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Wednesday 1 May
#dmaawards

Welcome

Caroline Parkes, Chief Strategy Officer, RAPP and Chair of the DMA
Awards Committee
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Grand Prix Winner — Lighter
Deliveries, The Creative
Consultancy and Royal Mall

Emma Shaw, Head of Account Campaigns, Royal Mall
Dean Chillmaid, Senior Art Director, The Creative Consultancy

Teresa Sullivan, Founder, The Creative Consultancy
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LIGHTER DELIVERIES



g
STRATEGY



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 CO?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 Make sure the
glove with sales to communication
warm up the isn’t perceived as

audience being wasteful

@ The Creative Consultancy

Create cut
through with a
time poor
audience

Match Royal Mail
and target brand
ESG values for
greatest impact



Here’s how we created something physical... to
market something that was in fact completely
invisible. Air.



CREATIVE



Our starting point was how to
visualise the 50% CO2 saving.



SUSTAINABLE LUXURY,

www.carbunba\nnccdprim.com
CBP2246










Imagine
this box
is full of
CO2.

(Approx 410g worth)

This is equivalent
to every parcel
Burberry sends’

Open me to find out
how you could halve it.




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
parcel are around half those of other UK delivery carriers.

t supply chain emissions when you can ;umovo
r? Embroce o lighter carbon footp the
greenest dellvery company.**

cuj The Creative Consultancy
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- This is equivalent to ¥
~every parcel Disney ¥
- currently sends.”

Protecting the magic
of nature together

Youre on a mission to change  the
course of our planet’s story —
protectingthe lobe for thelite

es of today who/ll become the
climate champlons o torarrow.

From sourcing sustanable materidls  to
reducingwaste, The final mile  should
be just as responsibe.

A world in balance

Your industry is.
Kids and parents care more than

ever about products thatast,
sustainablepackagingand _ reducing
their carbonfoatprits.  You'e
focusing on net zer0,  nnovating

low carbonfuss,  reinventing your
packagingand

designingit for reuse, recyce or compost,

We're not just leaninginto the strength  of

e rhauling our packaging  to
increase recycled content and reducing  single-

Welcome to 50%
LIGHTER deliveries

" This boxcontains half the €02 of the big box
(That's 205g, which is the average for every Royal Mail parcel)

/000 posties delivering on-foot, our emissions
round haf those of other UK delivery carr

Creating moments
that matter

Youare stewards forfocal
commnities and the planet.

Disney Store andshopDiney donate.
thousands o products to UK
communiies every year, across 750
charite, enviching the fves  of
chidrenandensuringno  usable
product goes to vaste.

To infinity and beyond

You want to make a positive impact  on
the world our children willnherkt.

Your productsandstories touch  ives
from theirearlet days, 0 you
understand how crtcal s o cut your
€02 impactand embrace crcurty.

[ R er——




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!

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.

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.

o This box uses plant based inks
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Burberry should offer

more €

co-friendly deliveries

-1 think all fashion brands
shou\d. \ definitely think
it’s the way 10 9o.

b
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Hannabh, Burberry shopper

§ your customers:
Ahin!

ear
1o sut\u\nuh\e \uxurys

about Yo

@ The Creative Consultancy

. E.ach box had a QR code
linking to a dedicated landing
page, so we knew who had
scanned.

19
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RESULTS



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.



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 ROl of around 419 times the
cost of the ABM activity.



RESULTS:
PIPELINE SNAPSHOT



NESPRESSO UNIQLO

DISNEY IKEA LEVI’S DUNELM

LEGO BURBERRY ALLWYN vecore NORTH
FACE



“I think the whole team is impressed at the creativity and impact of the
messaging! Certainly one of the more creative proposals | 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

@ The Creative Consultancy
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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. |
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

@ The Creative Consultancy
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RESULTS:
SUSTAINABILITY



£32.7 million of new business
= 10,936,000 parcels (based on
the standard Royal Mail 48 rate
@£2.99)

3

Total saving by the pipeline
switching to Royal Mail would
be 2,241,880kg of CO?— almost

2.25m kilos!

2

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

carrier

4

Equivalent to a passenger
taking a flight from London to
New York and back around
2270 times!

@ The Creative Consultancy
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@ The Creative Consultancy
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WHYTHISIS Grand Prix
WINNING WORK?



4

./
St

3
1 388 - i | :i \\ | MIS3S
1] | | = O YA ~ - NI incIm

ONE IDEA. MAKING
THE INTANGIBLE,
TANGIBLE

The Creative Consultancy 31
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REACHED A PREVIOUSLY
UNREACHABLE AUDIENCE



HELPED SHIFT PERCEPTIONS
AT A TRICKY TIME

@ The Creative Consultancy 33
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Gold Winner Sport — F1 Unlocked:
Bringing fans inside, Ogilvy and
F1

Gemma Locke, Senior Fan Engagement Manager, F1

George Stride, Business Director, Ogilvy One

DM
sz A Awards
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BRINGING FANS INSIDE

Ogilvy One |



FORMULA 1 HAS EXPLODED IN POPULARITY
SINCE 2018
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Fast Fashion: Formula 1 1s

Formula 1: Las Vegas to host The Soorts World's Most
grand prix from 2023 - third FORMU Lk l © @?yuzh genf .
yearly race in United States DRIVE TO SURVIVE

CHA Mandi 202 M Comrweia _;-._
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By Andrew Benson
Zhief Floaia

Odilvy One



SUPPORTED BY AN INVESTMENT IN DIRECT
RELATIONSHIP BUILDING

.7

_—‘ C—— ]
‘Season of Stories’ ‘Fan Meet Driver’ F1 Wake Up Call Season Wrapped
Newsletters Zoom Calls Own a part of F1

Odilvy One ‘



THE IMPORTANCE OF A DIRECT RELATIONSHIP

ROIRIFAINS FORMIULA 1.
WE CAN PROVIDE KNOWN, OPTED-IN
BETTER EXPERIENCES FANS ARE 70%
AND PRODUCTS MORE VALUABLE

Odilvy One ‘



WHO ARE OUR FANS?

Odilvy One ‘



UNDERSTANDING OUR FANS
MOTIVATIONS AND NEEDS

Fandom knowledge and depth Social Motivation
LA
Usage & engagement P ?f"‘, v 5}’%

Personality & cognitive profiles

DIEINE!

Lifestyles Seekers

Media consumption

Direct and indirect value to F1

Self-motivation

Odilvy One ‘



CURIERIER
ACCELERATE
DATABASE GROWTH

Odilvy One ‘
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MONEY-
CANT-BUY

Odilvy One



DESIGN SYSTEM

THE GRID

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.

Level 1 Level 2 Level 3
2D grid 3D grid 4D grid

Odilvy One ‘
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LAUNCH FILM

KEY TO THE GRAND
PRIXWINNER'S PACK

MONEY-CAN'T BUY-EXPERIENCES
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PUTTING FANS FIRST...
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... CAN TURN THEM
INTO ADVOCATES

Fiffi o
wing t an renF1
at's tha winning farmula! Excited to see the cantinued success with
McLaren! #F1Unlocked

SR Tl " il 445
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Ten months, 24 nuble headers, three triple haaders &

Find out how the drivers are keeping fit for their toughest endurance
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MAPPING THE E2E FAN EXPERIENCE

A=Y UNLODCKED Nultichannel Fan Experience
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Odilvy One ‘



2023 Database Growth
Target vs. Actual

2023 Target 2023 Actual

Growth attributable to
F1 Unlocked

THE RESULTS

Database growth 27%
above target

8/10 fan
rating overall

12% increase in
email engagement

Odilvy One ‘

33% increase
in Opt-in rates

9.2/10 fan
rating amongst young,
female fans

85% increase in
returning engagement



SIGN UP FOR FREE
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Gold Winner Customer Journey
and Digital Product — KFC
Rewards Arcade, RAPP and KFC

Melanie Herekar, VP Data Analytics, RAPP

Tor Tompson, Business Director, RAPP

DM
s A Awards



KFC | RAPP'I

REWARDS

DMA Gold Presentation

1st May, 2024



- Colonel Sanders
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TRANSACTIONAL POINTS PROGRAMMES
DOMINATE THE QSR CATEGORY

Domino’s

LOYALTY CARD
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SECRET INGREDIENTS T0 OUR REWARDS PROGRAMME



3 SECRET INGREDIEHTS T0 UR REWARDS PROGRAMME

| WANT
MORE

CHICKEN
NOW

Present Bias

Instant Dopamine

Gratification Hits




3 SECRET INGREDIEHTS T0 UR REWARDS PROGRAMME

IM_
EXCITED

WHAT’S

NEXT

Intermittent ___
Variable Rewards =

Unpredictable Consistent

experience motivation




3 SECRET INGREDIEHTS T0 UR REWARDS PROGRAMME

| WANT

TO

PLAY

Gamification ——

Engaged Rewarding

customers experience
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AT THEEND OF Q3,
KFC UK REPORTED

THE HIGHEST APP
ENGAGEMENT

EVER

FOR THE BRAND ACROSS EUROPE
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USERS ARE VISITING
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THANK YOU

KFC | RAPPHI




Panel Discussion

Azlan Raj, Chief Marketing Officer, dentsu
George Stride, Business Director, Ogilvy One
Tor Tompson, Business Director, RAPP

Emma Shaw, Head of Account Campaigns, Royal Mall

Wednesday 1 May
#dmaawards
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Closing comments

Caroline Parkes, Chief Strategy Officer, RAPP and Chair of the DMA
Awards Committee

DM
i A Awards



/ 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



/ Key Information

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



/ Get essential marketing skills taught by
top-tier practitioners

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

()

| have a newfound
confidence in my

From data strategy to omnichannel campaigns, you will learn best practice
from the experts.

marketing ability.

Katy Bishop
Content Marketing Asslstant

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

> géirllgt?o(r)]f subject matter expert guest speakers including guidance on HLLS muy

» Leadership and presentation training at EVERY Skills Bootcamp.

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

& dma.org.uk SE:JL;'?JFE
(@ dmatalent@dma.org.uk SKILLS BOOTCAMPS




/ Feedback Link




/ Contact us

Charlotte Quirk
Head of Awards

§ . Dwa

Email: awardentries@dma.orqg.uk

Tel: 020 7291 3362 / 020 7291 3357


mailto:awardentries@dma.org.uk
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