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What i1s different about re-booted circulation data?

1.

As of January 2024
updated mail circulation

data endorsed by
JICMAIL is available via
Nielsen Adintel
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Mail Media Metrics

2.

Whereas previously
published circulation data
relied on Nielsen’s panel,
the mail supply-side now

provides near-census
level mail volumes for
publication

3.

The resulting dataset
gives a much more
accurate view on mail
volumes and spend by
advertiser and mail type
(direct mail and door
drops)

4.

The data is only available
to Nielsen Ad Intel

subscribers. JICMAIL can
provide broad guidance
on how to use the data.



How can re-booted circulation data help you? 4
Use... Used by...
1. Measuring advertiser share of voice Advertisers and agencies looking to understand what relative
advantage they can gain by using the mail channel.
2. Measuring mail’s share of ad spend vs other Advertisers and agencies looking to optimise their media mix and
channels gain a full picture of what they are spending and where.
3. Tracking the number of advertisers using the Sell-side oganisations looking to track advertiser activity in the mail
mail channel channel.
4. Calculating campaign reach and frequency Combine circulation data with JICMAIL reach and frequency data to
calculation audiences reach and impressions delivered.
5. Assessing phasing of mail activity alongside Planners looking to ensure maximum multi-channel impact but
other channels phasing mail activity to land either in or around above-the-line
campaign dates. :
. . ., . . . . _ Campaign
6. Tracking competitor activity regionally Advertisers looking to understand where their competitors are R fi
targeting in the mail space. = REepor II’.lg
Deep Dive

7. Accessing high quality mail creative

8. Granular volume data for Marketing Mix
Modelling

Creative and integrated agency planners looking to inspire creativity
and understand what is and isn’t working for other brands in their
client’s category.

Measurement practitioners looking to enhance their econometric
models when quantifying campaign performance by channel.




1.

Measuring advertiser
share of voice

ﬂm
ia Metrics



The difference between SOV and share of doormat
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Share of Doormat
Sourced from JICMAIL Panel
Based on 1,000 households
Share of volumes

User-defined product category
Topline read on share of activity

Mail channel only

Share of Voice

Source from Nielsen Adintel

Near-census level data (i.e. a capture of all activity)
Share of spend

Pre-defined product categories

Detailed read on share of activity

Comparable to other media channels



Why SOV is important
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SHARE OF VOICE

Growth proportional to
ESOV=SOV-COM

SOV >SOM:
brands tend to grow

SOV <SOM:
brands tend to shrink

I [ I I
2% 4% 6% 8% 10%

SHARE OF MARKET



Assess how much your competitors are spending

Top 10 Advertisers Direct Mail Spend
Q1 2024

£3,645,844

£2,255,956
£2,075,256

£1,951,691 ¢4 846434

£1,694,367 £1,684,761  £1,640,668 £1594509 £1,587,804

Tesco Plc  Specsavers Homeserve Damart People's Cotton Hello Fresh Go Outdoors Sky UK Ltd NHS England
Optical Group Plc Postcode Traders Ltd Ltd
Ltd Lottery
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Mail Media Metrics Source: Nielsen Adintel Q1 2024



Calculate your relative share of voice

Top 10 Advertisers Direct Mail Share of Voice
(share of spend) Q1 2024

18.2%

11.3% .
i 9.8%
Tesco Plc Specsavers Homeserve Damart
Optical Group Plc
Ltd

ac

Mail Media Metrics Source: Nielsen Adintel Q1 2024

9.2%

People's
Postcode
Lottery

8.5%

Cotton
Traders Ltd

8.4% 8.2%

Hello Fresh Go Outdoors
Ltd

8.0% 7.9%

Sky UK Ltd NHS England



Assess Door Drop spend

Top 10 Advertisers Door Drop Spend

£2,399,622

£1,962,065

£1,030,879

Farmfoods Ltd Dominos Checkatrade

Pizza Com
| ﬁ

Mail Media Metrics Source: Nielsen Adintel Q1 2024

£908,394

People's
Postcode
Lottery

Q1 2024

£858,912

BT Ltd

£740,850

Conservative
& Unionist
Centre Office

£572,809

Subway
Sandwiches

£568,898

Hillarys Blinds Marstons Plc

£471,963

£451,680

Macmillan
Cancer
Support



Assess Door Drop share of voice

11

Top 10 Advertisers Door Drop Share of Voice
(share of spend) Q1 2024

24.1%

19.7%

10.3%
9.1%

Farmfoods Ltd Dominos Checkatrade People's
Pizza Com Postcode
Lottery

| &
Mail Media Metrics Source: Nielsen Adintel Q1 2024

BT Ltd

8.6%
7.4%

A% 79
5.7% 5.7% 4.7%

Subway
Sandwiches

Conservative
& Unionist
Centre Office

Hillarys Blinds Marstons Plc

4.5%

Macmillan
Cancer
Support



Assess who’s spending what by industry sector

Top 10 Telecoms Advertisers Mail Spend
Q1 2024

BT Ltd

Sky UK Ltd
Vodafone Ltd
Community Fibre Ltd
Zzoomm

Grain Connect
Talktalk Group
Hyperoptic

Gigaclear Plc

Youfibre Ltd

|
Mﬁ £300,000 £600,000 £900,000 £1,200,000 £1,500,000 £1,800,000 £2,100,000
m Direct Mail ®mDoor Drops

Mail Media Metrics Source: Nielsen Adintel Q1 2024
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2.

Measuring mail’s share
of ad spend vs other
channels

o

Mail Media Metrics



Assess share of spend relative to other media

14

Share of Ad Spend by Media for Select Top Advertisers
Q1 2024

Sky UK Ltd Tesco Plc People's Postcode Lottery
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Mail Media Metrics Source: Nielsen Adintel Q1 2024

mTvVv
m Radio
Press

Outdoor

m Digital

m Cinema



3.

Tracking the number
of advertisers using
the mail channel

ﬂm
Mail Media Metrics



The number of brands using mail is growing in 2024

No. of Advertisers using Mail Channel in Q1 2024

1400

1200 1155

1021
1000

965
905 956
800
683
60
40
20

January February March

- ﬁ m Direct Mail ®mDoor Drops

Mail Media Metrics Source: Nielsen Adintel Q1 2024
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4.

Campaign Reporting
Deep Dive

- Calculate mail campaign - Assess phasing of mail activity - Track competitor - Access high quality
reach and impressions alongside other channels activity regionally

o

Mail Media Metrics

creative imagery



Calculate campaign reach and impressions 18

m Campaign Calculator

Sector or Content Mail Type Please note: minimum sample size of 30+
BY SECTOR v (® AddressedMail () DoorDrop () BusinessMail () 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 online) v None v Adults 17+ X Q12024 x

What is the predicted reach of your mail campaign?

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

o

nput number of Mail items

12,384,916

Campaign Impacts

Plug in Nielsen Ad Intel mail circulation data here

ac

i Reach = Circulation Volumes x Item Reach
Mail Media Metrics

Impressions = Circulation Volumes x Frequency of Interaction



Use advertiser specific reach and frequency scores where
available

19

What is the predicted reach of your mail campaign?

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

tem Reach Freguency Lifespan

a [2813047  [12384,916

2500000 Jm Campaign Impacts

Select Demographics

m Competitor Insights
[ Year Quarter

Advertiser Sector Mail Content

All v All v Total X x
Mail Type Advertiser Brand Advertiser Brand NETs

All v Doming's Pizza + 9 selected X Select... X Brands Combined

I@ Competitor Insights
5.16
5.03 4.94 487
4.62
DVLA (Driver and DWP (Department NHS (National HMRC (HM Revenue HSBC Nati nv.nd El ilding Tesco Clubcard

Vehicle Licensing for Work and Health Service) and Customs)
Agency) Pensions)



Do you want to phase your mail activity concurrently to other
media activity or phase it to run separately? 20

Tesco Week 1 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 10
Activity Q1
2024

Door Drops

|
I
|
' -
1
1

v N I R I N
. ]
Direct Mail runs in Door Drop activity runs
isolation in week 1. concurrently in week 10.
Campaign impact easier Multi-channel effectiveness
to measure? multiplier achieved?
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Mail Media Metrics Source: Nielsen Adintel Q1 2024



Run activity in the same regions as similar organisations to maintain
share of voice or explore new regions to build unique share of voice 21

Guide Dogs For
Q1 2024 mall Cancer Research The Blind
spend by region UK Association Crisis Charit

Border £1,870 £4,466 £437
Central Scotland £17,624 £32,434 £3,311
Channel Islands £0 £624 £183
East Of England £12,419 £24,784 £3,782
HTV Wales £12,743 £15,653 £2,145
HTV West £8,586 £18,387 £3,907
London £46,951 £69,110 £28,357
Meridian South £15,042 £28,635 £7,840
Midlands £50,143 £72,301 £13,299
North East £18,014 £13,874 £2,217
North Scotland £2,981 £8,830 £574
North West £31,809 £48,433 £6,762
South East £9,351 £16,533 £4,268
South West £6,682 £15,580 £2,686
Ulster £4,897 £4,528 £559
Yorkshire £21,795 £36,445 £4,522
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Mail Media Metrics Source: Nielsen Adintel Q1 2024

Yorkshire

Ulster

South West
South East
North West
North Scotland
North East
Midlands
Meridian South
London

HTV West

HTV Wales
East Of England
Channel Islands
Central Scotland

Border

Share of mail spend by region (%)

m Crisis Charity

®m Guide Dogs For The Blind
Association

E Cancer Research UK

,'.llq‘lr"ll"

0% 10% 20% 30% 40%



Door Drops creative review

It's amazing what
' we can see through
~your eyes

A lot of people think that eye tests are just about
making sure that you can see things close up and far
away. We know how important it is to be able to see
things clearly — but we do a lot more during an eye
test. We also take a closer look at your eye health.
With regular eye tests, we can keep your eyes healthy
as we can detect a range of health conditions.

If the optician recommends it, or if you're over 40,
| we include digital retinal photography as part of
’ your eye test at no extra cost.

Right now, you can have an eye test free with the
attached voucher.

Free eye test voucher

Book online at specsavers.co.uk
Need a hearing check too?
You can get one free in store

Gateshead Team Valley
Unit 26, Retail World, Gateshead, NE11 OBD Tel 0191 406 4398

Mail Media Metrics Source: Nielsen Adintel Q1 2024



Direct Malil creative review
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Mail Media Metrics

20004 62

Source: Nielsen Adintel Q1 2024

]
HomeServe

Sy o
claim online in
under 2 minutes!

NN
® .0
zob

Your details at a glance

Hello B i,

 number

When it comes to your plumbing and drain,
an relax k

you ¢
needs, we'll be what if yc
h tgottime to around on th 2
when yo to make a claim? No problem.
Say hello to My HomeServe!

It's free to set up, safe and simple to use and
once you're registered you can log in any time
and book one of our Home Experts in under

2 minutes.

With My HomeServe you
can do all of this too...

o View your cover details
Quickly check what you're covered
for and what you're not

@ Track your appointment
Check the status of your claim and
the time your Home Expert is due

0 Update your info
Need to make a change? You can do
that here too

You can count on us 24/7

cted problem that's taken care of by your cover, simply log into My HomeServe or if you'd

y to help on 0330 0247 999*

L

g in to your
My HomeServe account

1

3. Book a Home E

nd time slot

you

Be prepared with My HomeServe

With an online account you can log in any time from anywhere. Not set yours up yet? What are you
waiting for? Take a minute to register at homeserve.co.uk/account

This information can be provided in large print, in Braille or as an audio version




Calculate reach and impressions using a combination of

circulation data and JICMAIL reach and frequency data >

Door Drop Reach and Impressions

3,500,000

3,000,000

2,500,000

2,000,000

1,500,000

1,000,000

At least three year’s worth
of back data are required to
build econometric models.
This will be reached by
2027 in Adintel

500,000

0

QL Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Mgz 03 Q4 1 Q2 o3 Q4 1 Q2 o3 q4l
2018 2018 2018 2018 2019 2019 2019 2019 2020 2020 2020 2022 2021 B021 2021 2021 2022 2022 2022 2022 2023 2023 2023 20231

.-E m\Volumes ®mReach ®Impressions

i Reach = Circulation Volumes x Item Reach
Mail Media Metrics

Impressions = Circulation Volumes x Frequency of Interaction



Learn more about mail and MMM / econometrics

25

Best Practice
Econometrics

Harnessing the power of JICMAIL
to measure the true effects of mail

’ ) ) Mail Media Metrics
Mail Media Metrics

Best Practice Econometrics

JICMAIL Best Practice Econometrics checklist

Use this checklist to ensure you are
considering mail in all stages of
ecomometric model building

Action

i

Inputs
1. Convert mail items to reach and impression metrics

2. Factor JICMAIL trend data into underlying model
assumplions.

3. Factor mail item to impressions / impacts multiplier into
underlying model assumptions.

4. Use the JICMAIL Mail ltem Database to give a detailed
view of campaign audiences reached by mail fype.

Development and Interpretation

5. Use the JICMAIL Mail tem Database for data on
campaign performance over time and for competitor
performance within the same frame.

6. Use JICMAIL data as the basis for formulating and
testing hypotheses relating to a mulfiple mail behaviours

7. Use JICMAIL data to explain and help validate newer
innovations in the market zuch az partially addressed
mail, aleng with 17 different mail content types.

8. Identify overarching mail effects by using physical mail
interactions and mail lifezpan against numerous audience
and mail fypes

9. For larger advertisers use JICMAIL brand specific data
to i interacfion rates.

10. Convert brand mail ilems into impressions to evaluate
brand-level halo effects

Evaluation and Implementation

11. Use JICMAIL commercial outcomes by sector, mail,
and type to and the output
from the econometric modelling.

12. Factor in mail propensity to drive digital traffic.
20
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