


Three tiers of user adoption: Agencies

BRONZE

FIRST STARTERS

SILVER

INTERMEDIATE

GOLD

EXPERT
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Mail Media Metrics

COMPLETE WITHIN CPD HOURS
48 hours 2 hours
4 weeks 4 hours
3 months 10 hours

...of initial training session

KEY TASKS

1) Create aline in an existing media plan using JICMAIL data
2) Find aclient or competitor mail journey in JICMAIL Discovery
3) Use commercial action data to predict campaign effectiveness

1) Complete all Bronze tasks for an upcoming campaign

2) Uncover & apply a piece of mail channel insight

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

4) Uncover & apply a piece of creative insight

5) Conduct a competitive review of mail interactions and
audiences targeted

1) Plan a mail campaign using Touchpoints Channel Planner

or

2) Uncover hidden mail audience insight using the TGI or YouGov
JICMAIL fusion

or

3) Perform a piece of custom analysis on the Mail ltem Database
(or other custom JICMAIL dataset)

Accreditation based on delivered proof of task completion to JICMAIL vai 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 advertiser category.
* 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 to your client regarding mail creative content
« Service your clients 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 client specific insight bespoke to your

| & accounts

Mail Media Metrics



Bronze —to complete within two days!

4
COMPLETE WITHIN CPD HOURS
\__/
BRONZE \ '
FIRST STARTERS @ 48 hours 2 hours
1) Create a line in an existing 2) Find a client or competitor mail journey 3) Use commercial action datato
media plan using JICMAIL data in JICMAIL Discovery predict campaign effectiveness
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Silver —to complete within four weeks across key clients s

SILVER

INTERMEDIATE

1) Complete
all Bronze
tasks for an
upcoming
campaign

Bronze - to complete within two days!
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COMPLETE WITHIN

4 weeks

2) Uncover & apply a piece of
mail channel insight

Item Lifespan = Download 0
Door Drop - TV/Broadband/Landline/Mabile
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CPD HOURS

4 hours

3) Uncover & apply a piece of hidden

target audience insight

4) Uncover & apply a piece of
creative insight

ail Type Actions

Addressed Mail - Visited sender's website

Addressed Mail

5) Conduct a competitor review

FINANCE
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Gold —to complete within three months

GOLD

COMPLETE WITHIN CPD HOURS

EXPERT 3 months 10 hours

1) Plan a mail campaign using
Touchpoints Channel Planner

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

+ D0

21.3 million

76% reach 79% reach +4%

Av Freq 3.72 +12%

251 GRPs

Av Freq 3.32

Schedie cetall: 2 pint ads n Daly Miror. 21 Dy Mai 10 mil digital mpression, 48 i
mill female targeed, 200 TVRs ALL commercial TV! DM targesig 10% of e popuiation,
Door Drops targeting 157% of the population

%
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2) Uncover hidden mail audience insight
using the TGI or YouGov JICMAIL fusion

a Argos Iceland ?“\ e .
BritishGas TIASIULLAN Damusll  Sainsburys LLOVDS BANK T s ooy JWaterAid

4.20 4.31 428 4.22 427 422 4.08 119 421
. 284 l 280 l 282 I 273 I 280 I 282 l 289 l 273 I 2.69

- = Direct Mail Frequency

- = Door Drop Frequency

3) Perform a piece of custom
analysis on the Mail ltem Database
(or other custom JICMAIL dataset)

FINANCE gqjg\
AVERAGE & santander X HseC y

LLOYDS BANK

DIRECT MAIL e e e e
FREQUENCY

| Frequency |
0318 39
0418 52
Q119 41
0219 42



Thank you

Q iicmail.org.uk

‘ lan@jicmail.org.uk

o
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@ !inkedin.com/companyi/jicmail

‘ @jicmailuk



