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Fundamental marketing objectives remain unchanged

Acquisition of in-market customers Recommendation of products
while stimulating future demand and services to friends and family

|
ﬁﬁ Retention of existing customers
and deepening customer loyalty

Mail Media Metrics



If only It were so simple
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. Lack of big platform inter-operability
. Non-transparent measurement

. Ad fraud

Increased CPAs
Persistence of third-party cookie usage
Increased price-sensitivity

Ad saturation

. Declining creativity

. Competition for consumer attention




An unscientific history of multi-channel planning 4
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We asked the industry to define “Super Touchpoint” 5
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Disproportionately large investment for
disproportionately effective outcomes

O

A Super Touchpoint enables marketers to merge audience-first
planning with a cut-through behavioural or creative insight, to deliver
disproportionately effective outcomes for consumers and brands alike.
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A Super Touchpoint creates deeper emotional connections with
consumers; delivers a stimulating sensory experience that attracts
attention; provides advertisers with a platform for brand storytelling
and/or inspires consumers to start a conversation.
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.

Mail Media Metrics

Any channel can be a Super Touchpoint. If it conforms to best
practice measurement; has the tools available to create a genuine
and surprising customer insight; and has the potential to drive impact
at all stages of the purchase cycle then it should encourage marketers
to think about a disproportionately large investment to drive
disproportionately effective outcomes.



The Super Touchpoints checklist
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A Super Touchpoint channel
enables you to...

(M Harness a unique audience insight

(M Harness the power of creativity

(M Create an emotional connection

(M Deliver sensory marketing comms

(M Leverage trust

(M Deliver carefully synchronised comms

(M Hyper-target or build scale

@' Explore rich targeting opportunities

(V' Build full-funnel effects

(M Deploy best practice measurement




A framework for Sup

er Touchpoint plannin

MAIL: THE SUPER TOUCHFPOINT

Create a detailed evaluation grid and assign
a STEP* score to each Super Touchpoint

SUPER TOUCHPOINT PLANNING
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5. Laveraga trust
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MAIL: THE SUPER TOUCHPOINT SUPER TOUCHPOINT PLANNING

Rank your Touchpoints in STEP score order
and action your media plan accordingly

: Stepscore
: =00%+
Top 25% Touchpoint A
Potential actions
. Invest TouchpointB
* Upweight
- Test Touchpoint C

Middle 50% Touchpoint D

Patential actions

+ Optimise

+ Performance
review Touchpoint F

- Test

Touchpoint E

Touchpoint G
TouchpointH

Touchpoint|

Bottom 25% Touch

Potential actions
+ Divest

+ Down-weight
+ Test

Touchpoint K
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How many of your
touchpoints are
Super Touchpoints -
i.e. have a STEP score
0f90%+?



Why Mail is a Super Touchpoint channel 9

Mail...

Attracts Deepens Ignites
CONSUMER cusTovER  WESJl) HOUSEHOLD
Attention. Relationships. Conversations.

A
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Mail’s Super Touchpoints strengths
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Door Drops Mail Super Warm DM Mail Super

PAM Touchpoint Powers: Business Mail Touchpoint Powers:

Cold DM + Tactile Undivided Attention + In-Home Sharing and Discussion
* Mass Reach * In-Home Context
+ Geo Targeted * Relevant Offers

* Privacy Compliant + Key Content

%

. \ 0 N
Warm DM Mail Super \ /;) |
Business Mail Touchpoint Powers: \\ |
Programmatic * Personalised -—-

-y ' -
* Programmatic
+ Traffic Driving
+ Footfall Generating
+ Highly Creative

Mail Media Metrics

Attract
Customer
Attention

Deepen
Customer
Relationships

Ignite
Household
Conversations



Big brand spenders enjoy high mail engagement
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9.4%

of mail prompts account
look-ups (vs 5.0% average)

1.4%

of mail prompts planning
of a future purchase
(vs 0.9% average)

of mail prompts voucher
usage (vs 3.1% average)

Top Brand

Advertisers

4.34

frequency of mail interaction
(vs 4.12 average)

3.01

days mail lifespan
(vs 7.77 average)




Effectiveness for smaller businesses keeps growing "

Door Drop Commercial Effectiveness for Local Tradespeople
(% of mail items with any commercial action taken)

8.2%

71%
6.5%

=y &
Mail Media Metrics Q4 2022 Q12023 Q2 2023 Q32023 Q42023 Q12024 Q22024



Mail deepens customer value

13

Assuming...

7,000

Average warm mail campaign volume: 77,000 items

1,409

Abandoned Cart Gap: 1,469 items

A

Mail Media Metrics Source: JICMAIL ltem Data + Response Rate Tracker 2024

2207

AQV for warm retail mail = £207

304,000

Abandoned shopper cart revenue gap = £304,000



Mail ignites household conversations 14

% Direct and Business Mail Prompting Discussion
17.5%

2019 2020 2021 2022 2023 2024 to date”

Mail Media Metrics
Source: JICMAIL ftemn Data 2024 *2024 =01, G2 and Q3 only



Mail tackles these challenges head on
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. Lack of big platform inter-operability
. Non-transparent measurement

. Ad fraud

Increased CPAs

Persistence of third-party cookie usage

. Increased price-sensitivity

Ad saturation

. Declining creativity

. Competition for consumer attention




Introducing JICMAIL+ campaign measurement 16
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How does JICMAIL+ work?

Identify Campaign
Audience on
JICMAIL Panel

JICMAIL panelrecords
interactions with test
campaign across a

28 day period

4.

JICMAIL & Kantar
distribute campaign
to selected panellists

2.

Core JICMAIL metrics -
reach, frequency, lifespan,
attention and commercial

actions available at

campaign level

9,

Distribute to different
audience or creative
cohorts

3.

Results split out by
creative/audience and
contextualised against
industry benchmarks

B



Enhanced JICMAIL+ learnings

17

1.

2.

3.

M-HE + CREATIVE

Mail Media Metrics

Which mail creative
executions resonate with your
audience and why?

A

Mail Media Metrics

ﬂi& + AUDIENCE

Mail Media Metrics

What new acquisition
audiences can you uncover
and how receptive will they
be to mail?

ﬂ-m + ATTRIBUTION

Mail Media Metrics

What does the mail channel
contribute to a multi-channel
campaign in terms of effective
outcomes?



Don’t just take it from us

18

A

Mail Media Metrics

The JICMAIL study is a
masterful piece of research,
which is valuable considering
the often overlooked role of
direct mail among traditional
media planners, despite it
being bigger than Channel 4
in terms of revenue (UK).”

Faris Yakob
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