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Methodology

The Australia Post Consumer Survey measures consumer attitudes and behaviours of interest to Australia Post,
particularly mail (letters), parcels and retail. The Australia Post Consumer Survey Mail Findings is an extract of insights

from the mail (letters) area of the survey.

Participants

One thousand Australians are surveyed online each quarter. Australia Post utilise Quality Online Research (QOR) to
compose a panel of respondents best representing the Australian population in terms of age, gender and location.

Survey

The malil section of the survey looks at how much mail participants receive and read specific to various industry sectors and
types of information. This is based on recall of what has been received in the letterbox in the previous week. In addition,
respondents are asked to specify their preferences for receiving advertising and promotional messages and transactional
(essential) mail across various industry sectors and transaction types. Preferences for advertising and promotional
messages were differentiated between when an existing customer of an organisation, and when no previous relationship

exists. Respondents defined their own eligibility as a ‘customer’ or ‘not a customer’.
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‘) The letterbox remains an uncluttered

medium

How many pieces of mail would you have had delivered in the last week that was

personally addressed to you?

The average Australian recalls
receiving 6.9 items personally
addressed to them in the one week.
This is down slightly from 7.4 the
previous quarter.

When you think about the multitude of
messages consumers are exposed to
every day via email, television, daily
newspaper, magazines and outdoor
billboards, the letterbox is really a
medium with great potential if you
want your message to stand out from
the clutter.

TOTAL
Under 50
50+

Male
Female
Metro
Regional

t Working
Not Working
Retired
Owner/ Operate
Employee
<$40K
$40K<$80K
$80K+

10.5
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O While mail volumes have declined
there is still high readership

How many pieces of mail would you have had delivered in the last week that was personally
addressed to you from ...... , and did you read this mail ?

While respondents reported receiving less

addressed mail across all categories this
guarter, readership rates primarily
increased across federal/state/local
government (up 4%) and travel & holiday
companies (up 4%).

Banks or financial institutions including 56%
credit card and insurance companies

91%

Federal, state or local government

- - 39%
Utility companies 91%
29%

78%

o . 27%
Telcommunications companies 77%

0,
Real estate companies 2l

Most addressed mail received comes from ciubs or interest groups you are a member 17%

banks, utilities, telcos and government
departments, demonstrating that the
majority is transactional in nature ie. bills,
statements, service messages.

This creates endless opportunity for
organisations to send advertising and
promotional messages across many
sectors including travel & holiday
companies, local restaurants and fashion
stores and supermarkets.

of 79%

16%
Department stores 5706

16%
Supermarkets 74%

- 13%
Fashion stores 59%

. . 13%
Local service providers 63%

0,
Local restaurants/ takeaways L

. . 10%
Travel & holiday companies 65%

m Received Addressed Mail E Reading Rate
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‘) High readership exists with the younger
generation

Did you read this mail you received last week from ... ?

Contrary to what we might think,

those under 39 have high readership TOTAL 90%
levels of addressed mail. While it's Banksor  18-39 85%
not surprising that older groups have financial
. . L. institutions  40-59 91%
the highest readership levels, it is
important to note that over eight in U | 96%
10 people aged between 18-39 read TOTAL 91%
mail received from banks and utility
. . : y 18-39 85%
companies , while seven in 10 Utility
people do the same for mail from companies - 40-59 93%
telecommunications companies. 60+ 93%
: : : TOTAL 7%
While we might think the younger
generation are tech savvy and only  teico 18-39 69%
consuming high volumes of digital companies ;. £ 79%
media, they are still highly receptive
y ghly p 60+ 84%

to receiving personally addressed
mail.
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(P]  Read primarily on the day mail is received

On average when do you usually read your mail?

Because consumers choose when TOTAL
they open their mail they are more Male
likely to be engaged than with
messages sent through other
channels - they interact with mail Age: Under 50

Female

when they want to. 50+
The fact that the majority of people Metro
(81 per cent) open their mail on Regional
the day it's received, illustrates _
Working

that people are genuinely
interested in opening and reading  Not Working
their mail. This is particularly I
prevalent for older people

including retirees. Owner /operator

Employee

HH income: <$40K
$40K<$80K
$80OK+

. 81% ___________17% PZ
3%
. 80% ______________19% A
3%
2%
. 84% | 15% A
3%
. 81% _____18% &
8% 18% P
3%
2%
2%
8% 18% /3

B The day | receive it ®Some the day | receive it and the rest at a later date ~ All at a later date
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O Significant time spent reading the mail

demonstrates high levels

of engagement

On average how long does it take you to open and read the mail you have delivered daily?

The average time spent opening and

. - . .. TOTAL
reading mail is 3.42 minutes, which is
. Male
up from 3.25 minutes last quarter.
Female

This is further evidence to suggest
that while mail volumes have declined,

engagement remains high. Bl
Metro

Age: Under 50

This engagement is predominately

: : S
higher for those aged 50 +, retirees and =
i Nett Working
business owners / operators who spend .
up to 4.01 minutes reading their daily Not Working
mail. Retired

. o . Owner /operate my own business
When you think about the limited time

| . | d ) Employee
people consciously spend consuming HH incorme: <840K
advertising through other media this is a
. . $40K<$80K
significant amount of time to be solely 580K
+

focused on a companies message.

I 3.42
] 3.45
I 3.40
] 3.16
I 3.87
I 3.39
] 3.48
] 3.33
] 3.27
I 3.84
] 4.01
] 3.20
I 3.63
I 3.27
] 3.45
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Consumers prefer to receive advertising
and promotional messages by mail

How would you prefer to receive advertising and promotional information from the following
institutions when you are not a customer of theirs?

While mail remains the preferred channel
for receiving advertising and promotional
messages when not an existing
customer, mail preferences have
declined over the last quarter, whilst
email preference has grown.

Most visible declines were across local
restaurants/ takeaways, department
stores and hardware outlets which were
all down three per cent. Email preference
increased by five per cent across
department stores, hardware outlets,
fashion stores and clubs/interest groups.

Despite these marginal movements the
letterbox remains an uncluttered medium
with high readership rates, it's the
preferred method to receive advertising
and promotions from companies that
people do not already deal with.

Supermarkets |7 <17310% 35%
Local restaurants/ takeaways | INIIIEZREELZ110% 36%
Department stores  |IIINIECZREYY Y 9% 39%
Local service providers IEYCZEYLZY 9% 41%
Federal, state or local government [IIEZSZNFY. 7Y 9% 43%
Hardware outlets 34% 13% (&) 45%
Fashion stores 32% 14% FebZ) 45%
Utility companies (electricity, gas or.. |IIECZEELZE 9% 46%
Travel & holiday companies IIFEEIZEEENLZM10% 45%
Banks or financial institutions. . | EEIZEEFELZE 9% 50%
Clubs or interest groups [IIIEELZEETZM 9% 48%
Telcommunications companies [IIESZEEYLZA8% 53%
Charities |IIEZS7EIEYC728% 54%
Real estate companies 23%  12% %) 59%
® Mail ®=Email Both Neither
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O Consumer preference vary according to
the type of information being sent

How would you prefer to receive the following types of information?

It is evident that consumers place trust in the mail channel, preferring to receive sensitive and detailed
information including bills and statements via this method.

For valged items su_ch as Magazines
(subscriber) magazines or a

catalogue, mail is the preferred Important or sensitive information
channel for delivery.

12% 17%
21% 6%

Brochures & catalogues 18% 14%

Email is the preferred channel for

newsletters, invitations, when the Detailed information
information being received is brief,
or when information has to be
provided back to a company. This
demonstrates the speed to action

ability of email, however indicates When companies are requesting
that email only holds the audience’s information

21% 8%
Vouchers or coupons 2205 8%

22% 3%

16% 16%

attention for a short time. Invitation to special events or sales 21% 11%
As in the sector analysis Newsletters 17%  10%
preferences for email increased over

the last quarter for all information Brief information 14% 11%
types (except important or sensitive

Information). mMail ®mEmail = Both  Neither
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Mail 1s the most used medium when
sending transactional communications

How do you currently receive the following types of information?

Mail continues to be the most
used media for sending
transactional mail across all
information types, with the
exception of mobile phone bills.

Eighty-five per cent of car
registration renewals are received
by mail, demonstrating the tactical
nature of mail in it's ability to
provide the customer with a
registration sticker

to affix to their car.

Car registration

Electricity bill

Water bill

Insurance — home, car

Rates

Gas bill

Bank statements

Home phone bill

Annual reports

Mobile phone bill

85% KLY I8% 8%

TS TN
TS 15
e T
TRy 2
TRy v
T TR 20 1%
TR 20%

31% 21% 11% 38%

22% 50% 6% 22%

m Mail M Email Both Neither
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O Consumer preference for receiving

transactional communications Is varied

How would you prefer to receive the following types of information?

While mail is the most used

medium when sending Car registration
transactional mail, consumers
have indicated that their Rizlies

preference for receiving these
communications varies according

to the type of bill or statement. Insurance - home,
car

Water bill

Mail is preferred for utilities —
water (50 per cent), gas (47 per Gas bill
cent) and electricity bills, as well
as insurance (49 per cent) car
registration (53 per cent) and
rates (52 per cent).

Electricity bill

Home phone bill

Information that is normally Bank statements
received more frequently is
preferred to be received by email
— bank statements (50 per cent),
mobile phone bill (60 per cent)
and home phone bill (48 per cent).

Annual reports

Mobile phone bill

® Mail

49%

47%

47%

38%

36%

30%

28%

® Email

39%

40%

41%

48%

50%

53%

60%

Neither

12%

12%

12%

12%

12%

11%

13%

14%

13%

12%

1%

1%

1%

1%

1%

1%

1%

1%

4%

0%
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O There’s no surprises when it comes
to the older generation

How would you prefer to receive the following types of information?
(Listed on the previous slide)

While 18-39 years olds have moved
towards a preference for receiving
transactional information by email,
those 40+ continue to prefer to receive 18-39 38% 24% 16% 2%
a physical copy of these items via mail.

The older the person, the more
inclined they are to prefer to receive
this information by mail. 40-59 56% Bl 15%

This is evidence that the older
generation believe mail is a trusted
medium and physical representation of

_ _ 60+ 69% 25% o 1%
these documents is still of value.

Whilst 18-39 years olds say they prefer . ) _ )
to receive email for transactional ®Mail ®Email ~ Both  Neither
information, they are still reading mail

as highlighted eatrlier in slide 5.
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Household income has a relationship
with preference for transactional
communications

How would you prefer to receive the following types of information?

Low income earners have a
preference for receiving
transactional information by mail
(66 per cent), whilst the highest
income earners prefer email (48
per cent).

These figures are consistent with
those for employment status,
where the unemployed preferred
mail (62 per cent) over email (27
per cent).

Low income earners generally
have tighter budgets which could
explain the need for physical
copies of their bills to manage
finances and make payments over
the counter, rather than the
internet.

Lg:g' g(‘)%n 66% 24% M
$§(7)’9088$° 50% 35% 3% 2%

s | T

$100,000 or more 38% 48% 13% 1%

m Mall ® Emall Both Neither
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Advertising on transactional
communications get noticed

Do you notice advertising and promotional offers on the following types of information?

Just under one third (29 per cent) of

advertising messages on Overall
transactional communications are :

. Mobile phone
noticed.
This is even higher across mobile insurance
phone bills (39 per cent), insurance Electricity
bills (38 per cent), electricity bills .
(37 per cent), gas bills (34 per cent)
and home phone bills (32 per cent). Home phone

With one in three people noticing Bank statement
these messages it makes sense to
utilise the real estate on a bill or

statement to turn it from a cost into

a possible revenue generator.

Water
Car registration
Rates

Annual reports

W Yes

m No

Don't know
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P And Is acted upon by one in four people

Have you ever responded to one of these offers on the following types of information?

Just over a quarter of all respondents
had responded to an offer seen on a Overall 26% 72% %
transactional communication. Mobile phone e PE -

This is even higher across mobile

phone bills (35 per cent), home phone
bills (30 per cent) and bank statements Bank statement 30% 69% %%
(30 per cent).

Home phone 30% 69% %

Insurance 26% 73% %
These types of communications may
have higher rates as telco companies

typically cross-sell internet, home and Gas 23% 75% %
mobile services, while banks actively
cross-sell credit card, loans and
insurance products to their savings Water 20% 77% 3%
account holders.

Electricity 24% 74% %

Car registration 21% 76% 3%

Rates 19% 79% %
Annual reports 17% 79% 1%
HYes ®No Don't know
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Any differences in noticing advertising
P2 and promotions when the different
billing channels are considered?

Do you notice advertising and promotional offers on the following types of information?

People say they have
noticed promotions and
advertising no matter
what method was used
to send the billing
information. There is not
a consistent pattern
across the different bill

Bank statements

Annual reports

Mobile phone bill

Home phone bill

and communication Gas bill
types on which channel
has more advertising Electricity bill
recalled.
: 23%
Water bill 31%
29%
38%
Insurance — home, car 42%
40%
L 19%
Car registration 32%
31%
16%
Rates 32%

17%

®EMail ®=Emall Both
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A number of consu
P’ welcome more frequen
communications

What is your preferred frequency for receiving the following type of information?

While the majority of respondents _ _ _
were happy to continue to receive Bills / statements typically received quarterly
these communications quarterly,
those receiving bank statements
had a clear preference for
receiving them monthly (60 per |
2%

cent).

Electricity 29% 11% 3%

2%
Bank statement 60% 8% 1%

Equally, consumers would
welcome increased frequency for
receiving bills from utilities. 40 per
cent of electricity bill recipients, 32
per cent of gas bill recipients and
25 per cent of water bill recipients
would all like to receive these bills Water I 1%
monthly or bi-monthly.

2%
Gas 21% 11% 29%

2%

3%

Increased frequency of bills results Rates DY - 1%

in smaller bill amounts which can
help people manage their budgets
more effectively.

|

® Monthly = Bi-monthly = Quarterly =~ Annually Don'tknow N/A
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A number of consumers would
P2 \welcome more frequent transactional
communications

What is your preferred frequency for receiving the following type of information?

While the majority of
respondents were happy to
continue to receive these
communications annually,

approximately one in three (33
per cent) would welcome Insurance 17% 3% 58% 7% 6%
increased frequency for

receiving insurance bills, while
just under one in four (22 per

cent) would appreciate more 2
frequent car registration bills.

Bills / statements typically received annually

Car registration LG 67% 6%
Again, increased frequency of
these bills would result in
smaller bill amounts which may
help people manage their
budgets more effectively.
Annual reports B4 52% 4% 30%

® Monthly ® Bi-monthly ® Quarterly - Annually Don't know N/A
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More frequent transactional
‘) Communlcatlo NS can help consumers

and suppliers cash flo

What is your preferred frequency for receiving the following type
of information?

Fifty-two per cent of respondents

believe receiving bills more

frequently in smaller amounts will  Rreceiving bills more frequently in
help them budget more effectively, smaller amounts would help me
and 45 per cent agree that I MEE =R
receiving bills more frequently will

help them pay them on time.

17% 5% 2%

This means smaller bills more

frequently will not only assist ving bi
q y y as Receiving bills more frequently [, s - e
consumers to mange their money,  would help me pay them on time

but will assist suppliers cash flow
by ensuring that bills are paid on
time and limiting the amount of bad

debtors they have. B Strongly Agree m Agree ® Neither
Disagree Strongly Disagree Don't know
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Convenience is the primary
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Pl for receiving transactional
communications by email

If you’ve recently changed from receiving any of your bills and statement from mail to
email, what was the primary reason for the change?

Contrary to what we might think
about consumers being led by
environmental concerns, the primary
reason for switching to receiving bills
and statements by email is easier
management (24 per cent).

Twenty per cent of respondents
were forced into changing to email
due to impending charges for
receiving mail (13 per cent) and
having no choice

(7 per cent), while only 11 per cent
did so because of environmental
reasons.

Over one in three (36 per cent)
have not changed from mail to
email recently.

No change recently (N/A)
Easier to manage
| was going to be charged to receive by malil
Environmental concerns
There was an incentive to receive by email
No choice, automatic migration by supplier
Other reason E
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Cconsumers demand choice when it
comes to receiving transactional
communications

How much do you agree or disagree with the following statements about billing?

Seventy-six per cent of people
agree that they would prefer to
have the option of receiving their
bills and statements by email or

mail, and 71 per cent would I'd prefer if companies sending me bills
prefer to do business with a and statements gave me the option of 2%
company that gave them this receiving them by email or mail

choice. G0 B0

These attitudes highlight the
importance of providing choice,

rather than forcing consumers I'd prefer to do business with a company

. . . g . who gave me the choice of how often I'd 3%
into switching by charging them like to receive my bills

or giving no choice at all. 1% 3%
Providing choice will ultimately

keep customers happy and could B Strongly Agree W Agree m Neither
prevent them from switching to a Disagree Strongly Disagree Don't know
provider that offers more

flexibility.
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