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Foreword

4

Whilst the Japanese economy is suffering the most serious recession it has experienced since the war, the
advertising industry has recorded its first negative growth in 27 years. However, there are some bright spots in the
media despite the severe climate. One of them is direct mailers, which chalked up a growth rate of 7.4% (from
"DM Yearbook '93 " published by the Japan Direct Mail Association ).

How did this phenomenon come about? The question particularly interested us because DMs have always had a
relatively low-key image as an advertising medium, in stark contrast to the high-profile splash that TV commercials
and posters are so proud of.

If we take time to contemplate the nature of DMs for a moment, we will immediately recognize a very interesting
characteristic of this medium, which is that DMs are, as the name suggests, a "direct" medium. When posting DMs,
the sender focuses on a target market based upon data which he collects in advance through research. For
example, if he is promoting an expensive product, he will be sending his DMs to high-income groups only. Or, if it
is a cosmetics product intended for young women, he will focus on coeds and young working women. This means
that the kind of advance marketing research required is quite thorough and detailed. This research results in a
highly specific information package that will appeal to the individual needs of the recipient. Another important ask
the sender must perform is careful study of the response rate. The results of sending DMs are often very
thoroughly investigated. For instance, if the DM is a product-information type mailer, then the orders that are
forthcoming from it may be tabulated. If the DM is a questionnaire, the reply rate may be examined and if it is a
promotional mailer for a restaurant, then the number of customers who bring in a special offer coupon will be
noted. In each case, the results suggest to the sender what plans or further marketing strategies he might
implement. This method, in which individualized information is delivered to a tightly targeted market so that the
sender can take actions in accordance with the response, is a truly direct method, entirely different from a typical
mass media appeal which broadcasts identical information to an indefinite number of recipients.

Having such characteristics, DMs are being supported enthusiastically now, and this seems to be closely
connected with the change that public awareness has lately undergone. For example, in recent years, we have
been hearing that the "age of decentralization" is upon us. It should come as no surprise then, that we had a huge
response from the regional areas when the submissions of DM-related artwork began coming in. Thus, a great
number of the artwork in this publication are from the outlying areas. This tendency has not been observed in

publishing projects handling graphics in other media. According to the Japan Direct Mail Association, in the DM

competitions "Signal Award" sponsored by them and the Ministry of Posts and Telecommunications, the number of




awards won by participants from the regional areas has been increasing rapidly over the past few years. Obviously,

this is not just a local tendency. DMs, which carry the kind of information that meets the particular requirements of
the people living in a given area, and which are also targeted toward a specific group have always been an
effective means of advertising in regional areas. Added to that, people in the regional areas have not been hit, as
the big-city dwellers have, by inflated land prices. On the contrary, their purchasing power has increased and the
recent surge of DM business reflects that fact.

Another factor in the popularity of DMs which we shouldn't overlook is their compact form. Most DMs, such as
catalogues, leaflets and post cards, are small and easily carried. This means you can take them with you and look
at them at your convenience. People with busy schedules who cannot watch TV during the day can certainly take
advantage of this. For example, working women, whose number has been increasing steadily, very often cannot
find time for shopping because of their busy schedules. The "mail order" catalogues, which they can use to do
their shopping whenever they find a few spare moments, have been enthusiastically welcomed. In addition to the
kind of detailed and thorough sales information offered, the convenience of being able to obtain the precise
information they need, where and when they need it, suits the busy, modern woman perfectly.

Today, some people say the age of mass media is nearing its end. The information highway concept, which is
underway in the US is an example of the advent of interactive media based upon the computer. This is surely the
harbinger of an age when individuals can select exactly what they need from a huge information database
regardless of where they are or what time it is. This may be an immoderate hypothesis, but the recent success of
DMs seems to be related to this new movement in society. Direct mail is, in fact, one of the oldest media, having
come into widespread use soon after postal service itself came into existence. Many DMs carry information on
food, clothing, household goods, hotels and banking services, that is, things which are indispensable in our lives.
In a way, they deal with that which is essential to our everyday lives and that is probably the very reason that DMs
reflect so conspicuously the changes that society goes through.

We at PIE thought that DMs must be at their most intriguing right now, with our world going through such
turbulent times. That is why we decided to compile this book at this time, filled with the best of the DMs that have
been produced recently. We feel sure that the reader will gain an immediate sense of the pressing currency that is

evoked in these pages.
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Editorial Notes

Credit Format

Title of work fE& %1 bV
Year of completion HI{EEE
A: Agency

AD: Art Director

CD: Creative Director

CL: Client

CW: Copywriter

D: Designer

DF: Design Firm

I: lllustrator

P: Photographer

PD: Producer

PR: Production

TY: Typographer

JLTy hDEA PIVICBEROERBEMNEERRELEL L,
The credit headings refer to the intended use.
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The artwork included in this publication includes

a number of Signal Award-winning pieces, provided
through the courtesy of the Japan Direct Mail Association.



Clothes

Accessories

Cosmetics

Beauty

10

62

70




i
!

i

o

Gt

i
i
i
i

i
B
Y
i

il

it
LA
i

hi

I
I

“m 1 ‘ ‘) “““ i
s

it | '\\\‘%‘



crotnes XK

Apparel maker
Christmas/New Year's card
TILNA—H—

JYRTR[=a—1F—XH—F 1993
i CD: ##F%£%F Minako Yokomori
AD: #il # Yasushi Nakayama
D: ®B/A A Kimihito Chatani
CL: #x > X-E¥ Men's Bigi Co., Ltd.
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Apparel maker

Collection announcemen t
TV A —H—BRAEEAR 1990
D: $¢AXA Daisuke Suzuki

CL: 22 —7 Scoop Inc.



