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JICMAIL is now many things to many people

A

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



JICMAIL Highlights

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

Direct Mail Attention Door Drop Attention
(seconds interacted (seconds interacted
with per item) with per item)

Q3 2024 Q3 2024

Q2 2024 Q2 2024

Q1 2024 Q1 2024

Q4 2023 Q4 2023

Q32023 Q3 2023

Q2 2023 Q2 2023

Q1 2023 Q1 2023

Q4 2022

- ﬁ Q4 2022

Mail Media Metrics Source: JICMAIL Item Data Q4 2022 to Q3 2024 n=84,529 mail items



How ‘mail’ attention stacks up against other media

DirectMail

Timeinseconds TV 30"

TV 15"
q YouTube

Press Full page

OOH 6 Sheet

Non-skippable

b 15'/20"
Digital Mobile Web YouTube
- 6" Bumper
Instagram Instaaram
Infeed J

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

Direct Mail Attention vs Effectiveness by sector Q3 2024

0,
60% HIGHER ATTENTION AND EFFECTIVENESS
® Supermarket
50%
PS ®Government
Medical
£
Other Financial

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

10%

-
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 sustainability 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

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



JICMAIL Highlights

The Response Rate
Tracker Expands
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The Response Rate Tracker: 2,300+ Campaigns; 13 Organisations

J ] e ® ® ine
:ts  cpsilon whistl () ¥k @ Conexance

— SALOCIN —

: specialist
GingerBlack  / LETTERBOX works

dbsdat \Sagacity paperplones@ GO INSPIRE

make the connection

A
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Twenty-two sectors / product levels now available

JICMAIL Response Rate Tracker Dashboard ~ R e S DR BT TS

#® Caution interpreting results with fewer than 20 campaigns.

Direct Mail Dot Drops All Sectors N n= 250 campaigns ® A minimum sample of n=14 campaigns will display results.
#® For further details on methodology and particip go to jicmail.org.uk

Search
Respo | Return on Investment (£)
06 Lsen TV/Broadband/Landline/Mobile " ew o6
Letting or estate agent
0.5 2.565
Magazine Publisher
0.4 Medical 2.56
£26
Travel / Tourism
0.3 2.555
Mail Order
02 Mail Order - Food and Drink 25
Total Total Cold Warm
Mail Order - Fashion
Cost Per ; | Mail Order - Household Goods Average Order Value (£)
210 Mail Order - Gardening 2
£716
Mail Order - Beauty & Wellness
£201.5
200 Financial and insurance services 7
Finance - Travel Insurance
-y Finance - Home and Motor Insurance
190 70
Gambling 606
v -
Mail Media Metrics 180 - - 69

Total Cold Warm Total Cold Warm



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

Response rate, ROI, AOV and CPA data published

A

Mail Media Metrics

{.9%

Warm Direct Mall
average response
rate.

£9.0 ROI

0.9% 0.6%

Cold Direct Mail Door Drops average
average response response rate

rate

£3.9 ROI £2.6 ROI



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% 7 46.60% 55.70% 7 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% 4.80% 470% 3 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 550% 2.90% 180% 4.40% j 5.90% ‘ £234 £150
Cinema 040% 030% 0.20% * 030% 030% ‘ £256 £119

Mail Media Metrics

Source: Profit Ability 2 the new business case for advertising Thinkbox April 2024



JICMAIL Highlights

Rebooted Circulation
Data Launches
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What is 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

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% 10 4%
0
I I I9 | 9.2%
Tesco Plc Specsavers Homeserve Damart People's
Optical Group Plc Postcode
Ltd Lottery

A

Mail Media Metrics Source: Nielsen Adintel Q1 2024

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

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

mTvVv
m Radio
Press

Outdoor

m Digital

m Cinema

Sky UK Ltd Tesco Plc People's Postcode Lottery

A

Mail Media Metrics Source: Nielsen Adintel Q1 2024



JICMAIL Highlights

Just the tip of the
iceberg...
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A lot of ground has been covered

How does JICMAIL+ work? } .
/// = -\\\\
1. 2. 3. 4. 5. 6. .

Core JICMAIL metrics
records matacions I goicech- reavency, [ Gl et
with test campaign ikespan; atjemon and and contextualised
across a 28 day SO Ch acions against industry
= available at campaign
period il benchmarks Learn by Do|ng //
al ol

Certificate in
Excellence

JICMAIL & Kantar
distribute
campaign to
selected panellists

Distribute to
different audience
or creative cohorts

Identify Campaign
Audience on
JICMAIL Panel

Mail Modia Metrics.
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IPA Effectiveness Conference 2024 WEBINAR

» - l
San B Experimentation!
Measgrameng €974 dapEERperinmentation

= | Experimentation!
- v | M

IPA
Effectivenoss
Conference
2024
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Congratulations to JICMAIL Platinum Partners 2025! 1 ¢

4 ) . )
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The Rise of the Super Touchpoint

Mail: The Supér
Touchpoint

A JICMAIL 2025 REPORT

A

e GEL 1N tOUCH fOr your copy of Mail: The Super Touchpoint



Get in touch for access and support

‘ jicmail.org.uk ‘ linkedin.com/company/jicmail

© admin@jicmail.org.uk ©® @iicmailuk

4
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