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03 Who are we…

Eight Days a 
Week Print 
Solutions 
(EDWPS)

Nottingham 
based 

printer and 
mailing 
house

Print, direct 
mail, 

postage 
and leaflet 
distribution
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step 6



08 Value add Solutions

Over the last few years we have made a conscious effort as a 
business to provide a number of “value add” solutions to ensure 
we are engaged at levels 5 - 8 as a minimum.

JICMail is one of these solutions …



09 Women’s online
fashion brand

Re-engage lapsed 
customers - Valentine’s 
Day

Used JICMAIL in the DM v 
Email decision

New Business
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Women’s online
fashion brand

Re-engage lapsed customers -
Valentine’s Day

Used JICMAIL in the DM v Email 
decision

QR Code

Test mailing 10,000 undertaken

Successful - looking at 100,000 roll out

New Business
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East Midlands Coach Holiday company

Previous client - New Marketing Manager

Another change in Marketing Manager

Used JICMail to demonstrate “value add”, 
competitor activity and target audience use of DM

Were able to assist them at steps 2 and 3 working with 
our data partner

Started quoting again for client and presented to wider 
marketing team

Re-engagement



12 Re-engagement
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Undertook a mailing for 
a third party for an 
automotive group

Approached the third 
party with a 2 page 
JICMail summary of the 
automotive industry

Joint Working
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13 Undertook a mailing for a third 
party for an automotive group

Approached the third party 
with a 2 page JICMail
summary of the 
automotive industry

Three way meeting held and two 
subsequent mailings

Joint Working



18 Conclusion
• JICMail data can open doors

• Can deliver new revenue

• In conjunction with other solutions can increase 

your influence
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19 Graham Thomas 
07972 144365
graham@edwps.co.uk


