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Measurement and Attention – Why it Matters to Mail

9.30am  Welcome & Year Highlights 

9.40am  Keynote address 

10.00am  Taking Measurement Forward: A Practical Guide

10.25am  The Outlook for Data Protection

10.45am  Discovery 3.0

10.55am  Break

11.10am  Attention and Effective Planning

11.30am  JICMAIL Showcase

12.10pm  Closing Panel

12.30pm  Conference Close

1.00pm  Bonus Workshop 
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Network age 3.0 4



Attention economy 

Exposure? Effectiveness?



What about mail? 6



Mail is a high attention 
channel 7



Mail is highly attention efficient 8



Attention planning for effectiveness 9



New JICMAIL journey relationships to be unlocked - Retail 
Grocers

Share of Mail Voice (Doormat) Share of Commercial ActionsShare of Attention (Time Spent)
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Source:  Kantar TNS item data Q32017 – Q22023, n=283,699. Of which Tesco 4,263, M&S 1699, Sainsbury’s 1,545, Co-Op 1,107, Waitrose 1,088, Asda 487, Morrisons 338. Time Spent data 

n=26,141 in Q42022 – Q22023 



Include ‘share of creative’ analysis too! 11



Full effect metrics now benchmarked across journey

Per 1 Million Mail Items

Exposure

Attention

Discovery

Advocacy

Transaction

Went Online Discussed Transacted
Time Spent 

(Seconds)
Frequency

M&S 19% 13% 17% 147 4.72

Morrisons 7% 17% 26% 139 4.33

Sainsbury's 8% 14% 25% 93 4.41

Tesco 9% 14% 39% 121 4.67

Set Avg. 12% 14% 27% 107 4.59



Our path to effectiveness 13



Digital effectiveness transformation maintained across the cost-of-living 

crisis while mail plays a crucial role in driving store footfall

Source: JICMAIL Item Data Q2 2017 to Q2 2023 n=283,699 mail items
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Physical vs Digital Commercial Actions
(% of all mail items)

Visited website Visited store



Our Consumer Duty webinar showed how digital actions prompted by 
mail have undergone a seismic shift in the last half decade 15
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Key mail commercial outcomes growth over time

Searched for more information online Visited sender's website

Source: JICMAIL Item Data Q2 2017 to Q4 2022 n=102,139 Business Mail items

+68% growth 

in website 

visits

+83% growth 

in online 

searches



In March, we released our pilot Response Rate Tracker Survey 16



New Platinum Award Winners! 17



18New Platinum Award Winners!
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