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AGENDA

9.30am - Welcome & Year Highlights

Mark Cross, Engagement Director, JICMAIL

Mail: The Super Touchpoint - Report Launch

lan Gibbs, Director of Data Leadership & Learning, JICMAIL

Keynote Address: The lots of littles route to modern brand building
Dr Grace Kite, CEO and Founder, Magic Numbers

Retail Media Trends and the Role of Mail - Panel Session

Chair: lan Gibbs, Director of Data Leadership & Learning, JICMAIL

Nick Ashley, Client Development Director, Tesco Media/Leonardo Oliveira, Digital Strategy Director, MediaSense/
Dan Larden, Head of Media, ISBA

11.00am - Break

Delivering herd mentality through the letterbox

Tom Ridges, CEO, Herdify

Back to the Future... the shifting shape of Direct Mail in 2025

Dan Dunn, CEO, Paperplanes & Oliver Gunning, CMO, Your Golf Travel

JICMAIL Best Practice Showcase

Our Journey with JICMAIL: Insights and Experiences: Laura Sanjurgo, Commercial Director, and Lyndsay Abrahams,
Account Director, Whistl Mail
— Making Mail an Insight led Media Channel: Gary Howard, Chief Digital Officer, Precision Marketing Group
Key Takeaways & Learnings - Panel Session
Chair: Mark Cross
Mail Media Metrics Dr Grace Kite/Rachel Aldighieri, CEO, DMA/ Laura Sanjurgo/Tom Ridges

12.45pm - Close (JICMAIL Discovery Demo post Lunch) at 1.30pm



Outlook for 2025
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Outlook for 2025
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“Talk to people who want to be talked to, in a way that they want to be
talked to.

The idea that marketers are in charge and can demand attention
whenever they want is totally over.

It’s not about you. It's about me.

You don’t invade my privacy if | ask you to talk to me.

And the only way I’'m going to ask you is if you offer me something of
great value, or create a product that is remarkable”

Seth Godin ¢ 2005 (!)



JICMAIL is now many things to many people
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Mail Media Metrics

The JICMAIL
Panel: 1,100
households,
mail R&F and
CSEEOEESS

Custom
Research:
e.g. attention
research,
campaign
effectiveness
studies

Response
Rate Tracker:
2,300
campaigns,
response,
ROI, AOV and
CPA

Circulation
DEI:K
Share of
voice, value
and volume
data

13 Industry
Organisations

<> Nielsen



The JICMAIL Conference 2025

The Response Rate
Tracker Expands
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The Response Rate Tracker: 2,300+ Campaigns; 13 Organisations
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Twenty-two sectors / product levels now available

JICMAIL Response Rate Tracker Dashboard

n=

Direct Mail Door Drops All Sectors A
Search
Respo |
0.6 0.56% TV/Broadband/Landline/Maobile
Letting or estate agent
0.5
Magazine Publisher
0.4 Medical
Travel / Tourism
0.3
Mail Order
02 Mail Order - Food and Drink
Total
Mail Order - Fashion
Cost Per , || Mail Order - Household Goods
210 . )
Mail Order - Gardening
Mail Order - Beauty & Wellness
£201.5
200 Financial and insurance services
Finance - Travel Insurance
-y Finance - Home and Motor Insurance
190
Gambling

Total Cold Warm

250 campaigns

2.565

2.56

2.555

2.55

72

71

70

69

#® Campaign level data collected for 2,341 paigns from 13
#® Caution interpreting results with fewer than 20 campaigns.
® A minimum sample of n=14 campaigns will display results.

* For further details on methodol

gy and particip go to jicmail.org.uk

Return on Investment (£)

Total Cold Warm

Average Order Value (£)

£71.6

£69.6

Total Cold Warm



https://cloud.datatile.eu/view/ffc96fd8-2f8e-4e63-8796-b1a70b7b0f3e

Response rate, ROI, AOV and CPA data published

(9% 0.9% 0.6%

Warm Direct Mall Cold Direct Mail Door Drops average
average response average response response rate

rate. rate

£9.0 ROI £3.9 ROI £2.6 ROI

A
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Indicative comparisons look good for mail!

Advertising has an average short-term profit ROl of £1.87 per pound
invested which increases to £4.11 when sustained effects are included

% of profit volume

% of advertising % of full % of sustained % of short-term % of immediate Full payback @ Short-term
investment payback payback payback payback ROI ROI
‘ All media 100% 100% 100% | 100% 100% £4.1 £1.87
TV (Linear + BVOD) 4360% 5470% 6430% 4150% 27.80% €561 £179
Linear TVonly 35.00% 46.60% 55.70% | 33.90% 2050% £5.94 £1.82
Generic PPC 18.90% 14.60% 8.80% 2250% 30.50% €352 £229
Paid Social 1320% 9.40% 8.00% 140% ‘ 15.10% 320 £162
BVOD only 8.60% 820% 8.60% ‘ 7.60% [ 7.30% £425 £166
Audio 620% 6.90% 6.00% | 820% 8.60% £4.98 £247
Print 330% 480% 470% ‘ 4.90% 4.80% £636 £274
Online video 3.90% 340% 320% ‘ 370% 3.60% €386 €176
— OOH 5.00% 3.10% 3.00% ‘ 3.10% 330% €278 £119
Online display 5.50% 2.90% 180% ‘ 440% 5.90% £234 £150
Cinema 040% 0.30% 020% 030% 030% £256 £119

Mail Media Metrics

Source: Profit Ability 2 the new business case for advertising Thinkbox April 2024
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Rebooted Circulation
Data Launches
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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

A

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.



Headline Nielsen Circulation Number

13

7,763

Advertisers have

used DM or Door
Drops in 2024 (15%
of all UK
advertisers)

A

Mail Media Metrics Source: Nielsen Ad Intel Q1-Q4 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

A

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 share of spend relative to other media

15

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

Sky UK Ltd Tesco Plc People's Postcode Lottery

A

Mail Media Metrics Source: Nielsen Adintel Q1 2024

mTvVv
m Radio
Press

Outdoor

m Digital

m Cinema
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Increased Panel Data
Capture
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We’ve now been measuring attention for two years

17

A

Mail Media Metrics

Direct Mail Attention
(seconds interacted
with per item)

Q3 2024
Q2 2024
Q1 2024
Q4 2023
Q3 2023
Q2 2023
Q12023
Q4 2022

Source: JICMAIL Iltem Data Q4 2022 to Q3 2024 n=84,529 mail items

Door Drop Attention
(seconds interacted
with per item)

Q32024
Q2 2024
Q12024
Q4 2023
Q32023
Q22023
Q12023
Q4 2022




How ‘mail’ attention stacks up against other media

DirectMail

Timeinseconds TV 30"

Press Full page

% é

OOH 6 Sheet

Non-skippable

15"/20"
Digital Mobile Web YouTube
- 6" Bumper
Instagram Instaaram
Infeed 9

Mail Media Metrics Facebook Stories
Infeed
Sources: Attention data from Tvision, Lumen (Digital, Print, OOH), JICMAIL ‘The time we spend with mail’ 2023

Digital Desktop



There is still a strong relationship between attention and

commercial effectiveness 9
Direct Mail Attention vs Effectiveness by sector Q3 2024
e0% HIGHER ATTENTION AND EFFECTIVENESS
® Supermarket
50%
PS ®Government
Medical
£
Other Financial

2 40% ® Automotive Servlices |
3 Utiltii ° eBank/Building
E . : ||es. ° society
g Insurance Services e Finance (NET) Retailer
> 30% ® Publishing
= Charit
o ¢ Local tradesperson Yo ® Mail Order/Catalogue
(O]
E e ° ® Travel
3 20% ®  Telecoms Restaurant or takeaway
° Letting or estate agent

10%

|
ﬂﬁ LOWER ATTENTION AND EFFECTIVENESS
0%
0 20 40 60 80 100 120 140 160 180

Mail Media Metrics

Seconds per Item (28 days)

Source: JICMAIL Item Data Q3 2024 n=4,803 Direct Mail items



We can now identify warm vs cold DM

A

Mail Media Metrics

Usage of Cold vs Warm Direct Mail (% of DM items)

Letting or estate agent
Restaurant or takeaway
Local tradesperson
Telecoms

Insurance

Travel

Charity
= Cold Retailer

m\Warm Publisher

Mail order/Catalogue

Medical

Automotive

Financial (NET)

Utilities

Other Financial Services (e.g. Pensions, Credit Cards)
Supermarket

Government/council

Bank/Building society

82% 18%
77% 23%
68% 32%
54% 46%
41% 59%
38% 62%
25% 75%
20% 80%
18% 82%
18% 82%
17% 83%
14% 86%
13% 87%
11% 89%
9% 91%
8% 92%

Source: JICMAIL Item Data Q3 2023 to Q3 2024 n=21,848 Direct Mail ail items



And have data points to support mail’s sustainablility creds

Mail Recycle Rates
(% of discarded mail items recycled)

87%

85%

82%
80%

|
Mﬁ Q3 2023 Q4 2023 Q1 2024 Q2 2024 Q3 2024

Mail Media Metrics Source: JICMAIL Item Data Q3 2023 to Q3 2024 n=52,806 mail items

73%




We can identify the channel of purchase fulfilment 2

A

Mail Media Metrics

Purchases by Channel
(base: % of mail items prompting a purchase)

Q3 2023 Q4 2023 Q1 2024 Q2 2024 Q3 2024

mOnline mIn Store =By other means (e.g. post / phone)

Source: JICMAIL Item Data Q3 2023 to Q3 2024 n=52,806 mail items
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Just the tip of the
iceberg...
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A lot of ground has been covered

How does JICMAIL+ work? V . * e
. Q. ﬂ ((G’ Origin

-
| /

Core JICMAIL metrics
JICMAIL & Kantar JICMAIL panef _ reach, frequency, Results spiit out by

|

//
. - - . [ __J .
Bt Distribute to records interactions creative / audience ||
distribute L : lifespan, attention and %
campaign to dlﬁersn.t audience with test campaign T RS e and contextualised N
salaciod banalists or creative cohorts across a 28 day available at campaign against industry .
i fevel benchmarks - Learn by Doing //

Identify Campaign
Audience on
JICMAIL Panel

[e]

0 = dl 4

Certificate in
Excellence

Mail Modia Metrics.

2
o

IPA Effectiveness Conference 2024 WEBINAR

: ]
Sana Experimentation!
Measgrameng €974 dapEERperinmentation
Experimentation!

IPA
Effectivenoss
Conference
2024
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Congratulations to JICMAIL Platinum Partners 2025
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Where next for mail?

26

Mail: The Super
Touchpomt »

JICMAIL 2025 REPORT 3
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