


Three tiers of user adoption: Sell side

BRONZE

FIRST STARTER

SILVER

INTERMEDIATE

GOLD

EXPERT
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COMPLETE WITHIN

48 hours

4 weeks

4 months

...of initial training session

KEY TASKS

1)
2)

3)

1)

2)
3)

1)
2)
3)

4)

Find one of your client’s or their competitor’s mail journeys in
JICMAIL Discovery

Report on reach, frequency and lifespan for your client’s core
audience

Create a commercial item impression rate figure for a past campaign

Uncover & include a piece of hidden target audience insight in
a client presentation

Uncover & include a piece of creative insight

Uncover & include a piece of mail channel insight

Produce a piece of competitor insight - comparing key reach
and frequency variables for your client and competitors.
Reach agreement with client to adopt JICMAIL data in to their
measurement / econometric models OR

Use the ACT or ROI calculator to make a case for mail in a
client presentation

Create a JICMAIL use case / case study

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



Learning outcomes 3

BRONZE You will be able to... » Create a credible and coherent case for the inclusion of DM, Door Drops and Business
using reach, frequency and lifespan variables
FIRST STARTERS + Be able to communicate the precited commercial outcomes of a mail campaign using the
Mail Campaign Calculator
 Demonstrate household mail journeys to your clients
SILVER
You will be able to... « Create specific recommendations to clients regarding audience targeting for
INTERMEDIATE DM, Business Mail and Door Drops
+ Make recommendations regarding mail creative content
* Prove the impact of DM vs Door Drops vs Business Mail
GOLD -
You will be able to... . Analysg pustom JICMAIL datasets to create specific insight bespoke to your
EXPERT competitive set

» Be confident in JICMAIL’s usage in the econometric measurement process
* OR be confident talking about the relative value or ROI of mail to clients
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Bronze —to complete within two days! 4

COMPLETE WITHIN

-
BRONZE \ l

FIRST STARTER @ 48 hours

1) Find one of your client’s or one of 2) Report on reach, frequency and 3) Calculate a commercial item impression

their competitor’s mail journeys in lifespan for your client’s core audience rate figure for a past campaign
JICMAIL Discovery

Ilem Reach = Downicaa o Reach Index
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# Household Information Door Drop in the Retailer {e.g. clothing, household electrical etc.) sector:
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Advertiser Brand: Tesco
Sender Supermarket o grocery store
Format Addressed advertising
Cortent Special offers or discounts
Reach: 1
Fraquency. &

Commercial Actions: 4

People in Household Couple, Household With Children CAMPAIGN OUTPUTS
ngihc 1-2 years
Type: Rented
J: Transient Renters

COMMERCIAL ACTION ITEMS COMMERCIAL IMPRESSIONS ‘COMMERCIAL ACTION RATE

CAMPAIGN OUTCOMES
100,000 479,570 1%

Iltem Actions Timeline
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Silver —to complete within four weeks

COMPLETE WITHIN

SILVER \-l
INTERMEDIATE @

1) Uncover & apply a piece of
mail channel insight

4 weeks

Item Lifespan = Download 6
Door Drop - TViBroadband/Landline/Mobile
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Silver tasks must be applied to a real life pitch,

proposal or upcoming campaign planning
document or presentation

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

L]
L: Vintage Valus:
P roquen
K: Municipal Challenge: Reach Index 179
® Fraquancy .63
E: Senior Security: Rear
Frequency 3.92
Reach Index 155
% @
) Transient lnhn'.
Frequency 3.69
Index 123
[ ] &
[ L
'G: Domeatic Succass: °
Frequency I: Family Basics: [ ]
Reschindoxss o Framoncy 354 £ Suburban Stabiliy: ®
° Reach index 89 :’_‘“"."l"j“n"”: . Country Livi
ach In requency
® i Index 75
8: Prestige Positians:
Frequency 3.64
Reach Index

3) Uncover & apply a piece of
creative insight

ail Type Actions
Addressed Mail - Visited sender's website

Addressed Mail

Administrative information (e.g. account detais) || I N EEEEE <o
Loyaty reward statement | NN <+
Financal statemenvoivupdate [ N
speciloffers or discounts [ NN -



Gold —to complete within six months

GOLD

EXPERT

1) Work with a client to on board
JICMAIL data in to their

JICMAIL + Econometrics 27
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COMPLETE WITHIN

6 months

2) Use the ACT or ROI
calculator to make a case
econometric models OR for mail in a client

presentation

ABC1 ADULTS AL

Gold tasks must relate to an actual revenue / client

opportunity. Producing a JICMAIL case study / use
case is strongly recommended

3) Produce a piece of competitor
insight - comparing key reach and
frequency variables for your client and
competitors.

Frequency of exposure / interaction

6.00

478 4.81
5.00 448 453 454

4.00 373 369
320

3.00 273 286

200

1.00

0.00

Tesco Farmfoods Sainsbury's Waitrose Lidl Co-Operative

mXMAS 2018 mXMAS 2018

DESIRABLE: Produce a
client case study

Mailbird shows Swoon how [T—
mail drives conversion using
JICMAIL o) sioon




Key gold guidelines for competitor analysis on mail item
database
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A piece of analysis that has been delivered to a client in an appropriate format (e.g. a
power point presentation, a word document etc) that provides some specific detail on
how that client and/or their competitors mail performs in terms of key JICMAIL metrics.
This work will likely have to be conducted on the excel output of the Mail Iltem Database
- assessing the data using pivot tables(l reattach our pivot table pointer slides for
reference).

The analysis could draw on any of the following different types of data comparisons for
example:

Reach, frequency and lifespan over time.

Reach, frequency and lifespan by audience segment (e.g. MOSAIC group, or gender).
Audience profile of client vs competitor mail - i.e. who they are targeting.

Specific action response rates over time using key physical or commercial actions.
Insight drawing out the observed trends and actionable recommendations should all be
part of the analysis.



