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JICMAIL: who we are

Industry lead 
mail 

measurement

1. Open access: 
advertisers 

and agencies 
funded by the 
JICMAIL Levy 

(0.3% of 
postage)

2.

Panel of 
1,000 

households 
per month.
300,000+ 
mail items 
measured

3.



JICMAIL Subscribers



Full year 2023 in numbers 7

30% 
of mail prompted a 
commercial action

(up 6% y-on-y)

5.2 million
seconds spent with mail 

across the entire 
JICMAIL panel

5% 
of mail prompted a 

purchase
(up 24% y-on-y)

95% 
of mail was 

engaged with
(up 1% y-on-y)

42,000
Mail items 

measured (304,000 
running total)



Purchases across all channels have increased in Q4 2023 8

2.6%

1.1% 1.0%

0.3%

Searched
Online

Emailed the
sender

Downloaded
or used

sender's app

Used a QR
code

New Digital Commercial Actions 
(% of mail items)

3.0% 3.3%

2.2% 2.3%

1.4% 1.5%

Q3 2023 Q4 2023

Purchases by Channel 
(% of mail items)

By other means (e.g. post / phone)
In Store
Online

Online purchases 
grew by the greatest 
margin quarter-on-
quarter: up from 3.0% 
of mail items to 3.3%.

Mail continues to 
generate a range of 
digital engagement 
actions including 
searches, email 
sends, app and QR 
code usage.

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



40% conversion rate from website visits

40% of website visits prompted 
by mail convert in to an online 
purchase. 

However, there is a 1.5% gap 
between the proportion of mail 
prompting account look ups vs 
an online purchase.

This demonstrates the 
maximum potential of 
abandoned online shopping 
carts – a gap which solutions 
such as programmatic mail are 
adept at filling. 

9

Digital path to purchase actions (% of mail items)

8.4%

4.8%

3.3%

Website Visits

Account Look Ups

Online Purchases

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

Size of 
abandoned 
shopping cart 
“prize”? 

40% conversion



How the DMA 
Awards are judged 



Strategy
Creativity
Results



Results – The language of effectiveness



The Mail Campaign Calculator

Capture the full picture 
of campaign delivery

13Strategy



Calculating campaign impressions



© JICMAIL 15

“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.”



The Mail Categories and Audiences Tools

Provide evidence why 
the mail channel is 
suitable for your 
audience

Strategy



Measuring audience interaction with mail



© JICMAIL 18

“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



© JICMAIL 20

“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.”



The Action Drivers Tool

Justify your mail 
content decisions

Creativity



Measure content receptivity by audience

55+ Year Olds 17-34 Year Olds



© JICMAIL 23

“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”



The Competitor Insight Tool

What share of doormat 
opportunities did you 
take advantage of?

Results



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



© JICMAIL 26

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



The Top Creative Tool and The Mail Item Database

Provide household 
level evidence of how 
your campaign worked

Results



Search for your campaign



Physical and commercial actions measured within the 
household 29



© JICMAIL 30

“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 .”



The Competitor Insight Tool

Communicate the full 
range of campaign 
effects 

Results



Measure commercial actions in the campaign time period



© JICMAIL 33

“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.”



The ROI Tool 

Calculate your total 
return on investment

Results



Calculate a total campaign ROI



© JICMAIL 36

“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
1. Use JICMAIL data to justify your campaign strategy – the audience targeted and the 

content used

2. Focus on brand, response and business effects when talking about results

3. Align results with campaign objectives.

4. Less is more. One powerful business KPI reached, is better than ten campaign effects.

5. Get trained up on how to use JICMAIL today!



Sky Winback DM King’s Coronation

• Georgia Brown, Lead Designer, Sky Creative

• Victoria Winstanley, Senior Producer, Sky Creative
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Barbie

Sky Creative
JICMAIL / DMA Webinar  
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Valentine’s Day DM

Formula 1 DM

Missed Parcel
Sky Stream DM

Wordsearch DM
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Creative:
King’s Coronation Invitation
Single minded & timely, landed a week before

Embossed royal crest

Bespoke gold envelope

Printed postage stamp
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Bespoke logo

Personalised customer name

Dynamic 
customer 
address
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Results:
Performed 105% better than our standard DM
And 7% over target



Homemovers make a fresh start
• 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
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• Dave Robinson, Customer Strategy and Analytics Director, Virgin Red

Closing Comments
Tuesday 12 March

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

Get essential marketing skills taught by 
//

From data strategy to omnichannel campaigns—your team will learn best 
practice from the experts.

 Course-specific practical tips and tricks—including takeaway templates 
for implementation.

 A range of subject matter expert guest speakers including guidance on 
regulation.

 Leadership and presentation training at EVERY Skills Bootcamp.

Learn more
& book

Less than 250 employees? SAVE 90% of the course cost as it’s funded by the 
government.   Over 250? Save 70%.

top-tier practitioners​



Feedback Link
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