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Measurement and Attention — Why it Matters to Malil

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

M-lﬁ 1.00pm Bonus Workshop
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Network age 3.0 4
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Attention economy

Effectiveness?

Exposure?
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What about mail? 6

The time we
spend with mail

A JICMAIL Attention Study

A JICMAIL Attention Study

Do you know how many
seconds of Attention are
paid to Business Mail
across 28 days?

JUNE 2023
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Average time spent with mail across 28 days

Mall IS a hlgh attenthn (seconds)

channel
150s 108s
Business Mail ﬂ Direct Mail ﬁ

04s A0S

Mail Media Metrics Source: JICMAIL Item Data Q4 2022 n=10,669




Mail is highly attention efficient

Cost per minute: ABC1 Adults
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Attention planning for effectiveness 9

The time we spend with mail

The JICMAIL Attention Manifesto
5 considerations for attention based planning

. Attracting consumer attention is not an end in itself. However, for attention to be established as a marketing metric of
The JICMAIL value, it needs to be proven that it is linked to effective outcomes.

Att t * . We are at the early stages of understanding how attention works, but the issue brings into focus some fundamental
en lon principles related to consumer-centric planning for effective outcomes.

.
M anlfe Sto . When planning across the entire full-effect customer journey, factor attention thinking into your planning as well as your
evaluation frameworks.

. Marketers must consider what type of attention they are planning for: active, passive, solus, contextual, emotional, in-
home, out-of-home... attention planning covers a broad spectrum, and marketers must at least ensure that their
organisation has a shared and unified understanding of what attention means to their business and how it links to
business outcomes.

An industry roundtable discussion
of the planning implications of
The Time We Spend With Mail.

NOVEMBER 2023 . Establishing the causal relationship between attention and business outcomes should be established through a program of
test and leamn. Attention based hypotheses must sit at the heart of attention based planning and testing.

ﬂl& 5 questions for all marketers and mail practitioners

1. What is the right context in the home to deliver your message?

2. Where in the customer journey can you exploit the attention rub effects of high attention channels?
3. How can you fully leverage the power of solus attention?

4. Where does attention fit in your full effect measurement framework?

5. What are the key test and learn hypotheses for attention based planning?
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New JICMAIL journey relationships to be unlocked - Retall

Grocers

Share of Mail Voice (Doormat)

M&S Co-Op Asda

. 3% 3% 1%
Morrisons

Tesco
(Clubcard)
61%
Sainsbury's
16%
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Share of Attention (Time Spent) Share of Commercial Actions

Asda Asda
1% 2%
0-Op

Co-Op 6%

6%

Tesco (Clubcard)
36%

Tesco (Clubcard)
49%

Morrisons
3%

Morrison
8%

Waitrose

4%

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!

A
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Full effect metrics now benchmarked across journey

Per 1 Million Mail Items

TESCO Sainsburys

Exposure

Attention

Discovery

Advocacy

Transaction

Went Online Discussed Transacted UM SpE Frequency
(Seconds)

— 19% 13% 17% 4.72
Morrisons 7% 17% 26% 139 4.33

Mﬁ Sainsbury's 8% 14% 25% 93 4.41
Mail Media Metrics Tesco 9% 14% 39% 121 4.67

Set Avg. a6 % 27% | 107 | 450




Our path to effectiveness

13

Hypothesis

Test & Learn
Feedback loop

Evaluate Measure

Implement
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The Future MediaLeader

of Media

Conenej\Lonton PUTTING THEORY INTO PRACTICE: HOW TO BUILD AN
11-12 Qctober 2923, EFFECTIVE MARKETING MEASUREMENT FRAMEWORK

O\xmed isin | |
th s T T o e
of the behold; eye

"What does the consumer
believe to be Owned?

It is the authorship of the
touchpoint.

Mail needs to be valued at
the right stages in the
customer journey.”



Digital effectiveness transformation maintained across the cost-of-living
crisis while mail plays a crucial role in driving store footfall

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



Our Consumer Duty webinar showed how digital actions prompted by
mail have undergone a seismic shift in the last half decade

15

Key mail commercial outcomes growth over time

o +68% growth
12% In website
ViSits
10%
+83% growth
8% In online
searches

6%
4%
2%

0%
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Q2 Q3 Q4 Q1 Q2 Q3 Q4 QI Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
2017 2017 2017 2018 2018 2018 2018 2019 2019 2019 2019 2020 2020 2020 2020 2021 2021 2021 2021 2022 2022 2022 2022

= Scarched for more information online ===\/jsited sender's website

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



In March, we released our pilot Response Rate Tracker Survey 1

Cold Direct Mail

Resp Rat
%
1.0%
Cold Direct Mail
[{e]

4.4

Cold Direct Mail
CPA:

£96.3

Cold Direct Mail
AOV:

£146.0 | £249.8

The JICMAIL
Response
Rate Tracker

Drawing together campaign-centric response
data with consumer-centric reporting
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New Platinum Award Winners! AL Partner ) 17
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