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The anatomy of Telecoms Mail effectiveness

Source:  JICMAIL Item Data 2018 to 2021 Telecoms Commercial Items = 8,926 items
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Conventionally tracked response rates only tell part of the story

Source:  JICMAIL Item Data 2018 to 2021 Telecoms Commercial Items = 8,926 items
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12% of telecoms mail has a purchase or digital effect

Source:  JICMAIL Item Data 2018 to 2021 Telecoms Commercial Items = 8,926 items
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Conversations prompted by mail further amplify effectiveness

Source:  JICMAIL Item Data 2018 to 2021 Telecoms Commercial Items = 8,926 items

Peak 

effectiveness 

in Q4 2020


