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Mail Media Metrics

KEY TASKS CRM primary
application for:
1) Employ JICMAIL data in to your econometric models ]
or

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

or ]

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

4) Create a JICMAIL use case / case study

» Create detailed media schedules and reach and mail frequency curves

using IPA Touchpoints
» 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

Certification based on delivered proof of task completion to JICMAIL via email
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WEBINAR

View the How to
Get Gold webinar

achievng your How to get Gold
JICMAIL Gold.
with JICMAIL
Parts1 & 2

-
-y ﬁ Mail Media Metrics

Mall Media Metrics https://www.jicmail.org.uk/news/webinar-recording-how-to-get-gold-with-jicmail-parts-1-2/
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COMPLETE WITHIN
GOLD Gold tasks must relate to an actual revenue

opportunity. Producing a JICMAIL case study / use

EXPERT 6 months case is strongly recommended
1) Employ JICMAIL data in to 2) Conduct a custom audience insight or mail 3) Uncover hidden audience or
your econometric models effectiveness research project with JICMAIL data channel insight using JICMAIL with

IPA TouchPoints or TGI

JICMAIL + Econometrics 7

@ . . .
2 >A.< Mail delivers reach and frequency to multi-channel
X campaigns
al s
Convening a roundtable of cross-industry - Sky 1) ADVERTISER MAIL 2) ADVERTISER MAIL 3) MAIL ™. DIGIT»:“NT TV, DIGITAL, PRINT, DM TV, DIGITAL, PRINT, DM, DOOR DROPS
- TRACKING ECONOMETRICS +
experts to explore: British G MEDIACOM DEEP DIVE ANALYSIS -] =< +

20 million 20.8 million +4% 21.3 million +6%

+ The challenges in correctly attributing mail effects

in econometrics models pwgl brightolue

+ The application of JICMAIL data in enriching KEY ¥ How are consumers ¥ How are consumers # How do DM and Door 79% reach +4% +7%.
econometric models nEm ESTIONS interacting with your DM interacting with yours and Drops drive short term and .
+ Best practice in harnessing JICMAIL industry lBA EESWERED- and Door Drops your competitors’ DM and long term marketing
benchmarks and brand level data in models m - specifically? Door Drops over time? effectiveness? 292 GRPs +16% +26%
« Whitepaper to be published in November 2019 '
— o
m m MarketReach ...want to move beyond ¥ ...require more sample ¥ ...want to harmess a more Av Freq 3.32 Av Freq 3.72 +12% +18%
Ll FOR CLIENTS  industry category level for brand level fracking accurate view on mail !
WHO... reach and frequency than is currently effectiveness combining Senecte etas 2 prnt a1 Dy it 21 Dty Vod 107 ot s, 46 ! _fi__ri
F data available in JICMAIL JICMAIL data and milfemale targeted, 200 TVRs ALL commercisl TV! DM targeting 107% of fie popuiaton,
-y m econometric modelling oor Drogs tageing 1% o e popiaon
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