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Spotting Future Responsivity Trends in the current climate 
 
With the current economic c l imate creat ing intense pressure on market ing budgets across v irtual ly 
a l l  sectors, one of the key requirements, i f  not the key requirement,  has become the need for 
intel l igence on potent ia l  changes to the wi l l ingness of consumers to respond to the ‘next 
campaign’.  
 
D’MAND includes quest ions that cover both past responses to campaigns across a l l  channels, AND 
preparedness to respond to campaigns in the future. This a l lows for a def in it ive analys is of the 
patterns of change in responsiv ity to channels on a month by month basis,  together with in depth 
micro-analysis of an extensive range of demographic segmentat ions. We have monitored these 
changes on behalf  of c l ients, in part icular looking at channel comparisons within industry sectors, 
and as a result  have created a ser ies of indicators to monitor these changes. 
 
We have now decided to publ ish these indicators as the D’MAND ‘Marketing Responsivity Index’  
– the ult imate ‘MRI SCAN’ of responsivity to direct market ing. The indices are created by 
stra ightforward calculat ions, and show future propensity to respond as a mult iple of past 
responses, on a three-month rol l ing average basis. The way to view the index charts is  very s imple 
– a score of zero equals par ity between past and future; anything above zero indicates potent ial  
increased response to future campaigns, and anything below zero indicates potent ia l  reduced 
response in the future.  
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The ‘headl ine’  index shows the overal l  state of the tota l  market,  monitor ing al l  d irect market ing 
channels as a global index. It  ref lects future responsivi ty to ANY channel,  as a factor of past 
responsivity to ANY channel.  The three months to May 2008 create the base, and at the moment 
there are signs that the overal l  c l imate for direct market ing is  remaining robust and posit ive,  with 
the July f igure showing the MRI at 76%. However, c loser analys is reveals di ffer ing pictures 
emerging across di fferent channels.  
 
 
 
 
 
I f  we break the index down into the main channel groups or iginal ly def ined by the Direct Market ing 
Associat ion, we immediately see divergence, demonstrated by the two extremes of fa l l ing 
propensity in ‘Outdoors ’,  and r is ing propensity in ‘E lect ive’ and ‘Door Drops’.   However, care should 
be taken in interpret ing the indices, as they are specif ical ly designed to be indicators of change, 
not def in it ions of the future. They are therefore equal ly affected by histor ic change as by future 
change, so a month or two of good responses wi l l ,  by def in it ion, depress the potent ia l for growth, 
even if  future demand remains constant.  Detai led analysis of the underlying data a l lows the picture 
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to emerge with greater c lar i ty immediately,  and future plots of the indices wi l l  equal ly serve to 
improve that same focus. 
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To ass ist  with the f i rst  stages of deeper analysis , we can show the performance of the indiv idual 
channel indices, by reference to the pre-def ined groups above. These again show divergences 
between the component channels,  but here the indices are becoming much more valuable as direct 
inte l l igence for media planning departments.  At this stage, the charts are clear and ‘se l f-
explanatory ’ ,  so no gratuitous ‘commentary’  is  offered! 
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Comparing Trends in Individual Channels 
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The general  MRI above is  based on overal l  responsiv ity,  but i t  is  a lso highly informat ive to create 
an alternat ive view to enhance our understanding of comparat ive channel performance. This view 
rel ies on creat ing an average of the indiv idual channels ’  responsivity indices,  which gives greater 
weight to the consumer’s discr imination between channels. The in i t ia l  index ref lected the number 
of consumers prepared to respond to any channel,  (the measure of general  consumer responsiv i ty). 
This v iew takes ful l  account of the number and nature of the di f ferent channels they are prepared 
to respond to (discr iminatory responsiv i ty).  These f igures take a snapshot v iew of a s ingle month, 
using in this case July’s  average of channel MRI scores which is  2.35, or 235% of recent 
responses. 
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This provides the necessary data to f ine tune spending patterns where mult ip le channels are in the 
mix. This chart v iew is based on the total  populat ion, and provides an immediate observat ion to 
start the analyt ica l  process.  
 
The next stage of analys is wi l l  depend ent ire ly on the nature of the campaign in quest ion. Where 
the product is  paramount, the f igures can be f i l tered by the appropriate product sector.  
Alternat ively, and even in addit ion, the f i l ter can be enhanced by introducing the ful l  def in it ions of 
the target segmentat ion of the intended audience. In this way, the campaign planner can create 
the precise channel responsiv ity comparisons to thoroughly inform the media select ion process. 
 
 
 
 
 
Each element of MRI can be individual ly or jo int ly analysed within any target segmentat ion, us ing 
the demographics avai lable within the survey. The fo l lowing charts give a straightforward 
introduct ion to the concept by looking at the dif ferentia ls in changing responsiv ity at the moment 
between males and females.  The value of these deeper demographic based indices is immediately 
demonstrated even at this pr imary level,  by a c loser look at two of the charts in part icular.  
 
F irst ly – Inserts. When we viewed the main Insert index, the impression was c lear ly a fa ir ly stable 
l ine, dr if t ing gent ly posit ive over the per iod. However when we start to break i t  down into 
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component demographics we can see a very dist inct swing suff ic ient to inf luence campaign 
planning. The responsiv i ty of males dur ing the period is  in dist inct decl ine, whi lst  that of females 
is showing very strong growth. 
 
Secondly – Direct Mai l .  Here we see almost the exact opposite happening. The pr imary index was 
again just showing a gent le overal l  posit ive move over the per iod, but the deeper analys is by 
gender here gives us a c lear picture of male responsivi ty in growth, against female responsiv ity,  in 
this instance, in decl ine. 
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The ful l  demographic capabi l i ty of the data cannot be out l ined in a report of this nature, but the 
abi l i ty to analyse not just by ‘standard’ demographics, but by mult i  layered combinat ions of over 
40 categories including, for example, newspaper readership, main supermarket, postcode area and 
type of internet use means that we wi l l  be able spot l ight a var iety of outputs in future reports. 
 
 
 
 
 
 
As any good researcher, or stat ist ic ian, wi l l  te l l  you – now is def in ite ly NOT the t ime to be drawing 
def in it ive conclusions, especia l ly as another set of data wi l l  be coming through within the next 
couple of weeks ( in fact more or less constantly). The key is  to make sure that you understand 
what is  real ly happening in your market, your communicat ion channels and your product sector,  
and to analyse the trends to maximise the eff ic iency of campaign budgets. 
 
Regardless of the benef its that such data wi l l  br ing to individual campaign planning, one thing is  
certa in from the latest MRI ‘scans ’.  The populat ion are st i l l  sending a clear message to the Direct 
Market ing Industry – we WILL cont inue to respond, and increase that response, provided that you 
communicate the r ight informat ion, in the ways in which we want to receive it .   
 
The key, as we said at the start, is to be able to move from retrospect ive analys is to a better 
understanding of the opportunit ies await ing planned campaigns by reference to the future  
intent ions of the consumer. 

Conclusions 
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Further Information 

The questions in the survey 
 

1 .  Which  o f  the  fo l l ow ing  types  o f  marke t ing  have  you seen ,  o r  rece ived ,  dur ing  the  l as t  few weeks .  
 

2 .  Look ing  aga in  a t  the l i s t ,  have  you responded to ,  reques ted  in fo rmat ion  f rom,  o r  made purchases  as  a  
resu l t  o f ,  any o f  these in  the  l as t  few weeks .  

 
3 .  Th ink ing  o f  these  types o f  marke t ing ,  wh ich  o f  the  fo l l ow ing  types  o f  compan ies  /  o rgan i sa t ions ,  do you 

reca l l  see ing  o r  rece iv ing  in fo rmat ion  f rom in  the  las t  few weeks .  
 

4 .  Which  o f  the  fo l l ow ing  types  o f  marke t ing  do you  regard  as  ‘ accep tab le  to  rece ive ’ .  
 

5 .  Look ing  aga in  a t  the l i s t ,  wou ld  you be prepared  to  respond to ,  reques t  in fo rmat ion  f rom,  o r  make 
purchases f rom,  any o f  these  in  the  fu tu re .  

 
6 .  Th ink ing  o f  these  types o f  marke t ing ,  wh ich  o f  the  fo l l ow ing  types  o f  compan ies  /  o rgan i sa t ions ,  do you 

regard  i t  as  accep tab le  fo r  you  to  rece ive  such  in fo rmat ion  f rom.  
 

Product Sectors in Survey 
 

•  Banks    
•  Cred i t  Card  Compan ies    
•  Insurance Compan ies    
•  Sav ings  and inves tment  compan ies  
•  Char i t i es   
•  Supermarke ts      
•  ‘ Ca ta logue ’  compan ies    
•  C lo th ing  compan ies  
•  Magaz ines  and  o ther  pub l i sh ing    
•  Home Improvements    
•  DIY /  Garden ing  
•  Hea l th  Care  produc ts  and se rv i ces     
•  Trave l  /  ho l idays     
•  E lec t r i c i t y ,  o i l  and  gas compan ies  
•  Home /  Mob i l e  phones      
•  TV serv i ces  /  b roadcas te rs    
•  Car  dea le r s  and  manufac ture rs  
•  Loca l  o r  Nat iona l  Government  se rv i ces  o r  in fo rmat ion  
•  Loca l  bus inesses  and se rv ices ,  ind iv idua l l y  o r  g rouped  toge ther  
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