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JICMAIL: who we are

Open access:
advertisers
and agencies
funded by the
JICMAIL Levy
(0.3% of
postage)

Industry lead
mail
measurement

Platinum
Partner

@

Panel of
1,000
households
per month.
—— 300,000+
ﬁﬁ mail items
measured
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JICMAIL Subscribers
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Full year 2023 in numbers

15 95%

of mail was
engaged with
(up 1% y-on-y)

@

30%

of mail prompted a
commercial action
(up 6% y-on-y)

»{ 5.2 million

seconds spent with malil

A

Mail Media Metrics

across the entire
JICMAIL panel

5%

of mail prompted a

purchase
(up 24% y-on-y)

42,000
Mail items

measured (304,000
running total)



Purchases across all channels have increased in Q4 2023 8

Online purchases
grew by the greatest
margin quarter-on-
qua?ter:qup from 3.0% Purchases by Channel New Digital Commercial Actions
of mail items to 3.3%. (% of mail items) (% of mail items)

2.6%

Mail continues to
generate a range of
digital engagement

actions including
1.1%

searches, email 1.0%
sends, app and QR
code usage. 3%
Q3 2023 Q4 2023 Searched Emailed the Downloaded Used a QR
Online sender or used code

m By other means (e.g. post / phone) sender's app

m |n Store

-
Mﬁ m Online

Mail Media Metrics
Source: JICMAIL Item Data Q3 and Q4 2023 n=20,360



40% conversion rate from website visits

40% of website visits prompted

by mail convertinto anonline  Digital path to purchase actions (% of mail items)
purchase.

However, there is a 1.5% gap ———-n

1 Size of
between the proportion of mail _ | abandoned
prompting account look ups vs » Online Purchases | shopping cart
an online purchase. /’ | “Drize”?

7
s
4

Thls'demonstrate.s the 40% conversion Account Look Ups
maximum potential of v

abandoned online shopping Sso
carts — a gap which solutions S

such as programmatic mail are ~ Website Visits
adept at filling.

ac

Mail Media Metrics
Source: JICMAIL Item Data Q4 2023 n=10,083 mail items



How the DMA
Awards are judged

DM
s A Awards



Strategy
Creativity
Results
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s A Awards



12

Results — The language of effectiveness

Business Effects Brand Effects Direct Response Campaign Effects

. Effects
Profit Reach

Sales Conversions Frequency
Market share Leads Impressions
Penetration 12 Acquisitions Clicks
Loyalty Bookings Social Engagements
Price Sensitivty Footfall

The language of The language of the The language of
the boardroom marketing department campaign planning



Strategy

The Mail Campaign Calculator

Capture the full picture
of campaign delivery

ﬂm
Mail Media Metrics
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Calculating campaign impressions

B Campaign Calculator

Sector or Content Mail Type Please note: minimum sample size of 30+
BY SECTOR v @ Addressed Mail O Door Drop o Business Mail o Partially Addressed displayed. Filter new Q3 2023 variables on Q3 2023
date filter onwards.
Category Select Commercial Objective Select Demographic Quarter
Retailer (In-store or onling) v Any Purchase Related Action W Adults 17+ + 3 selected X Q3 2022 + 5 selected X

What is the predicted reach of your mail campaign?

Addressed Mail in Retailer (In-store or online):

‘w‘.ﬂ33z,5°5 f!mzfm?m%’s
Q

Commercial actions:

Rﬂﬁ 152,481 861,838 18%

©ems Dfl"-.-'ll"g Commercial Actions Commercial Item Impacts Commercial ltem Impact Rate

Mail Media Metrics



"Our campaign was planned to deliver
4.8 million ad impressions through the
mail channel. 18% of these impressions
were predicted to be delivered by items
which generated a purchase related
action among women aged 25 to 34.



Strateqgy

The Mail Categories and Audiences Tools

Provide evidence why
the mail channel is
suitable for your
audience

4
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Measuring audience interaction with mail

Average Exposure Frequency
How often does your audience interact with mail? Source: JICMAIL Audience data

ﬁ-m Adults 17+ 17-24 25-34 35-44 45-54 o95-64 65+

Mail Media Metrics



“Our core target of 45-54 year olds were
found to interact with government mail
at a higher frequency than any other
age group.”



Uncovering hidden target audiences

Uncover hidden mail audience targeting opportunities

160
1. Affluent Achievers

140
w
[E)
g 3. Comfortable Communities
z
@ 100
a 0
o
] 2. Rizing Prosperity
.
&
=
2
=
= 8"‘
= o

4. Financially Stretched
5. Urban Adversity
&0
40

ot |
L 1.25 1.5 1.75 2 2.25 25 2.75 3 3.25 35 375 4 425 45
Frequency
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“The Financially Stretched Acorn group
were found to show high levels of
interaction with travel door drops, but
are not targeted as much as other
groups, indicating a good share of door
mat opportunity.”



Creativity

The Action Drivers Tool

Justify your mail
content decisions

ﬂm
Mail Media Metrics



Measure content receptivity by audience

55+ Year Olds 17-34 Year Olds

Source: JICMAIL Audience data Q1 2023 to Q4 2023 Source: JICMAIL Audience data Q1 2023 to Q4 2023

N of items = 2871

N ofifems =62 175

@ Bought something/made a payment or donation (NET)
@ Eought something/made a payment or danation | MET)

Loyalty reward statement _ 29%
Index: 365
Request for a donation
Index: 311 - 19%
Postal reply
Index: 292 - 18%

News/update/magazine articles - 14%

Vouchers/coupons

Index: 302 16%

Index: 235
VDUChEFSICGUpGnS Special offers or discqunts 9%
Index: 222 - 14% Index: 177
Financial statement/bill/update - 11%

Index: 176

Mail Media Metrics



“We chose to include a voucher, as
younger audiences were more likely to
be driven to purchase by an offer, as
opposed to older audiences who were
more likely to be prompted to purchase
by loyalty reward statements”



Results

The Competitor Insight Tool

What share of doormat
opportunities did you
take advantage of?

ﬂm
Mail Media Metrics



Share of Door Mat = Share of Voice in the mail channel

Share of Door Mat & Trends
% of mail items accounted by a specific advertiser within a specific competitive set within the JICMAIL panel. Source: JICMAIL Advertiser Attribution

100
o0%
75 70%
61% B0%
54%
50 -"'"'"-:??a
39% 40%
30%
=
25
10%
0
2019 2020 2021 2022 2023
n=273 n=395 n=393 n=346 n=303
S BT Virgin

A
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“In 2023 BT had an ambition to be more
visible in households than Virgin. Share
of voice increased to 54% vs Virgins
46%."



Results

The Top Creative Tool and The Mail ltem Database

Provide household
level evidence of how
your campaign worked

4
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Search for your campaign

Mail Media Metrics

i
I
i
[

wonderful
summer

Vouchers |

A

inside

—_—

Mail details

Advertiser brand

Sender

Format
Reach

Frequency

HH details

Region
Social grade

Household Size

People in Household
Tenure length
Tenure Type

Mosaic Group

Acorn Group

Pets at home

Retailer (In-store or
online)

Addressed advertising
1
11

South East
B

Live with others (HH size
= 2+}

Household with children
Over 10 years
Owned/mortgaged

E: Senior Security

C. Mature Money



Physical and commercial actions measured within the

household

29

i B9 Mail arrival/sorting

Female, 55-64

Mon Aug 07 2023

A
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 Opened it
[ Put it aside to look at later

M Read/looked/glanced at it

Tue Aug 08 2023

-0-0-0—-01

&

Opened it

Put it aside to look at later
Read/looked/glanced at it
Used a voucher/discount code
Visited sender's shop/office

Visited sender’s website

Sun Aug 20 2023

B Opened it

M Putit aside to look at later

M Read/looked/glanced at it

[ Recycled

F Used a voucher/discount code

[ Visited sender's shop/office
Sat Sep 02 2023



“Individual household case studies
demonstrated how exposure to the
campaign built across the month, with
repeat store visits taking place once the
recipient had had a chance to digest the
mail content .”



Results

The Competitor Insight Tool

Communicate the full

range of campaign
effects

ﬂm
Mail Media Metrics



Measure commercial actions in the campaign time period

@® Lidl
a*
]
—
&=
I de de
=] =]
. . EE
-
Bought semething/made a payment or Visited sender's shop/office Discussed with someone Made a purchase/payment/donation in & shop Planned a large purchase

donation (MET)

Mail Media Metrics



“In the quarter in which the campaign
ran, Lidl's mail not only drove purchases
and footfall, but 8% also prompted a
brand conversation, proving
effectiveness at the upper and lower
end of the purchase funnel.”



Results

The ROI Tool

Calculate your total
return on investment

ﬂm
Mail Media Metrics



Calculate a total campaign ROI

= e | MAIL ROI Calculator

Test Volume 53000 53,000 +— Input campaign text volume
Actual Reach 53,000 59,854 = Volume x Reach
Response rate % 1.5 2% +— Response
Number of Responders 795 1,195
Average Order Value £ 100 £100 +— Insert your average order value
Total Exp. Order Value £ £79,500 £119,500
Cost Per Pack £ 0.25 £0.25 4— Insert vour cost per pack
Total Cost £ £13,250 £13,250
Profit/Loss £ £66,250 £106,250
-y [ T T mmm———
: ROI-V £ £6 4— ROI based on mail volumes

1
I ROI-AE £0.02 4— ROl based on audience reach

Mail Media Metrics YTl T T Y Y“"“™’€™s“'Y“'“’"“"“’’$T“"’’T$€“’‘“Y“"““‘“" Y Y&/ Yy rTfTTTTrTTETTTTrTrTT T CYYr’Y’CYUr'Y'YY‘YrTrTrIrTTT'mme



"By taking in to account purchases that
might have been missed through
standard measurement methods, we
predict a full campaign ROI of £9”



/ Top Tips

Use JICMAIL data to justify your campaign strategy — the audience targeted and the
content used

Focus on brand, response and business effects when talking about results
Align results with campaign objectives.
Less is more. One powerful business KPI reached, is better than ten campaign effects.

Get trained up on how to use JICMAIL today!
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Barbie

Sloy store PREMIERE




Disruptive DMs

28 idea decks submitted

Formula 1 DM . W\GO Wordsearch DM

Missed Parcel

v
simplified

S e



Embossed royal crest

/

Printed postage stamp

Creative:
King’s Coronation Invitation \
Single minded & timely, landed a week before Bespoke gold envelope



Personalised customer name

In honour of the King’s Coronation

is cordially invited to attend a celebration

) ) f : HI(M'II{,H.I s entertainment.
Dynamic

CUStomer 1 I "~..l|'|'|3'|5-.' House, "-..1|'||1::||-.' Street,
address Sample Town

On this historic occasion, a majestic discount will be
endowed, and one shall be welcomed gl‘."l-'.'im_ncl_\' back into
the immersive odom of Sky Signature and Netflix,
for a mere £XX a month for 18 months. Sink into the
sublime comfort of your cushioned throne and feast on

the latest shows fit for rovalty.

Your RSVP is requested by telephone on 08xxx xxxxxx

at vour t'.L'I_|'I[l'_".‘{1 [,'[]|'|\'I],"|'IiL"rI('L'_

Anvthing from casual couch wear or loase lounge attire

et robe finery. You may dress as vou ]Zn]fc:um_'-.

An endless procession of the I]J'l, gest and best Hk}' TV
A banquet of Sky Originals and Exclusives
A celebration of the most affordable way to get

.";L'.j.' TV and Netflix ll:Jgt'-lhc.“t‘

Bespoke logo



In honour of the King’s Coronation

is cordially invited to attend a celebration

of glorious entertainment.

Results:
Performed 105% better than our standard DM

And 7% over target
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Charlotte Lovell, Growth Marketing Manager, HelloFresh

Danny Crowe, Client Strategy Consultant, PSE — Offline Marketing
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/ Q&A

Jess Barham, Senior Marketing Manager, Abel & Cole

Charlotte Lovell, Growth Marketing Manager, HelloFresh

Danny Crowe, Client Strategy Consultant, PSE — Offline Marketing
Georgia Brown, Lead Designer, Sky Creative

Victoria Winstanley, Senior Producer, Sky Creative

Susie Idle, Business Development Director, Whistl

Data &
Marketing
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Dave Robinson, Customer Strategy and Analytics Director, Virgin Red
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/ Get essential marketing skills taught by
top-tier practitioners

Upskill your team at one of our Digital Marketing Strategy or Data
and Analytics for Marketers Skills Bootcamps.

(504

| have a newfound
confidence in my

From data strategy to omnichannel campaigns—your team will learn best

practice from the experts.

» Course-specific practical tips and tricks—including takeaway templates Zfaf:ztmg ablity:
fOI’ |mp|ementat|on Content Marketing Assistant

» Arange of subject matter expert guest speakers including guidance on
regulation.

» Leadership and presentation training at EVERY Skills Bootcamp.

government. Over 2507 Save 70%.

& dma.org.uk ﬁ%ﬁm Dh/‘

(@ dmatalent@dma.org.uk pIPTP—  Marketing /_\

Association




/ Feedback Link

(=] 7

.I

Ofs:

[=]

DM Fula®
e A
i




	Webinar: How to get your award-worthy 				mail campaigns recognised
	Welcome
	How to use JICMAIL data to win awards
	Slide Number 4
	JICMAIL: who we are
	JICMAIL Subscribers
	Full year 2023 in numbers
	Purchases across all channels have increased in Q4 2023
	40% conversion rate from website visits
	Slide Number 10
	Slide Number 11
	Slide Number 12
	The Mail Campaign Calculator
	Calculating campaign impressions
	Slide Number 15
	The Mail Categories and Audiences Tools
	Measuring audience interaction with mail
	Slide Number 18
	Uncovering hidden target audiences
	Slide Number 20
	The Action Drivers Tool
	Measure content receptivity by audience
	Slide Number 23
	The Competitor Insight Tool
	Share of Door Mat = Share of Voice in the mail channel
	Slide Number 26
	The Top Creative Tool and The Mail Item Database
	Search for your campaign
	Physical and commercial actions measured within the household
	Slide Number 30
	The Competitor Insight Tool
	Measure commercial actions in the campaign time period
	Slide Number 33
	The ROI Tool	
	Calculate a total campaign ROI
	Slide Number 36
	Top Tips
	Sky Winback DM King’s Coronation
	Slide Number 39
	Disruptive DMs�28 idea decks submitted 
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Homemovers make a fresh start
	Q&A
	Closing Comments
	Get essential marketing skills taught by //
	Feedback Link

