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Who are our Customers?

Overall Profile Of Our Monthly Visitors
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Base: Consumers visiting monthly, n=1263



What do Customers Want ?

2008 IPSOS Study

December 2008
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Its about Time  Effort  Trust to get the job done  ConvenienceIts about Time, Effort, Trust to get the job done, Convenience



Barriers to switch to paperless
Source: Q18 Why do you still receive paper versions of your bills and statements
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I want a hardcopy for my records

%

It is my reminder to pay my bills

It is a security precaution

I havent gotten around to asking them to stop …

My providers dont offer the option to stop …

Some are hard to review onlineSome are hard to review online

I dont know if my providers allow this option

I dont trust that my provider will retain an online …

My providers dont make it easy enough to stop …

Other

By Australia Post



Effectiveness = Cycles of Value
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Multi-channels to close the loop from awareness to action

A i t t d lti h l it t h l ith h t l t i t hi hAn integrated multichannel community engagement channel with reach at lower cost point which 
combines  in-store, online, smart phone, call centre, DM /UMS to  capture qualified audience, 
make them aware and enable to act and engage sooner and more effectively.

Hi h C t L E tHigh Cost, Low Engagement

Ask at Counter
Target qualified audience 
Aware and Act in-StoreAware and Act in Store

Use reach & foot traffic of Post Stores
Digital Screens raise awareness by +60%

Localise & Target Messaging

Engagement ChannelsEngagement Channels
In-Store to enrol, online, 
SMS, Phone Call Centre

Delivered to Door or PO Box

Reinforce Campaign Message 

7

p g g
with +71% Open Rate 

and at low cost
Include Call to Action

Broadcast for Awareness
Direct back delivery channels

Measurable effectiveness
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Our conversations
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Social Conversations
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Screen Conversations – recent past

2010 2011



Screen Conversations



Screen Conversations
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Geographic and Picture Conversations

FourSquare Instagram



The “new” conversation



Australia Post – the results

• +2M unique visitors per month in audience – up 86%

• +3M self service transactions per month – up 88%

• +800K online subscribers in 14 months – from zero

• Average EDM open rates of 36%  - from zero

• 60K “Likes”  - from 300 in Dec 11

• 5.2K followers

• +205% growth in online revenue 

• Demographic shift




