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LIGHTER DELIVERIES
O P E N I N G D O O R S O U T O F T H I N A I R



STRATEGY
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Royal Mail is the UK’s greenest delivery 
partner, due in part to mostly on-foot 

deliveries (by their 85,000 posties), who help
them produce half the CO2 per parcel of

their competitors.

They are the greenest delivery and 
returns company in the UK.

But nobody really knew about it!
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Establish
who is in
the DMU

Work hand in 
glove with sales to

warm up the 
audience

Make sure the 
communication 

isn’t perceived as 
being wasteful

Create cut 
through with a

time poor 
audience

Match Royal Mail 
and target brand 

ESG values for 
greatest impact
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Here’s how we created something physical... to
market something that was in fact completely

invisible. Air.
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CREATIVE

1
0



Our starting point was how to 
visualise the 50% CO2 saving.
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The boxes were 
customised to the target 

brand and highly 
sustainable, from the 
inks to the materials.
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Each box was delivered by
our very own on foot 

dancing postie.
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Reception often called the 
person down to receive the

item personally.
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Protecting the magic
of nature together

You’re on a mission to change the

course of our planet’s story –

protecting the globe for the little

ones of today who’ll become the

climate champions of tomorrow.

From sourcing sustainablematerials to

reducing waste. The final mile should 

be just as responsible.

We’re the UK’s greenest delivery

partner. Two thirds of our parcels

are delivered on foot, and our 

Parcel Collect returns are low

emission too – because we were

headed that way anyway!

This box uses plant based inks

We’re calling for our industry to be clear

with customers about the CO2 impact of

their parcels, (like we already do at Royal

Mail), so consumers and businesses can

make better, greener decisions.

To infinity and beyond

You want to make a positive impact on 

the world our children will inherit.

Your products and stories touch lives

from their earliest days, so you

understand how critical it is to cut your

CO2 impact and embrace circularity.

Imagine
this box
is fullof
CO2.
(Approx 410g worth)

This is equivalent to
every parcel Disney
currently sends.*

Open me to find out
how you could halve it.
*Royal Mail’s average emissions per parcel is 205gCO2e, which is around half the 300-500gCO2e

average of our UK competitors, based on reported CO2e per parcel.

Declan Heath
Sourcing Lead

Disney

To:

From:
Declan Breen

Strategic Business Relationships
Royal Mail

A world in balance

Your industry is changing.

Kids and parents care more than

ever about products that last,

sustainablepackagingand reducing

their carbon footprints. You’re

focusing on net zero, innovating 

low carbon fuels, reinventing your

packaging and

designing it for reuse, recycle or compost.

We’re not just leaning into the strength of

our postie power, we also have the largest

electric van fleet in the UK.

And we’re trialling low-emission tech for

heavier vehicles, overhauling our packaging to

increase recycled content and reducing single-

use items.

Our ultimate aim? To achieve net zero by

2040.

Thisbox is 100%
biodegradable

We’re safeguarding the future too,

investing £5.6 million* in local

communities and causes, including

helping the Prince’s Trust offer work

experience to young people. We help our

employees give backtoo: with a tax-

efficient payroll giving scheme to donate

to charities.

Creating moments
that matter

You are stewards for local

communities and the planet.

Disney Store and shopDisney donate

thousands of products to UK

communities every year, across 750

charities, enriching the lives of

children and ensuring no usable

product goes to waste.

*Royal Mail Environment, Social and Governance Report 2021-22

Thisbox
is fully
reusable:
turn it inside
out and
rebuild

Welcome to 50%
LIGHTER deliveries

This box contains half the CO2 of the big box
(That’s 205g,which is the average for every Royal Mail parcel)*

Thanks to our 90,000 posties delivering on-foot, our emissions per
parcel are around half those of other UK delivery carriers.

Why just offset supply chain emissions when you can remove them
altogether? Embrace a lighter carbon footprint with the UK’s

greenest delivery company.**

X
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Protecting the magic of
nature together

You’re on a mission to change the

course of our planet’s story –

protecting the globe for the little ones

of today who’ll become the climate

champions of tomorrow.

From sourcing sustainable materials to

reducing waste. The final mile should be

just as responsible.

We’re the UK’s greenest delivery

partner. Two thirds of our parcels are

delivered on foot, and our Parcel

Collect returns are low emission too –

because we were headed that way

anyway!

This box uses plant based inks

We’re calling for our industry to be clear

with customers about the CO2 impact of

their parcels, (like we already do at Royal

Mail), so consumers and businesses can

make better, greener decisions.

To infinity and beyond

You want to make a positive impact on the

world our children will inherit.

Your products and stories touch lives

from their earliest days, so you

understand how critical it is to cut your 

CO2 impact and embrace circularity.



Each box had a QR code 
linking to a dedicated landing

page, so we knew who had
scanned.
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RESULTS
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The KPI was to open as many 
doors as possible.

60% of the brands scanned the QR codes.

Royal Mail have now had meaningful contact with
100% of the target brands and booked meetings

with several.
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Three brands have already 
invited Royal Mail to tender.

Nespresso has now begun a trial with Royal
Mail worth £5m.

The sales pipeline has been valued at
£32.7m: an ROI of around 419 times the

cost of the ABM activity.
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RESULTS:
PIPELINE SNAPSHOT
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NESPRESSO

As a direct result of the ABM, 
Royal Mail have a 3-month 

collection trial.

DISNEY

Invitation to tender
next year

LEGO

In discussion

IKEA

Invited to tender in
Q2 2024

BURBERRY

In discussion

LEVI’S

Relay contract going
well, e-comm

opportunity in Q2 2024

UNIQLO

Pitched for 
Tracked Returns

DUNELM

Initial discussions led
to Invitation to 
tender in 2024

VF CORP NORTH
FACE

Expecting 
invitation to 

tender in 2024

ALLWYN

In discussion with Royal
Mail’s sister company
Parcelforce Worldwide
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“I think the whole team is impressed at the creativity and impact of the
messaging! Certainly one of the more creative proposals I have ever
received, and good messaging on the environmental side of things. It

would be great to see some pricing as well (and if Royal Mail can be as
creative with this!)”

Decision maker at Disney

“
“
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“Firstly, I would like to thank you for taking the time to come down to
our offices to deliver the parcel yourself, it is greatly appreciated. I
was able to take the box up to our floor where the team were very
impressed and appreciative of all the efforts you and your team had
gone through! We definitely will be looking into how Burberry can

hopefully use your services in the near future.”

“
“

Decision maker at Burberry
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RESULTS:
SUSTAINABILITY
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£32.7 million of new business
= 10,936,000 parcels (based on
the standard Royal Mail 48 rate

@£2.99)

Each parcel sent with Royal
Mail would create 205g of
CO2 vs 410g with another

carrier

Total saving by the pipeline 
switching to Royal Mail would

be 2,241,880kg of CO2 – almost
2.25m kilos!

Equivalent to a passenger 
taking a flight from London to

New York and back around
2270 times!

1

3

2

4
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ONE IDEA. MAKING
THE INTANGIBLE,
TANGIBLE
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REACHED A PREVIOUSLY
UNREACHABLE AUDIENCE
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HELPED SHIFT PERCEPTIONS 
AT A TRICKY TIME
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INCREDIBLE RESULTS

34



Gemma Locke, Senior Fan Engagement Manager, F1

George Stride, Business Director, Ogilvy One

Gold Winner Sport – F1 Unlocked: 

Bringing fans inside, Ogilvy and 

F1

Wednesday 1 May

#dmaawards



Ogilvy One

BRINGING FANS INSIDE



FORMULA 1 HAS EXPLODED IN POPULARITY

SINCE 2018



SUPPORTED BY AN INVESTMENT IN DIRECT 
RELATIONSHIP BUILDING

‘Season of Stories’
Newsletters

‘Fan Meet Driver’ 
Zoom Calls

F1 Wake Up Call Season Wrapped
Own a part of F1



KNOWN, OPTED-IN
FANS ARE 70%

MORE VALUABLE

FOR FANS FOR   FORMULA   1

WE CAN PROVIDE
BETTER EXPERIENCES

AND PRODUCTS

THE IMPORTANCE OF A DIRECT RELATIONSHIP
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Fandom knowledge and depth

Usage & engagement

Personality & cognitive profiles

Lifestyles

Media consumption

Direct and indirect value to F1

Racing 
Purists

Drama 
Seekers

Self-motivation

Social Motivation

UNDERSTANDING OUR FANS

MOTIVATIONS AND NEEDS
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OUR BRIEF

ACCELERATE
DATABASE GROWTH







DESIGN SYSTEM
Our design system is created from a gridded mesh to evoke the 
feeling of being inside F1. The system is made up of 3 levels.

THE GRID



Hotel Casa Del Mar



Ogilvy One
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Ogilvy One

PUTTING FANS FIRST…



Ogilvy One

… CAN TURN THEM
INTO ADVOCATES



Ogilvy One

MarTech Audit and 
Implementation

UX Audit and 
Requirements Mapping

Content Audit and Strategy
Ongoing research and 

Validation

MAPPING THE E2E FAN EXPERIENCE



Ogilvy One

Database growth 27% 
above target

33% increase
 in Opt-in rates

8/10 fan
rating overall

12% increase in
email engagement

85% increase in 
returning engagement

THE RESULTS

2023 Target 2023 Actual

2023 Database Growth
Target vs. Actual

9.2/10 fan 
rating amongst young, 

female fans

Growth attributable to
F1 Unlocked

=



Ogilvy One

SIGN UP FOR FREE



Melanie Herekar, VP Data Analytics, RAPP

Tor Tompson, Business Director, RAPP

Gold Winner Customer Journey 

and Digital Product – KFC 

Rewards Arcade, RAPP and KFC 

Wednesday 1 May

#dmaawards



DMA Gold Presentation

1st May, 2024

























2023 Results 

Slide Update

Weekly 

transactions 

up by 394%

Users are 

spending 

17.5% more

Arcade users are 

visiting KFC an 

average of 6 times in 

12m

Over 5 

million 

rewards 

redeemed







Azlan Raj, Chief Marketing Officer, dentsu

George Stride, Business Director, Ogilvy One

Tor Tompson, Business Director, RAPP

Emma Shaw, Head of Account Campaigns, Royal Mail

Panel Discussion

Wednesday 1 May
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Caroline Parkes, Chief Strategy Officer, RAPP and Chair of the DMA 

Awards Committee

Closing comments

Wednesday 1 May

#dmaawards



Key Dates 2024

Entries open – Monday 1 July

Early bird deadline – Friday 26 July 

Entries close – Friday 13 September

Late entry deadline – Friday 20 September

Shortlist Party – Thursday 10 October

DMA Awards Night – Tuesday 3 December



Judges Applications are now open and close at the end of May

Key Information



Upskill at one of our Digital Marketing Strategy or Data and 

Analytics for Marketers Skills Bootcamps.

Get essential marketing skills taught by 

//

From data strategy to omnichannel campaigns, you will learn best practice 

from the experts.

➢ Course-specific practical tips and tricks, including takeaway templates 

for implementation.

➢ A range of subject matter expert guest speakers including guidance on 

regulation.

➢ Leadership and presentation training at EVERY Skills Bootcamp.

Learn more

& book

Less than 250 employees? SAVE 90% of the course cost as it’s funded by the 

government.   Over 250? Save 70%.

top-tier practitioners



Feedback Link



Contact us

            Charlotte Quirk

         Head of Awards

         DMA

Email: awardentries@dma.org.uk

Tel: 020 7291 3362  /  020 7291 3357

mailto:awardentries@dma.org.uk
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