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Consumers think we should be concerned about protecting 

the environment

Source: MORI 2006

Base: 1,928 GB adults 16+, March 2005 (180 customers)

Q Which areas do you feel it is extremely or very important that large companies 

contribute to or support?
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86% of consumers say they “dislike” or “hate” junk mail

1,052 respondents, Omnibus, Jan 2007
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Direct marketing is a vibrant, sizeable industry in the UK
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• Worth £8bn to UK economy

• 182,000 people employed in 

industry

• Generates £125bn in sales

Source: Thomson Intermedia, DMA
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We need to focus on three values

• Responsibility

• Accountability

• Excellence
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Most direct mail doesn’t get recycled, instead going to landfill
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Paper and board makes up 18% of household waste
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500,000 trees felled
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Businesses who use direct mail should consider carefully 

their activities for sustainability

• Demand creative that is less impactful on the 

environment

• Ensure materials used are sustainable

• Drive increases in effectiveness to reduce volumes

• Actively promote recycling of direct marketing

• Share experiences and data to encourage other to follow 

leas
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Agencies should become leaders in the field of sustainable 

direct marketing

• Become technical and creative experts in the 

sustainability of ideas and materials

• Maintain the highest standards of environmental design 

in their creativity and innovation

• Make the case for change by demonstrating 

effectiveness through both response and cost
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The supply chain needs to partner and respond proactively 

to demand

• Invest now to cover increasing demand

• Drive for lower cost solutions

• Work and engage with the industry

• Drive upstream innovation
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The DMA continues to need to play an important role for the 

industry

• Co-ordinate action across the supply and value chain

• Be a catalyst for innovation

• Central communication point with Government

• Hold people accountable
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The Capital One marketing model continues to move away from 

push to pull

Mailed volumes and TVRs over past 4 years 
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The internet is already the main acquisition channel in 

direct credit cards
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Source: BBA, MORII

Channel mix of new Accts in last 12 months

Direct Mail

Face to Face
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Media fragmentation is driving attention away from 

traditional media channels

Traditional media channels:

TV:

Radio:

Newspapers:

Magazines:
• 81% of adults read magazines,

but only 42% of them for more

than one hour a week.

• Europeans watch an average of

11 hours of TV per week.

• 49% of Europeans watch more 

than an hour of film each week.

• 82% of Europeans listen to the 

radio, for an average of 7½

hours each week.

• 82% of adults read newspapers,

but only 49% of them for more 

than an hour each week.

New media channels:

Mobile phone:

PC Internet:

Digital TV:

PC & video games:

• 31% of adults play video games,

17% for more than 1 hour a week

• 34% of Europeans have Pay TV.

• Digital channels are gaining

audience share.

• 84% of adults have a mobile.

• 11% of mobile users use the

mobile Internet once a month.

Base: European adults (16+)

Source: Forrester's Consumer Technographics, Q2 2006

• 66% of adults have a home PC.

• 56% of adults are online at least

once a month.
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Capital One’s first steps towards a sustainable model

• Commitment to move our UK business to carbon neutrality across our 
supply chain with minimal use of carbon offsetting

• Establishment of global Environmental Council to govern, drive action and 
raise associate awareness

• By moving to a campus recycling approach 66% reduction in waste going to 
landfill

• Recycling logos on all our printed materials in Q1 – active monitoring of 
recycling within our customer base

• Moving to 100% post consumer waste recycled paper across all our internal 
and external materials by Q1 next year

– Fully qualified

– Cost neutral

– Little reduction in quality

– Strong consumer response

• Commitment to sharing data and learnings to encourage change across the 
industry
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Contribute ideas, engage in dialogue, then take action
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