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Snail Mail Strikes Back 

T HE SHl}1 fa fancy technologies and the growth in c-mail has had 

a ma jo r impact on the communica tions med ium now known as 

sna il ma il. But snai l ma il is fighting back. It ma y be slow, goes the 

refrain , but it ca n de live r effec tive marketing results. 

Th is fight back, in w hich the Unive rsal Pos ml Un ion (UPU), a 

branch o f the United Nations, is playing a majo r ro le, w ill yield 

ma jor benefits for the tra vel and ro uriSIll inclustf)'. 

Effectively, the wo rld 's posta l services rca lise that unl ess rhey 

become morc reli able, affo rdable and cusromer-oricnrcd, imp rove 

se rvice qua lity, adapt ro new technologies ~tnd del iver lerrcrs and 

pnrccls punctua lly a nd at va ill e- fo r-money prices, they will di e at 

the ha nds o f e-mail and courier compan ies . T hi s will affecr 

thousands of posra l jobs and governmem revenues worldwide. 

Ar irs ann ual convemion in Beijing in 1999, the UPU adopted 

a fighr back strategy ro conve rr posta l services from protected 

government rl gencies imo competiti ve customer-o ri ented 

businesses. Since then, it has been in sea rch o f customers who need 

to use postal se rvices on rl regula r basis. O ne obvious choice: Direct 

markerers who are almost '100 percent reliam o n pOSt and whose 

liveli hoods a re also threa rened by adva ncing technologies and 

delivery se rvices . 

Tmvel a nd touri sm com pa nies are reported to be 

the third largest use rs o f direc r ma rketing, a fter ch:Hiti es 

a nd financial serv ices (insura nce, ba nking, credit card 

companies) , acco rding to the marketing group Euro RSCG, a unit 

of rhe global comm unicatio ns gia m H avas. Associa t io ns, 

a irlines, horel gro ups and man y other industry playe rs rely on 

direct markering and postal services to deliver everythi ng fro m 

newslerrers and frequem flyer updates to tOur brochures and 

tactica l promotio nal lea flets. 

Hence, direct marketers are marketing themsel ves ro the tra vel 

and to urism industry, and are also wo rking wirh postal services fO 

improve the qua lity of t heir products and se rvices . T hey also sense 

that rechno-fat igue is serring in as consumers are blasted by 

marketing messages over their mo bile phones and via e-mail. 

Viruses and spam are worsening this problem which is also ra ising 

serious questions a bout pri vacy isslles. 

So, it's back to snai l mai1. 

Resea rchers claim that letters del ive r far more accurate resu lrs. 

T here is a certain charm abo ut receiving personable, well-wrirren 

:lnd superbl y des igned letters with exq uisite photographs. It is 

cla imed that peo ple still respond best to persona lised letters 

conta ining the right message about the right product deli vered to 

the right person at the right rime. 

Postal services sea rch, as do direct marketers and the travel and 

tourism industry, for morc cost-effective revenue strea ms - each 

from their own di ffe rem perspective . Any medi um that C:l ll delive r 

a berrer bang for the buck is a potenti al win-win s itua ti on. 

Changes in the W orld of Direct Mail 

Direct ma il is compet ing aga inst a bro:ld va riety o f message­

del ivery mech:lni sms. These include fax, e-mai l, SMS, 

telemarketing, \X!eb sites, news letters, sa les ca ll s, video-con fe rence, 

voice mail , PDA, etc. 

Accord ing to the Direct M arketing Assoc i:l tion o f Sing:l pore, 

d irect mail began as a mass-deli very medium that la ter beg:ln 

focllsing on 10}':l lry as cri tical to success. Today, direct ma rketers 

say, it's a ll about kn owing the cuStomers better than anyone el se. 

Direct ma rketi ng gurus nOte that 20 percent of custOmers 

generate 80 percent of rhe business for most comp:lnies. Over 70 

percent o f a company's business is repe:lt business . Moreove r, 

incre:lsing customer retentio n by as lirrle as 5 percent C:ln result in 

an increase in profit:lbili ty o f 25- I 00 percent. 

G urus also note that people pay mo re a ttemio n to those who 

enterrai n relat ionships wi th them - the close r the relat ionshi p, the 

close r rhe attemion. To build :l rebtionship, the seller has to know 

how to find that person, :lnd know something about that person. 

Hence, the dri ve among direct marketers is to convert dara into 

knowledge thro ugh w hat is kn own as 'dara hygiene' (cleaning up of 

data bases) , cll stomer segmemarion :lnd profiling ro help cl ients 

acqui re/rera in customers as well :lS up-sel1 and cross-sel l. 

However, d irect markerers say they face seve ral challenges. 

These include: 

Lack of awareness about direct mai l benefirs 

• Limited financia l incenti ves fo r adve rtising agencies to use 

d irect mail 

• Little information on consumer preferences 
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Inconvenient order process ing o pera tio ns 

Understanding customs, tariff, regulations 

Security of coments 

• Late de li veri es, dnmagcd merchandise 

Consumer relucrance ro purchase by I11ni l o rcle r 

Lack of address lists and support systems 

• Increased privacy laws 

• Inefficient fulfilment operations 

• Unreliable postnl del ive ry systems. 

At least some of these chnllenges in vo lve upgrad ing the qual ity 

of postnl services. That, too, is happening. 

The Worldwide Post a l N etwork 

Posml services wo rldwide know they arc sitting o n a unique set o f 

assets - uni versa l cove rage with mo re than 700,000 postal offices, 

fu ll service capacity, a trained workforce :lnd prime locations. 

Accordi ng ro the Un iversal Postal Union , this d istr ibution ::lIld 

delivery mecha nism o nl ), needs ro be fine-tu ll ed in line with market 

trends and the requirements of cusromers. 

In additi on ro JU St letrers, for example, the growth in 

transactions via the Internet is providing new business for posrnl 

services; products ordered over the Internet can be del ive red via the 

post. More and mo re posts arc also providing Internet services 

through the ir own o url ets b)' setting up Internet cafes o r kiosks in 

pOSt office lobbies. 

The growing digita l di vide between developed and developing 

countries, between rich and poo r, means tha t the physica l mail 

netwo rk remains indispensable ro a very large part o f the world's 

population who have access to posta l services, but ro whom 

electronic communication is still ve ry limited o r not avai lable at all. 

According to UPU postal statistics for 200 J: 
More than 1.2 billion letters are posted each da y fo r delivery 

inside national borders. T his means 437 bill ion domestic 

letters per yea r. T he US accounts for the la rgest domestic 

letter-post traffic, abom 200 bill ion items per year. The 

country with the smallest domestic lerrer pOSt tra ffic is 

Na uru with 350 items pe r year. 

• Each day, d ose ro 20 mi ll ion leners are sent beyond national 

borders, or about 7.4 billion internation:ll items annually. 

• In 200 I, people wo rldwide sent an average of 73 letter-post 

items per person. In developed countries, the number of 

letters per person per yea r exceeds 400 wh ilc the ave rage in 

develo ping couT1fries is on ly 16. Americans and Swiss scm 

the most letters per person in 200 I (a bout 700), fo ll owed 

by the No rwegians and Germans with an :lveragc of 500 

letters. In Alb:lnia, Cuba and Kaza khstan, people send 

an average o f only o ne letter per yea r. 

More than 4.8 bill io n parcels were sent by post in 

200 1, representing some 13 million pnrcels per da y, 

• In 2001 , postal services emplo yed more than five mill ion 

people, making the post o ne of the largest employers in the 

world. The US has the largest postal workforce with 

89 1,000 employees, fo llowed by India with nea rl y 

600,000. T he postal :ldministration of Norfo lk Island 

has on ly six employees ro serve its 3,000 inhabitan ts. 

The Direct Mai l Advisory Board 

To stimu late growth o f direct m:l ii, the UPU (eccm ly set lip a 

Oireer Mai l Adviso ry Board (OMAB), Compriscd o f direct 

marketing associations, industry leaders and posta l executives 

worldwide, the DM.AB prov ides a forum for sharing cre:ltive 

Ill :lrketing ideas, problem reso lutio n, tec hnica l advi ce, 

ex perience and informatio n. 

It has a strong educationa l foclls and offers expertise [ 0 

improve address managemenr, qua lity of direct mai l services 

and development o f products and pricing strategies. T his is 

done by wo rking with specific posta l admi nistrations as wel l as 

by orga ni sing regional direct mai l workshops. The OMAB also 

helps the postal services of developing countries to improve 

their infrastructure for direct mail marketing. 

The DMAB recentl y did its OW I1 globa l research study 

abo ut the reach and ndva nrages of direct mni1. It examined over 

100 va riables o f direct mail marker dara in 209 counrries and 

tcrrirories, focusing o n such ke), arcas as each nario n's cconom y, 

infrastructure, demographics and culture, toral advertising 

ex penditures and trends in direct mail development. 

The study claimed rhar heightened direcr marketing 

expenditures would substantia lly increase emplo)'ment and 

sales (Charts I and 2). 

Chart 1: Po tential Direct Marke ting Estima tes by Regio n 2005 

Region Employment Ex pcnditures Sa les 
(Millions) (Billi ons) (Billions) 

Nonh America 22.0 $ 16 1.5 $1,26 1.0 
\'('estern Europe 21.6 $158. 1 $1,234.4 
Pacific Rim 19.0 $ 138.8 $ 1,084.2 
Middle East & Asian 
Subcontinent 3.8 $27.5 $2 15.0 
Sou th America 2.9 $2 1.1 $165.2 
E. Europe/Central Asia 2.4 5 17.8 $ 139.4 
Sub-Sahara 0.9 $6.4 $50. 1 
Tmal 72,6 553 1.2 54,149.3 
SOl/rce: Study dOlle {or Ilu' UJI U by Arlbllr D Little 

Chan 2: Poten ti al Direct Marketing Estimates Worldwide 2005 
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The srudy showed that in regions like Asia Pacifi c and the 

Middle East, direct mail is in the earl y stages of development 

(Chart 3), indica ting potemial for explosive growth. 

Chart 3: Current Stnte of Direct Mail Development 
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World Guide to Direct Mail Marketing 

Another DMAB acti vity was the publication of a World Guide to 

Direct Mail Marketing. Irs Web site www.dmwg.upu im has 

counrry·by·counrry info rmation to help businesses assess domestic 

markers, thus fa cili tating the planning and implementation of 

ta ilored direct mai l campaigns. A wealth of information is 

freely available. 

How Postal Services are Changing 

Here are some examples of how posta l se rvices arc re·orienring 

themselves to meet market demand and bcilitnre business 

solmions. Small · and medium·s ized enterprises in the travel and 

tourism industry wi ll find them worth checking ou t. 

Hongkong Post 

wwwhongkongpQsrcomkng/posra lplus sme/index.hrm 

Hongkong Post played a major rol e in supporting the comeback 

campaign launched by the Hong Kong tourism industry after the 

SARS crisis. Free postage·prepaid postcards were given out to the 

public fo r invi ting their friends and relati ves overseas to visit 

Hong Kong. T he postca rds bore a postage-prepaid indicato r va lid 

fo r free posting to overseas destinations during the period of June 

28, 2003 to December 3 1, 2003. 
T he "' Hello from Hong Kong" postcard was distribured free of 

charge to the public at all post offices from June 28, 2003. A quota 

of five postcards per queuing cuStomer was applied, given our on a 

first·come·firsr·scrved basis umil stocks lasted. 

Hongkong POSt also distributed " Hello from Hong Kong" 

stickers to thc public fo r affixing on mail items. A posta l slogan 

was also coined, " Hong Kong Looking Ahead" and applied on 

letters processed by the Air Mai l Cemre. 

New Zealand Post 

www.nzpostco lllJnzpost/conr(ollmarketing/ma rketing 

The New Zealand posta l service offers clients advice on everything 

from envelope design guidelines, saving money on large volume 

mailings, to tips on finding and keeping customers. Services 

available include helping to reach and sta y in touch with CUStomers, 

and helping them pay on rime. Irs Addressing Services can help 

business fi nd new customers, mainrain contact with ex isring ones 

and relocate lost customers. 

In order ro grow as an advertising channel, Ncw Zealand 

Post produced a booklet ca lled " Find 'Em Keep ' Em Too!kir" 

to meet the need for a practical 'no theory - just results' direct 

marketing guide. 

Another \'(feb sire, www REDirecr.co nz, features a regular 

e·ma il communication fea turing usefu l d irect mail tips, tricks and 

insights, plus the latest updates from New Zealand POSt. 

REDcurrenr, a quarterl y newslener, features offers and updates 

from New Zealand Post to help grow a business. To receive a copy, 

e·mail esc help@nzpost.co.m~. Free copies of earl ier issues can be 

found at www.reddirect.co.nziprevio ll s/. 

Japan 
wwwposr. jananpost.jp/english/serviee/discollnrlindcx hIml 

Japa n POSt has a special mail service fo r business use. Mail in this 

category includes product advertisement printed matrer, se rvice ads 

and ads related to business activities. Items must conta in 

the identical contents and be posted together in la rge quantities. 

Full derai ls about various ru les and regulations are available on the 

Web site. 

United Arab Emirates 

wwwemiratespos[.ae 

Ad by Post provides compan ies with direct access to all urban 

household and business post boxes in the UAE. Designed to be a 

eosr·effecri ve and fl exible mass advertising med ium, the service 

targets specific geographic and demograph ic areas and all ows 

monitoring of response rates, prov id ing rhe advertising company 

wirh dara that can be incorporated into sales projection 

calculations or used to develop a clearer picture of customer 

beh:lViour pattern s. Ir includes delivery of cata logues, cards, 

brochures, tab loids, samples, communi ty newspapers, appea l 

envelo pes and d irectories. 

Usi ng a Business Reply Service (BRS), a company can offer its 

customers rhe opportunity to reply to its correspondence, free of 

charge; respondents simply place their letters in the pre-paid 

envelope provided and drop it in the nearest post box. This service 

is available locally and internationally to over 90 counrries. 

Germany 

wwwdeutschepost.dc 

The German postal service Deutsche POSt is moving wel l beyond 

offering JUSt post31 services. It is pursuing a t:uger of becoming a 

major globa l provider of logistics se rvices. T his includes link·ups 

with courier companies like DHL, expans ion into financial serv ices 

and invcsnnent in o ther postal services abroad. It has alread y made 
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str:negic investments in European postal services and is targeting 

the logistics market in the US. 

Asia - and especially China PRC - is considered one of the 

mOSt attractive markets . The whole of Asia wil l in the future be 

served by a US$ "lQO mi llion logistics bub being deve loped at Hong 

Kong International Airport. The first of three st:lges of construction 

should be completed in the coming year. 

The Web site cont:l ins a huge swathe of info rmation. The 

spec ific link to the English~la nguage page com:lining in form:ltion 

on its direct marketing solutions is: 

www deutschcpost.de/dpag?I:l l1c-de EN&xmIFi le=99 1. 

China (PRC) 

www.chin:lpost com cn/English 

China Post is building up its nationwide postal network . New 

postal offices :lnd br:l nches :lnd posta l savings OlitlerS ha ve been 

established. T he number of letter items per person per yea r is six, 

lip from 3.2 in 1979. 

Posta l ciep:lrtmenrs have estab lished se rvice smndards and 

launched activities ro promote :l "New Enterprise Culture." The 

comprehensive otHirne deliver}' is reported ro ha ve reached 

99.84%. In provincia l capita ls, e:l riy delivery has been achieved for 

dai ly newspapers. 

Aust ralia 

WWW fllI SpOSt.com.:ltl 

Austral ia POSt h:ls set up Geospend Direct, a di vision which offers 

a list-rental service to mflke identi fy ing prospects easie r :lnd more 

effective by using responses from the nationally distributed 

Australian Lifesty le Survey. 

Over two mill ion Australians have completed the Lifestyle 

Survey, :lnswering up to 200 questions about themse lves, their 

lifestyles, demographics and purchase intentions. These consumcrs 

have supp lied their deta ils vo lunt:lfi ly so they can receive offers of 

relevance to them via direct mail , telephone or e-mail campaigns. 

Another direct marketing rool is Gcospend Direct's 

SclectaMA X th:lt a pp li es s ta tistica l models and database 

technology to help businesses undersrand their cuStomers and 

target best prospects. 

Geospend Direct's Seleera Sponsorship also enables cl ients to 

build an exclusive prospect d:lta base by asking a question in the 

next Australian Lifestyle Survey. By doing this, cliems can ga in 

access to the respondents for 12 months so they can target 

prospecti ve cusromers aga in and again. Clients can rest responses 

aga insr different offers, communications channels, fo rmats :lnd 

creative executions. 

The Inte rnational Post C o rpora tion 

~pc.he 

The Internationa l Post Corporat ion (l PC) is a cooper:l ti ve 

associ:ltion of 23 nation:ll postal operato rs from North Amcric:l , 

Europe and the Paci fic. It has set lip :l !v!:lrker Imel ligence System 

(IPCM IS) ro supply mem bers with dara, news and intelligence 

about their inrernational and domestic markets. 

Supplied via PCs and the Internet, it is a uniq ue information 

source fo r the marketing depa rrments of postal services - it delivers 

ana lysis and da ta results in a range of software products or written 

rcpons. IPCMIS is fed by quarterly surveys of customers in the 

international posta l marketplace - every year, it asks 40,000 

business customers fo r their experience of international services 

provided by postal operators and their competitors. 

Conclusio n 

The changes in postal serv ices are to be we lcomed by the travel and 

rourism industry - but also w:ltched ca refull y. There arc fears they 

could crea te large monopolies th:lt m:l y give rise to serious 

competitive conduct issues. For example, Deutsche Post is already 

facing a llegations regarding funding of international expansion 

from monopoly revenues, predfltory pricing of parcels and abuse of 

monopol y power in rel:ltion to letters. 

Whi le ma rket fo rces wi ll eventua ll y decide which medium is 

used by the travel and tourism industry, the industry - as a major 

user of direct mail - clea rl y needs ro keep all eye on developments 

to ensure that direct ma il fi nd posra l services contin ue to deliver the 

message effectively and affordabl y. 

EDITOR'S NOTE: The Web site www.dmwg.up u.inr/dmab8.htm 

offers links to severa l Web sites of globa l posral services and 

companies specialising in direct Ill:l rketing products and services. 
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