Handling and Fulfilment

Handle W|th care

Fulfiiment is called that because it
more respect, asks Martin Croft

Il too often, handling and fulfilment
Adoes not get the respect it deserves.

Yet it is a fundamental part of any
sales promotion activity. And it's not just
about processing coupons and stuffing
envelopes any more — the best handling and
fulfilment service providers can offer so much
more than that, including the latest
technological advances and significant data
capture and analysis services.

Now, faced with the added pressure of
the recession, handling houses have to be
even smarter.

Fiona Strong, group managing director of
Ark-H, observes: “Handling and fulfilment
traditionally take a larger share of the
spotlight in tough times. That's because we
offer direct interface with the client’s
customer, so that makes us a key part of the
customer experience — and in a recession,
keeping customers is even more critical
than ever.”

Strong also stresses that in the last 20 years
(in other words, since the last major recession)
handling and fulfilment has been revolutionised
by the Internet. She observes: "The web's
transparency has made us more visible, which
has helped us sharpen up our act.”

Budgets under scrutiny

Richard Higginbotham, head of marketing at
mailing specialists CDMS, comments: “Tough
times are obliging businesses to put their
budgets under closer scrutiny, to find out
exactly where traditional processes can be
improved to extract more value, Mailing and
fulfilment are no less affected than other
processes.”

Nicola Kaufman, business development
manager at FS Distribution Ltd says:
"Handling solutions traditionally encompass
data capture, mail order redemption, picking
and packing, carriage and storage. However,
in the contemporary market, with an
increased emphasis on experiential methods
and innovative techniques, the services
offered by multi-faceted handling houses
extend to ‘design and build’, that is the
sourcing, purchasing, branding and
development of event vehicles and
equipment, roadshow management including
logistical planning, on-site set up and
maintenance and auxiliary services such as
briefing day hosting, uniform laundering and
stock control reporting.”

Particularly in the current economic climate,
Kaufman believes that it is vital that a
handling house can act as an 'add-on’ to a
client or agency in-house, so that the

D'Oyly: actionable advice

“relationship between the agency and the
handling house can extend beyond simply
client/supplier to becoming service partners,
where the handling house is a key
stakeholder in the agency’s success.”

Claire Durrant, head of marketing at
handling and fulfilment house MRM, argues
that handling and fulfilment "is a fully
integrated service that involves numerous
elements to make the campaign successful. If
a consumer is entering an on-pack or web-
based competition or promotion, they expect
the product delivered within short timeframes
and demand excellent customer service to
back it up. It can all hinge on meeting the
consumers’ expectations; and if you are not
managing them by the most effective routes,
this can affect the impact of a whole
campaign.”

The people who arguably have the most
direct contact with the consumer are the ones
at the sharp end of the handling and
fulfilment process. As Durrant says, they are
“the brand ambassador for the campaign.”

All too often, though, handling and
fulfilment houses are treated like the
Cinderellas of the sales promotion story, left
behind in the warehouse sweeping up while
the agency creatives and account people take
the client to the ball.

And that can be disastrous for the success
of a campaign, Durrant believes, asserting
that “the key to successful handling and
fulfilment is to make those involved in the
process part of the whole campaign and not
just a part of the sub-plot. If you involve the
specialist from the start of the process, it can
make a real difference as when planning
a competition, promotion or direct
mail campaign.”

Stewart Oxley, sales and marketing director

| described and Wsthout defay |

e final link in the promotional chain. So why isn't it given

at Granby Marketing Services says much the
same thing. Oxley observes: "It amazes me
that handling and fulfilment is so often
regarded as a last-minute bolt-on to a
campaign, when it is the final interaction
between the brand and the consumer.”

He goes on: "It has the potential to make
your campaign fail or succeed, regardless of
how much is invested in creative, targeting
and planning. If badly done, it can throw
brand reputation and budget spent right out
the window. Just imagine if you got a
battered and dirty mailing two weeks late;
what would your opinion be of that brand?
Sloppy handling and fulfilment can leave a
bad after-taste in consumers’ mouths and
that's the last thing brands want, especially
during a recession when consumers are
watching the purse strings.”

Catherine Tuvey, account manager at
Promotional Handling Ltd, speaks for many in
the handling industry when she observes that
"the key to delivering a great creative is
appointing a specialist service partner with

Case Study: Kit Kat

Unmissable is responsible for the handling

| and fulfilment of a selection of the prizes
on offer as part of Kit Kat's latest on-pack

| promation, including both the headline
prizes, offering 10 lucky consumers the
chance to choose their 'perfect break,’ as
well as some of the lower tier prizes which
offer ‘a perfect break enhancement’.

Both tiers need to be handled equally
carefully, but also very differently, given the
nature of the prizes on offer and the
quantities involved. The top prizes involve
a choice of glamorous opportunities from

| six different categories: pamper, travel,
| entertainment, sport, shopping and home.

The lower tier prizes (which still fall under
the same six categories) are experience

| vouchers and consumer goods.

Unmissable’s Justine Clement says that
someone winning a trip to the Monaco
Grand Prix, staying on board a private
yacht with restricted special-access pit lane
passes, needs to feel the VIP every inch of
the way and will get special attention,

| detailed information and hand-holding from

| the moment Unmissable is passed their
details through to the trip itself and even
after their return to the UK.

On the other hand, someone winning a
personal DAB radio or a flower delivery, for

| example, needs to receive their prize as
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