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The era of effectiveness measurement

Meaningful
Marketing

Measurement
2021

Insights from the DMA Intelligent
Marketing:-Databank

A whitepaper by WARC

Driving effectiveness
with direct mail

Making a physical impact in a digital world
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IPA: spending 40-50% media on digital is optimal
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Marketers struggle to measure effectiveness

their marketing campaigns.

O of marketing executives either
can’'t measure or only have a
0 ‘eood sense’ of the impact of
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The more you measure, the more you grow

Hypothesis

s

Test & Learn
Feedback loop

Evaluate Measure

Implement
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The more you measure, the more you grow

Direct Mail containing vouchers is
more effective at driving footfall than

DM that does not

Hypothesis

Results tell us that vouchers are
x3 as effective at driving footfall. Evaluate
Vouchers usage will be

upweighted next campaign

-
Mﬁ We will run an A/B test, evaluating
Measure creative that contains vouchers vs
Test & Learn mail that does not simultaneously
Feedback loop

Implement
90% of campaign delivered using non-

|
Mﬁ voucher creative. 10% delivered to a
matched audience using voucher

Mail Media Metrics
creative



Where JICMAIL can help

Generate audience and
content testing
hypotheses in JICMAIL
Discovery

Test using
standard
measurement
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OR work with
JICMAIL to
develop custom
test methodology

Apply for Royal Mail
testing innovation
incentive

Assess relative impact
of different testing
hypotheses using
JICMAIL benchmarks




15%-30% savings through Royal Mail testing and innovation
Incentives

Home > Customer Incentives > Testing & Innovation

Business Mail Testing & Innovation

Advertlsmg Mail Testlng & Innovation Save up to 30% when you test new mail activity

Save up to 15% when you test new mail activity

Earn up to 30% discount on access prices
Earn up to 15% discount on access prices SAVE

Test a new n'lalling or innovations on an exi!“i"g mail SAVE Test a new malllng Oor innovations on an existing mail

—— % 15% - ampaian ?S 30% OFF

See our useful technical guide below for more See our useful technical guide below for more

information about this incentive information about this incentive
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A/B Testing Checklist

No
. 0)
_ - A VRN CONTROL

100,000
mail items

> B: 25%
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CHALLENGER

AR N N N U N N NN

ASERN

Minimise noise from other channels

Pick one variable to test

Keep all other variables the same

Identify a goal

Pick a control scenario and pick a challenger scenario
Assign distribution between control and challenger
Determine sample sizes

Decide how significant results need to be

Only run one test at a time on the same campaign

Test the new challenger variation simultaneously with the
control cell

Decide on implications of results

Take action based on results



Custom third-party campaign research solutions that integrate
JICMAIL data

CREATIVE TESTING SALES IMPACT

RAM (L [( ANTAR Mail Media Metrics

Research and Analysis of Media +

ICANTAR

ac

Mail Media Metrics



Looking for test partners across all solutions. Get in touch with

JICMAIL to discuss your measurement needs 0

CREATIVE TESTING LIVE CAMPAIGN TRACKING SALES IMPACT

ﬂ—m
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+
ICANTAR

(XL X J
BAM 2% KANTAR

IKANTAR WC'RLDPANEL

Research and Analysis of Media

+ Digital mock-up of mail item - Combining gold standard * Visualise mail campaign
sent to nationally representative industry mail measurement exposure on Kantar’'s shopper
panel. with ad effectiveness tracking. panel.

* Questions relate to ad recall, - Seed the JICMAIL panel with a * Link mail exposure to retail
brand metrics and JICMAIL client campaign to track key sales and measure impact of
commercial actions. JICMAIL metrics at the JICMAIL frequency and

« Benchmark results against campaign level. lifespan metrics on sales.
established JICMAIL norms. « Data made available to client * Suitable for retail and FMCG

+ Cost effective method of only and is removed from the brands.
choosing between two creative overall quarterly data set.

options.



A/B Testing Hypotheses and Scenarios

Tests and Benchmarks
by Category
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Retall and Grocers



Scenario 1. Measure the impact of

local content 13

A.

VOUCHERS ONLY

LOCAL CONTENT

B.

| |

e.g. MEET e.g. LOCAL
YOUR LOCAL STORES
STORE MAP
MANAGER
PRIMARY OBJECTIVE: - STORE FOOTFALL ) :
Mail Media Metrics SECONDARY OBJECTIVE: - PLAN LARGE PURCHASE 5—_‘; —




An example of what “local” looks li
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» Fancganng

o bt

Shop early

and beat the queue

at your
Mere Green s

d Whe bemet, it il ron
exc! liqueurs& save? les). fuel y tuded
itorns. Offar subject to availability and can only be used when making the putchase shown between the 21/12/2020 - 22/12/2020, Offer

<an be used in store at Sainsbury's only, coupon mest cashier or pon siot at the self-

checkout machines. You must scan your Nectar card and coupon at the time of purchase If all conditions are met bonus Nectar points

will be added to your account within 48 hours. Offer can only be used once pet transaction. and only one coupon can be used against

each ltem bought. Oriy original coupons will be accepted - photocopies and duplications will not be accepted. This offer has no cash
e, offer at any time, and L . of and including alcohol

hat we deem excessive. or for commarclal o non-domestic use, or which we believe will be used for re-sate. Coupon not transterable

You can't seil. use and resell: ot auction off this coupon of e-Coupon for money of othorwise Offer does not cover spirits and liqueurs
fall akohol In Scotiand & Wales). baby milk products, National Lottery tickets, tobacco and related products; gift vouchers
or cards; prescription or over the counter medicines; travel money. Of postage stamps; mobdle phone cards and
vouchers; & top-up, paypoint payments, charity products or car park tickets: This offer cannot be used for purchases
of fuel, cashback or saveback, vending machines, concessions and Restaurants / Coffee shops, If your coupon is valid against an age
related product. you must be 18 pears or over to redeem it To find out more about

this coupon please call 06800 636 262, This coupon is and rormains the property I
of Sainsbury’s Supermarkets (d, 33 Holborn, London, ECIN 24T, Sainsbury's ||
Finance is a trading name of Ssinsbury's Bank pic. Sainsbury's Supermarkats Ltd ‘
offers banking services on behalf of Sairsbury's Bank pic. Sainsbury's Bank pic ts
d by the Authorit by the Financial 1! A |
280120021257772

Conduct Authority (Register no. 184514). Its registered office ks 33 Holborn,
Londan ECIN 2T (registerad in Enghand and Wales, no. 1279730, o3




Scenario 1 effectiveness benchmarks

15

A.

Performance Indices

VISIT A STORE 100

PLAN A LARGE PURCHASE 100
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247

193

Up to:

x2.5 more likely

93% more likely



Scenario 2: Measure the impact of event invitations
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A.

DISCOUNTS ONLY

EVENT INVITATION

DISCOUNTS

| |

e.g. NEW e.g. STORE
STORE REFURBISHMENT
OPENING
PRIMARY OBJECTIVE: - STORE FOOTFALL .
Mail Media Metrics SECONDARY OBJECTIVE: - MAKE A PURCHASE EE=s —




Scenario 2 effectiveness benchmarks
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A.

Performance Indices

VISIT A STORE 100

MAKE A PURCHASE 100
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214

158

Up to:

x2 more likely

58% more likely



Scenario 3: Expand your targeting to drive digital effects
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G ‘ Mosaic UK
Domestic Success
‘ \ u Domestic

Success are

B.

most likely
to be married

And are likely to have
at least two children

Thoey are the most likely

to have a Mortgage, and the
most likely to have opened
up a child trust fund

Mosaic UK
Family Basics

Family Basics are
the most likely to
have children

They are likely to
live in terraced property
owned by the council

<oy

25|? .
-~ 12*

use AOL for
their Home

Internet Service

PRIMARY OBJECTIVE: - STORE FOOTFALL
Mail Media Metrics SECONDARY OBJECTIVE: - WEBSITE TRAFFIC

|




Scenario 3 effectiveness benchmarks
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A.

Performance Indices

STORE FOOTFALL 100

WEBSITE TRAFFIC 100
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105

121

Up to:

5% more likely

21% more likely



Thank you

Q iicmail.org.uk
© ian@jicmail.org.uk
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‘ linkedin.com/company/jicmail
‘ @jicmailuk



