


Gold tasks must relate to an actual revenue / client

opportunity. Producing a JICMAIL case study / use

Gold certification: Sell side e W

KEY TASKS
to be completed 1) Create a JICMAIL ROI case for mail for a specific client OR
within 6 months 2) Create a mail impressions efficiency case for a specific client using ACT
of initial training 3) Uncover & apply a piece of creative insight
session 4) Conduct a competitor review
5) Share a JICMAIL campaign with customer OR
6) Produce a JICMAIL Use Case
GOLD
LEARNING You will be able to:
OUTCOMES » Analyse custom JICMAIL datasets to create specific insight bespoke to
EXPERT your 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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Mail Media Metrics
Certification based on delivered proof of task completion to JICMAIL via email



How to get Gold webinar 3

WEBINAR
View the How to

Get Gold webinar
for help with

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

—! E
-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/




Gold —to complete within six months

COMPLETE WITHIN

Gold tasks must relate to an actual revenue / client

GOLD
5 h opportunity. Producing a JICMAIL case study / use
EXPERT months case is strongly recommended
1) Create a JICMAIL ROI case for 2) Create a mail impressions efficiency case
mail for a Specific client for a SpeCifiC client USing ACT
MAIL ROI Calculator G e m Audience Comparison Tool #% ===
e Input Budget £ Select Demographic Compare to e
Channel Industry Mosaic Response Weighting 100000 &l ABC1 Adults - ‘@
ALL - ALL - ALL - " E‘ Offline Channels
CPTE Purchased Delivered Audience Difference vs
14278 Mail DA;L:’rDrop . Impacts Impacts Impacts CPT Buy
Sample Size u Partially l,ooo,uuo ls,ooo . 64%
Instructions: (Drl)u s |q7€,19n lmn,as? £47.9 1%
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Gold (continued)

3) Uncover & apply a piece of
creative insight

Compare which mail content is most associated with each action, for
different mail types
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4) Conduct a competitor
review

FINANCE
AVERAGE < Santander mHSBC

vans BANK

DIRECT MAIL o @ @ @
FREQUENCY

5) Share a JICMAIL campaign
with customer

Reach and frequency for
mail and door drops.

JICMAIL Best
Practice
Econometrics -
Hamessing the
power of JICMAIL
to measure the true
effects of mail -+

6) Produce a JICMAIL Use
Case

Re-imagining the test drive
process using direct mail for
the digital generation

Ctisnt: Jaguar Land Rover
Range Rover Evoque
Agencies: Edit and Sparked

The Challenge
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Range Rover Evoque — subtompact SUV - the unique nature of it tarpet audience versus
prezng

3 leaing
ad%onal car buyers means Mt thiz chalenge Iz ever more.
y targetng 3 young tech-savey Sudence who are simulsnecusly
Ueinery 1 ot o IrmsEis now 1 0ok 8 s,
e e e e
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The Approach

s sy s e e 4 s e
3hows high level of Sudence engagement
e T Goc2 Sppear on e medts B iy S5, Got o 3 s of JCHAL (e PSSy PTG CUTERE)
mai) and TG shows st whie Faditins car Who rend 10 buy 3 Car in e next two years are
7% more ilkely Tan the 3verage aduft 1o be fameted wiih drect mall, young tech-zawy Budences are 33% les3
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Key gold guidelines for custom 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.



