


Three tiers of user adoption: Advertisers 2

COMPLETE WITHIN CPD HOURS KEY TASKS CRM primary
application for:

BRONZE 48 hours 2 hours 1) Ei_nd one of yours or a competitor’s mail journey in JICMAIL . .
iscovery
FIRST STARTER 2) Report on reach, frequency and lifespan for your core audience
3) Create a commercial item impression rate figure for a past
campaign

4 weeks 4 hours ;) Complete Bronze tas_,ks for an upcoming cam_paign_ _ .
) Uncover & apply a piece of hidden target audience insight .
INTERMEDIATE 3) Uncover & apply a piece of creative insight ]
4) Uncover & apply a piece of mail channel insight
5) Conduct an in depth competitor review by mail interaction and
audience targeting

SILVER

GOLD 4 months 10 hours 1) Employ JICMAIL data in to your econometric models B
or

EXPERT 2) Conduct a custom audience insight or mail effectiveness
research project with JICMAIL data . .
or

ﬁ—m ...of initial training session 3) Uncover hidden audience or channel insight using JICMAIL .

with Touchpoints, TGI or YouGov

Mail Media Metrics
Accreditation based on delivered proof of task completion to JICMAIL via email



Learning outcomes

BRONZE You will be able to... » Create a credible and coherent case for the inclusion of DM, Door Drops and Business
FIRST STARTERS mail in the media mix, by audience and content type.
* Include mail reach, frequency and impacts in your media plans.
« Communicate the full range of outcomes that are driven by a mail campaign.
SILVER _ - Create specific recommendations regarding audience targeting for DM and
You will be able to... Door Drops
INTERMEDIATE - Make recommendations regarding mail creative content
« Service your business with unrivalled competitive insight
GOLD « Create detailed media schedules and reach and mail frequency curves using IPA
You will be able to... Touchpoints
EXPERT

» Strategically assess mail’s role in the media mix through TGI, YouGov or
Touchpoints

» Analyse custom JICMAIL datasets to create specific insight bespoke to your

--& competitive set

Mail Media Metrics



Bronze —to complete within two days! 4

COMPLETE WITHIN CPD HOURS

-
BRONZE \ l

FIRST STARTER @ 48 hours 2 hours

1) Find one of yours or a competitor’s 2) Report on reach, frequency and 3) Calculate a commercial item impression
mail journey in JICMAIL Discovery lifespan for your core audience rate figure for a past campaign
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Silver —to complete within four weeks

SILVER

INTERMEDIATE

1) Complete
all Bronze
tasks for an
upcoming
campaign

Bronze - to complete within two days!
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Mail Media Metrics

COMPLETE WITHIN

4 weeks

2) Uncover & apply a piece of
mail channel insight

Item Lifespan = Download 0

Door Drop - TV/Broadband/L andiine/Mabile
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CPD HOURS

4 hours

3) Uncover & apply a piece of hidden
target audience insight

L: Vintage Valus:
. Fraquency 5.13
K: Municipal Challenge: Reach Index 178
® Fraquancy .63
E: Senior Security: Reach Index 166
Frequency 3.2
Reach
* 5
imily Basics: b Im.
94 .
Reach Indax 89 uency 4.54 C: Country Living:
Reach Indox 86 Frequency 4.
Reach Index

4) Uncover & apply a piece of
creative insight

ail Type Actions

Addressed Mail

4

Visited sender's website

Addressed Mail

ming
Loyaty rewara statement [ NN DD

Fmnance sraemenovupecte [ M. -
Postal reply

Special offers or discounts

5) Conduct a competitor review
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Gold —to complete within four months

GOLD

EXPERT

1) Employ JICMAIL datain to
your econometric models

JICMAIL + Econometrics

COMPLETE WITHIN

4 months
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Mail Media Metrics

MEDIACOM
brightblue

Marketleach

27
KEY
nEEu QUESTIONS
. ANSWERED:
o
WHO...

Wil Biecia Metrics

CPD HOURS

10 hours

1) Al

DVERTISER MAIL

DEEP DIVE ANALYSIS

¥" How are consumers

inf

teracting with your DM

and Door Drops
specifically?

...want to move beyond

FOR CLIENTS  industry category level

reach and frequency

data

|-

2) ADVERTISER MAIL
TRACKING

v" How are consumers

interacting with yours and
your competitors’ DM and
Door Drops over time?

v ...require more sample

for brand level fracking
than is currently
available in JICMAIL

2) Conduct a custom audience insight or mail
effectiveness research project with JICMAIL data

3) MAIL
ECONOMETRICS

¥ How do DM and Door
Drops drive short term and
long term marketing
effectiveness?

¥ ...want to harness a more

accurate view on mail
effectiveness combining
JICMAIL data and
econometric modelling

3) Uncover hidden audience or
channel insight using JICMAIL with
Touchpoints, TGI or YouGov

Mail delivers reach and frequency to multi-channel
campaigns

TV, DIGITAL, PRINT
]

20 million

TV, DIGITAL. PRINT, DM
+ B4

20.8 million +4%
%

TV, DIGITAL, PRINT, DM, DOOR DROPS

+ 0

81% reach +T%

76% reach 79% reach +4%

251 GRPs

Av Freq 3.9

Av Freq 3.32 Av Freq 3.72 +12% +18%

‘Schedue detais: 2 prnt ads in Dy Mimor. 2in Daily Mail 10 mil digital mpression, 4.8 Pbivietl
7l femae targeted, 200 TVRS ALL commercil TV. DY targeing 10% of e popuiaton,
Doar Drogs targeting 15% of he population



Thank you

Q iicmail.org.uk

‘ lan@jicmail.org.uk

o

Mail Media Metrics

‘ linkedin.com/company/jicmail
‘ @jicmailuk



