—including takeaway templates
for implementation.

Katy Bishop
_ ontent i."-."ll' arke H ne _."'.. eaiatart

» Arange of subject matter expert guest speakers including guidance on
regulation.

» Leadership and presentation training at EVERY Skills Bootcamp.

Less than 250 employees? SAVE 90% of the course cost as it's funded by the E iy
government. Over 2507 Save 70%.

SKILLS
& dma.org.uk L|:0R |_||=EI

(@ dmatalent@dma.org.uk

SKILLS BOOTCAMPS
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