


JICMAIL has partnered with TGl to provide
hundreds of new audience variables against

which mail engagement and targeting can be
measured.




For the first time TGI+JICMAIL data is
available to ALL JICMAIL Discovery users.




What is TGl data?

TGl data is used to determine exactly who brands’ audiences are, their psychographic behaviours and what
makes them tick...

Coverage for over 4000
brands across 18 sectors

Build a full data profile for each
respondent

500 + attitude and
motivation statements

24,000 respondents

2000 media channels

10,000 Metered respondents

Mﬁ Currency grade depth and

Mail Media Motrics granularity for Media planning




TGl is built on a transparent industry leading sample

and methodology 5
How TGI Consumer Data is collected in Great Britain
Nat rep c24,000 adults Sourced from Online PC/ Mobile/Tablet
aged 16+ metering
Weighted to 12 months Continuous Data delivered to
GB population rolling data of rolling fieldwork, client via TGI
aligned to ’ released with Choices Online
PAMCo./ JICPOPS every month software or API
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TGI gives a complete view of online and offline, real-world

« Demographics & * Product & « Attitudes & « Leisure activities + Media & digital
personal attributes brand usage motivations & interests consumption



%

New Data Covered



JICMAIL users now have access to TGl Connected
Audiences: a sub-set of popular TGl audience variables @

—Life stage —Purchase Behaviour

—Financial Security — Car Buying |
—Pet Ownership - g?:;?rg::diledmmcs
— Motivations a
The complete \* ~Insurance
A —Bank Accounts
picture of [
your ~Retel
—Shopping Attitudes . —uining
_ Sustainability audiences _ Health and Wellness
—Fashion and beyond . —Personal Care
—Tech — Lottery Usage
—Travel
—Finance

—Personal Care

--ﬁ ...... all from one tool

Mail Media Metrics
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How to use JICMAIL+TGI data
in JICMAIL Discovery
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Mail Media Metrics



Affluent consumers are more likely to be targeted

with Financial Services Direct Mail

10

Those who are
comfortable on
their present
income are 23%
more likely
than the
average GB
adult to receive
Financial
Services Direct
Mail. Those
who are coping
are 28% more
likely

A

Mail Media Metrics

Mail type

Addressed Mail - Sector or Content

Region filter

Addressed Mail w

Financial and insurance services (NET)

v GB

Audience Exposure Index

How likely

Total

Comfortable on
present income

Coping on present
income

Finding it difficult on
present income

Finding it very
difficult on present
income

s your audience to receive mail?

Average Exposure Frequency

How often does your audience interact with ma 17

Total

Comfortable on
present income

Coping on present
income

Finding it difficult on
present income

Finding it very
difficult on present
income

4.60

4.561

4.53



Affluent consumers also interact more with
Financial Services Direct Mail

1

Mail type Addressed Mail - Sector or Content Region filter
Addressed Mail v Financial and insurance services (NET) W GB
. @
Audience Exposure Index Average Exposure Frequency
How likely is your audience to receive mail? How often does your audience interact with mail?

Total Total

Comfortable on
present income

Comfortable on
present income

4.60

Coping on present
income

Coping on present

) 4.61
income

Finding it difficult on
present income

| Finding it very
difficult on present
income

Mail Media Metrics

Finding it difficult on
present income

4.53

Finding it very
difficult on present
income

Those who are
comfortable and
coping on their
present income
also show the
highest
frequency of
interaction with
Financial
Services Direct
Mail across a
28-day period



Less affluent consumers are engaging more with
Utilities Direct Mail

Mail type Addressed Mail - Sector or Content Region filter
Those flndlng it Addressed Mail v Utilities provider (gas/water/electric) v GB v
difficult on
their present _ ®
income are fudience Bxposure Index S e e

47% more likely

than average to

. | 100 I
be targeted with et ot
Utilities Direct i
Mail and Comfortable on | Comfortable on

108
Interactlng W|th present income present income
4.63 times a
month on Coping on Present Coping on Present
income income

average.

Finding it difficult on
present income

Finding it difficult on
present income

Finding it very

__]
B difficult on present
income

Mail Media Metrics

Finding it very
129 difficult on present
income




Technology Leader Buyers are an audience of
untapped DM potential for Retail advertisers 13

Mail type Addressed Mail - Sector or Content Region filter

Tech no|ogy Addressed Mail Retailer (In-store or online) GB X
Leader Buyers
are less likely
than average to
be targeted with
Retail DM, but

Audience Exposure Index vs Frequency

ShOW above . Shopping: Review reliant technology buyers
average '
engagement with Technology
the mall they do % Shopping: Technology brand enthusiasts Leader Buyers
recelve ' % Shopping: Routine technolagy buyers have a IOt Of teCh
|-§-|_ Shopping: Technology leader buyers knOWIedge and
% Shopping: Frivoleus technolegy buyers Iove to buy neW
E technology. They
are able to

influence others

P ‘ about tech and
‘ 3.3 3.325 3.35 3.375 3.4 3.425 3.45 3.475 3.5 3.525 3.55 3.575 3.6 tend to be

Average Exposure Frequency
Mail Media Metrics yOU nger



Find all TGI audience definitions here

14

Mail Media Metrics

Household

Select... x

TGl Lifestage

Audience Exposure Index vz

Mail type: Addressed Mail Sector/Content: Reta

Shepping: Review re

Shopping: Technolegy brand enthus

TGI Audience Definitions

Select... x
200
TGI Psychographics
Shopping: Technology branc X
TGl Purchase behaviour g 150
=
Select... x o
=
Geodemeographics 2
o
Select... x & 100
@
o
=
o
SEMECT auadiences I
Audiences Displayed (max. 15) 50
Total + 5 selected X
]

[
)
[#L]
[l
en

¥ TGI Audience Definitions

Source: TGl May 2025 &
JICMAIL Audience Data Q3 2025

wa

[

Shopping: Frivolous technology buyers

B Audience Category

B Audience Label

B Audience Description

Demographics Dog owners Dog owners Adults who own at least or
Lifestage Lifestage Playschool parents The 'Playschool Parents'g
Lifestage Lifestage Empty nesters The 'Empty Nesters' group
Lifestage Lifestage Fledglings The 'Fledglings' group are :
Lifestage Lifestage Flown the nest The 'Flown the Nest' group
Lifestage Lifestage Hotel parents The 'Hotel Parents' group &
Lifestage Lifestage Mid life independents The 'Midlife Independents’
Lifestage Lifestage Nestbuilders The 'Nest Builders' group &
Lifestage Lifestage Non standard families The 'Non standard Familie
Lifestage Lifestage Primary school parents The 'Primary School Paren
Lifestage Lifestage Secondary school parents The 'Secondary School Pal
Lifestage Lifestage Senior sole decision makers The 'Senior Sole Decision|
Lifestage Lifestage Unconstrained couples The 'Unconstrained Coupl
Lifestage Lifestage Childfree senior couples The 'Childfree Senior Coug
Purchase Behaviour Charity Cancer charitydonors Adults who have donatedt
Purchase Behaviour Charity Children charity donors Adults who have donated t
Purchase Behaviour Charity Animalwelfare charity donors Adults who have donated t
€ > TGI Connected Audiences « = b



Finance Influencers are mail receptive audience

15

Mail Media Metrics

Mail type

Addressed Mail - Sector or Content Region filter

Addressed Mail

Addressed Mail GB

-
A

c

Audience Exposure Index

Audience Exposure Index vs Frequency

Insurange: Have car insurance

Insurance: Have life insurance Credit Cards: Digital wallet users . : ] . . gl
Likely to influence others financial services purchase decisicns

Insurance: Have pet insurance

Insurance: Have private healthcare insurance

4.49 4.5 4.5 4.52 4.53 4.54 4.55 4.56 4.57 4.58
Average Exposure Frequency



Compare specific mail actions for household brands

Mail type Addressed Mail - Sector or Content Region filter
Addressed Mail v Addressed Mail v GB v

Consumers who use
JustEat are slightly
more likely to open
Direct Mail than
Deliveroo users

Physical Actions

The % of total actions taken accounted for by different physical interactions and commercial actions.

J

deliveroo Delivery: Deliveroo users Delivery: JustEat users

Threw it away/recycled _ 35% _ 30%
Put it aside to look at later || NN 26% I

Filed it for reference or records

Did smth with the information - 12% - 1%

Passed it on for the person it's for

- Put it in the usual place - 9% - 10%

Put it on display l 4% l 4%

-
[¥%)
Ea

-
[£%]
52

Took it out of the house
Mail Media Metrics



Compare mail commercial actions across household

brands

17

Consumers who use
Deliveroo are slightly
more likely to
discuss the contents
of Direct Mail with
other people than
JustEat users

Mail Media Metrics

Mail type

Addressed Mail - Sector or Content

Region filter

Addressed Mail v

Addressed Mail

v GB

Discussed with someone
Visited sender's website
Bought something/made a payment (NET)
Made a purchase/payment online

Called the sender

Searched online for more information
Made a purchase/payment in a shop
Emailed the sender

Vizited sender's shop/office

Made a purchase/payment by other means
Posted a reply to the sender
Downloaded or used sender's app
Used a QR code

Planned a large purchase

Delivery: Deliveroo users

Delivery: JustEat users

I -
— -

B

B



Business Mail exposure and frequency of
interaction also available across TGl variables

18

Those who bank
with Lloyds and
Nationwide are
almost as likely
as each other to
visit the sender’s
website after
receiving
Business Mail

A

Mail Media Metrics

Mail type

Business Mail - Sector or Content

Region filter

Business Mail W

Business Mail

v GB

LLOYDS BANK ‘R‘l\‘

Discussed with someone

Visited sender's website

Bought something/made a payment (NET)
Called the sender

Made a purchase/payment online
Searched online for more information
Posted a reply to the sender

Visited sender's shop/office

Emailed the sender

Made a purchase/payment in a shop
Made a purchase/payment by other means
Downloaded or used sender's app

Used a OR code

Banking: Lloyds account holders

I, -

|
.
&%

Banking: Nationwide account holders

#a nationwide



A wealth of acquisition audiences to target with Door

Drops

19

Mail type Door Drops - Sector or Content Region filter
Door Drops v Door Drops v GB v
Audience Exposure Index Average Exposure Frequency
How likely is your audience to receive mail? How often does your audience interact with mail?
Shopping: Fashion Shopping: Fashion Fash|0n

spenders

Shopping: Shopping
online makes my life
easier

Shopping: Explore
new brand
experiences

Shopping:
Sustainability:
Reduce water usage
at home

Casual travel fanatics

School holiday
families

Mail Media Metrics

spenders

Shopping: Shopping
anline makes my life
easier

Shopping: Explore
new brand
experiences

Shopping:
Sustainability:
Reduce water usags
at home

Casual travel fanatics

School holiday
families

Online Shoppers
Brand Curious
Sustainability
Travel Fanatics

Family Holidays



Assess mail exposure and engagement by key
content types

20

Those
consumers
primarily
motivated by
value rather than
sustainability
concerns, are
more likely to
engage with
vouchers and
coupons

A

Mail Media Metrics

Mail type

Door Drops - Sector or Content

Region filter

Door Drops

Vouchers/coupons

GB v

Audience Exposure Index

How

FMCG prudent
purchasers

FMCG brand value
seekers

FMCG product and
sustainability first
consumers

y is your audience to receive mail?

Average Exposure Frequency

How often does

FMCG prudent
purchasers

FMCG brand value
seekers

FMCG product and
sustainability first
consumers

your audience interact with mail?



Combine multiple variables with the Audience
Builder tool

21

The audience builder
tool enables users to
combine multiple
JICMAIL and TGI
audience variables
(sample size
permitting). For
example, home-owners
who have purchased
kitchen furniture in the
last year are more likely
to receive mail than
those who have bought
a Connected TV

A

Mail Media Metrics

Audiences builder

o Build audience by selecting

parameters

Demographics

Select... hd
Household
Owned/mortgaged hd

TGI Lifestage

Select... X

TGI Psychographics
Select... X
TGI Purchase behaviour

Connected Devices: New Tv X

Geodemographics

Select... b

Click + to save and rename
audiences

[

Audiences Displayed (max. 15)

Total + 2 selected X

Mail type Door Drops - Sector or Content Region filter
Door Drops v Door Drops GB v
Selected filters:
Door Drops
. ©
Audience Exposure Index Avera Xposure Frequency
How likely is your audience to receive mail? How often s your audience interact with mail?
]
1
1
Total Total
Owned/mortgaged Owned/mortgaged
AND Domestic AND Domestic
Appliances: Appliances:
Purchased kitchen Purchased kitchen
furniture furniture
Owned/morigaged Owned/mortgaged
AND Connected AND Connected
Devices: New TV Devices: New TV

buyers

buyers




Reset your selected filters here!

Mail Media Metrics

7 JICMAIL*TGI Fusion 2025

Audiences builder

o Build audience by selecting
parameters

Demographics

Select... ®
Household
Owned/mortgaged x

TGl Lifestage

Select... X

TGI Psychographics
Select... *
TGl Purchase behaviour

Connected Devices: New T X

Geodemographics

Select... *

e Click + to save and rename

audiences

{

Mail type Door Drops - Sector or Content Region filter
Door Drops v Door Drops GB v
. B}
Audience Exposure Index Average Exposure Frequency
How likely is your audience to receive mail? How often does your audience interact with mail?
Total Total
1
Owned/mortgaged Owned/mortgaged
AND Domestic AND Domestic
Appliances: Appliances:
Purchased kitchen Purchased kitchen
furniture furniture
i
)
Owned/mortgaged E Owned/mortgaged
AND Connected 3 AND Connected
Devices: New TV ! Devices: New TV
buyers ! buyers
i
)



s

Planning Example:
Launching an electric car

- &
ia Metrics



Direct Mail is highly engaged with by Empty Nesters
and those living with older children

Mail type Addressed Mail - Sector or Content Region filter
Addressed Mail Addressed Mail v GB X
Audience Exposure Index Average Exposure Frequency
How likely is your audience to receive mail? How often does your audience interact with mail?

39

Playschool parents Playschool parents

Empty nesters Empty nesters

Flown the nest Flown the nest

Hotel parents Hotel parents

Mid life independents Mid life independents

Nest builders Nest builders

Mail Media Metrics



Door Drops have high exposure among Mid-Life
independents

Mail type Door Drops - Sector or Content Region filter
Door Drops v Door Drops v GB X
Audience Exposure Index Average Exposure Frequency
How likely is your audience to receive mail? How often does your audience interact with mail?

]
]
:
Playschool parents - 34 \ Playschool parents - 2.80

Empty nesters - a7 Empty nesters

i
)

Hotel parents

Mid life independents 246 Mid life independents

-
Nest builders - 111 MNest builders
]

Mail Media Metrics



Eco-driven messaging is a good fit for those likely
to receive and engage with Direct Mail

26

Mail type Addressed Mail - Sector or Content Region filter

Addressed Mail Addressed Mail GB *

Audience Exposure Index vs Frequency

Shopping: Sustainability: Eco leaders

Shopping: Sustainability: Eco worriers

Shopping: Sustainability: Eea'sceptics

Audience Exposure Index

25
M-m
4.4 4. .45 4.5 4.55 4.6 4 65 4.7 475

Mail Media Metrics Average Exposure Frequency



New Car Buyers and Electric Vehicle Buyers are
engaged with Direct Mail

Mail type Addressed Mail - Sector or Content Region filter
Addressed Mail Addressed Mail GB X

Audience Exposure Index vs Frequency

Secon dhand car buyers

Electric vehicle buyers

Luxury car buyers New car buyers

Audience Exposure Index

Mail Media Metrics Average Exposure Frequency



Luxury New Car Buyers are highly engaged with
Door Drops

Mail type Door Drops - Sector or Content Region filter

Door Drops Door Drops GB X

Audience Exposure Index vs Frequency

Electric vehicle buyers

Secondhand car buyers

Luxury car buyers New car buyers

Audience Exposure Index

Average Exposure Frequency

Mail Media Metrics



Summer “Staycationers” and Dog Owners who buy
electric vehicles inspire creative considerations... 29

Mail type

Addressed Mail - Sector or Content

Region filter

Addressed Mail W

Addressed Mail

W GB W

Opened it

Read/looked/glanced at it

Threw it away/recycled

Put it aside to lock at later

Filed it for reference or records

Put it in the usual place

Passed it on for the person it's for

Did smith with the information

Took it out of the house

- ﬁ Put it on display

Mail Media Metrics

Dog owners AND Electric vehicle buyers

T2%

Summer staycationers AND Electric vehicle buyers

9%



Launching a new electric car? 30

v Audiences in different life-stages present different targeting opportunities when it

L~ comes to use Direct Mail and Door Drops.
) v" However, moving beyond life-stage considerations reveals that those who
O—0O environmentally focused are very engaged with mail.

v" New car buyers and electric vehicle buyers are very likely to receive and engage
with Direct Mail.

v" When targeting audiences with Door Drops however, it is recommended to think
about emphasising the luxury credentials of a new electric vehicle.

v" In terms of creative, electric vehicles who holiday in GB are very engaged with mail.
Consider emphasising how the vehicle will get consumer to their holiday destination
and its utility for being on staycation.

v Dog-owners electric vehicle buyers also respond well to mail. Consider use of dogs
| pets in creative copy?

A

Mail Media Metrics



Get in touch to find out more about JICMAIL

‘ jicmail.org.uk ‘ linkedin.com/company/jicmail

© ian@jicmail.org.uk ©® @jicmailuk

4
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Get in touch to find out more about TGl

G kantarmedia.com/services/tgi @ https://www.linkedin.com/company/kantar-media

@ gemma.leigh@kantar.com

4

Mail Media Metrics
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