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034 THE DIRECT MAIL TEST

Malcolm Auld is principal of Malcolm Auld Divect. Contact liint on malcolm@madinail.com.in

THE DIRECT MAIL TEST

Malcolm Auld reviews some of Australia’s best (and worse) direct mail.

hen you're asked to ‘judge’ finished creative work,

there is a tendency to overanalyse, so I've simply

commented on these packs based on my initial reac-

tion to seeing them for the first time and then given

a bit more insight into how they may have per-
formed better. | have no idea if these packs have been tested or if their
success is measured by their contribution to brand awareness, rather
than simply the response rates.

And when you've been creating advertising as long as I have, it's rare
vou see anything new. Which is the case with the mailpacks featured in
this issue. Not that there’s anything wrong with using ideas that have
been executed before — after all, if they've worked previously, there's a
good chance they'll work again. But I've forgotten how many facsimile
pay 1_-|'||.'c|<1}1:_':\, movie film canisters, coat hangers and paint tubes/free art
I've seen over the years.

Typical of many mailings using envelopes, a number of these mail-
packs don’t use their envelopes effectively. The envelope has two
purposes. One is mechanical — to carry the contents. The other is to
encourage the recipient to open it or, to quote Bill Jayme, one of the
industry’s most famous copywriters, “the envelope is the hotpants on the
hooker”.

We tend to forget these basic premises when writing our mailings and
instead we write puffery or corporate statements that don’t encourage
the recipient to go any further.
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1. CLIENT — SGIC HOME SECURITY

AGENCY - M&C SAATCHI DIRECT SYDNEY

Having once been a marketing manager in the security business this
pack tickled my fancy. A very clever way to demonstrate what you'd
have to do if you didn't take up the special offer. Simple, engaging and
probably paid for itself easily. And I bet there are a few *Dangerous
Daves’ pinned to the walls at the agency. One of those pieces you wish
you'd done yourself and also gave the client some personality within

the agency.

2. CLIENT - DRA

AGENCY - POLKADOT

I look forward to seeing this agency’s new business mailings, as it has his-
torically delivered some very creative 3D packs. The film canister is a
well-used device that will always be opened and allows for theming
around dramas, blockbuster events and the like. This sample included a
free DVD with a cover for the movie Casablanca, but inside was a DVD
of Ocean’s 11, so was a bit confusing. And the free popcorn matched the
film theme as part of the involvement device. I expect everyone who
received it opened it to see what was inside.

The target is extremely narrow — marketers who currently have prob-
lems with producing their direct mail or their mailhouse does, and only
companies or organisations with huge volumes of advertising mail (com-
plicated mailings of 250,000 pages a day, by the definition in the
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brochure). It's never easy trying to win business on the hope that your
prospect is currently having problems doing what they're already paid to
do well, so this is an ambitious mailing,

The copy is all about DRA and its mail and printing machines, rather
than the prospect. Brands are built by what others say about you, not
what you say about yourself, so some testimonials or examples of how
their mailing machines have helped clients would have been useful,
rather than lots of content by the agency, about the agency.

There is no offer, apart from a request to submit a quote. | suspect
this mailing will get a response if it reaches a marketer in the midst of a
mailing problem, or who has just had a problem with a job. But if the
prospect doesn't have a mailing problem, then the mailer serves to create
some brand awareness, rather than some immediate business.

3. CLIENT - ANZ

AGENCY - RAPP COLLINS

This is obviously a piece of advertising that, by its design (a self mailer),
is easy to throw away if there is no compelling reason to open it. I'm
guessing it’s supposed to look like a pay envelope. The use of the hack-
neyed line ‘Private and Confidential’ has no credence in advertising mail
and doesn't help this piece at all, apart from encouraging more people to
throw it away without opening it.

The question posed to the recipient has only one answer — ‘yes', as
most people would like a pay rise. The assumption of course is that the
list was customers who are emplovees, not small business owners or cor-
porate leaders. If you do open the mailing the headline is quite
negative/condescending — it implies the recipient isn't strong enough to
ask for a pay rise — they have to grovel.

I thought there was a typo in one of the background boxes, but then
realised that '$$5%.cc’ is an art director’s idea of symbaolism for the recipi-
ent's salary.

The copy is well written and it's obvious what you have to do to take up
the service, but the background type reduces comprehensibility — the art
director hasn’t studied the available literature on comprehensibility of type
and the uses of backgrounds for same. This is really hard to read — why
make it harder than it already is to get a prospect to read your message?

Doesn't really do anything for the brand values — it looks cheap but,
because it is cheap, it may only need a small response rate to pay for
itself.

4. CLIENT — AUSTRALIAN UNITY

AGENCY — RAPP COLLINS

At first glance I had no idea what this was about — you have to find the
‘shocking’ images interesting enough to arouse your curiosity to open the
envelope — but | suspect it did the job. This is a fulfilment piece to people
who have made an inquiry about health insurance.

The image doesn’t link to the copy — it is just a way to attract atten-
tion. Inside is a letter with a checklist to remind you what you get from
Australian Unity. It would have been good to know if this cover is better
value than that of competitors, or how much you can save each
week/month/year compared to leading brands.

There is a good offer — one month free cover after you join, but it
might have been interesting to test it against say three months free cover
before you join. Free cover has worked universally in this category
around the world. Given the cheap cost to create the pack it probably
paid for itself, though I'm not sure what value it added to the brand.
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5. CLIENT - MIELE

AGENCY - WUNDERMAN

The envelope is an expensive looking silver stock favoured by premium
brands, particularly financial services. It has a Miele logo and a nebu-
lous statement that gives me no reason to open it —“perfection speaks
for itself”. Someone’s in love with their brand more than their cus-
tomers are.

As a recent Miele dishwasher user, 'm the target market and am inter-
ested in what the pack offers — because we are having so many problems with
our damn machine and the residue it leaves on our crockery and glasses that
we've resorted to old-fashioned hand washing while we decide the future of
the dishwasher. The customer service people direct us to a website that does-
n't provide any help, so we're a tad frustrated with the brand.

Inside the envelope is an A4 sheet. It is addressed just like you would
start a letter, but has no copy, just six small blue-lit photos that don't tell
me anything about what the photos are and they aren’t easy to look at.
These are followed by a signature and PS.

Call me slow, but I had no idea what I was looking at. So I checked the
envelope again and finally understood what the copy hook meant - you
don’t need words when pictures of perfection speak for themselves —if only
I'd read the brief. Unfortunately the pictures don't speak for themselves.

The brochure committed the same sin as the letter’ It's a photo album
of product shots designed by an art director who doesn’t understand
advertising, let alone how people consume real estate on a page, despite all
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