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Use JICMAIL data in your award submission

Using JICMAIL data demonstrates your wider understanding

of the mail channel, the preferences of your audience and
provides trusted supporting evidence for the Judges.

Include JICMAIL data in your DMA Award entry - it is
specifically encouraged in these DMA Awards categories:

Unaddressed Print Mail

and Door Drops
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Show how mail acts as a Super Touchpoint in a multi-media mix

3

To help you show how mail acts as a
Super Touchpoint, you can find great
research and results in the latest joint
report from DMA and JICMAIL: The

Value of Super Touchpoint Planning.

See charts with key metrics that show
the inclusion of mail in the mix should
lead to disproportionately better
outcomes for your campaigns.

The Value of Super
Touchpoint Planning /

A DMA Effectiveness Databank Analysis

A5

https://www.jicmail.org.uk/flagship-research/joint-report- ﬁ’-\ﬁ

the-value-of-super-touchpoint-planning/
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Use JICMAIL data in your award submission

Demonstrate mail's Super Touchpoint qualities within

multi-media campaigns by using JICMAIL data in these
DMA Awards categories:

Charity Integrated

Media

Nﬂ& Strategy
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6 Ways to include JICMAIL °

Demonstrate how
Show how your target

JICMAIL audience Create cross

media cost

Show how
JICMAIL data
informed mail

Include useful
JICMAIL mail

influenced your interacted with

campaign mail using the

targeting JICMAIL TGI SO
integration

efficiency

Journeys comparisons

__ Each of these uses of JICMAIL data is
i explained further on the following slides
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1. Show how JICMAIL influenced your campaign targeting

Use the Audiences tab in
JICMAIL Discovery

In this example, the
‘Vintage Value’ MOSAIC
group interacts with their
mail (high frequency) but is
less likely to receive mail
than the average household
(index less than 100).

This shows a good targeting
opportunity.
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2. Demonstrate how your target audience interacted with mail
using the JICMAIL TGI integration

Use TGl Integration in TGl
JICMAIL Discovery. o

Audience Exposure Index Average Exposure Frequency

How likely is your audience to receive mail? How often does your audience interact with mail?

Define your target -
audiences using over 300 N rehasers N prinasers
TGl variables and |
demonstrate to award infrequent flyers

judges: ‘
Fremium _ g-i Fremium glebetrotters

4.45

EE‘E Infrequent flyers 44

4.55
globetrotters

A) how likely that audience
is to currently receive mail Dining: Calorie

B) how often they engage

Mew car buyers _ 100 Mew car buyers
and interact with mail |
L | Secondhand car ) Secondhand car
125
m buyers buyers

Dining: Calorie
conscious eaters

443

4.57

4.37
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3. Show how JICMAIL data informed mail content

Use Action Drivers in
JICMAIL Discovery

The % shows the proportion
of that mail content which
has the selected action
taken.

The index shows how much
more likely mail that has
that action taken on it is to
contain the content
selected.

4
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Content Mail Type Actions

Select Demographic

Information about products/services +17s.. X Door Drop ' Bought something/made a payme All Respondents

Compare which mail content is most associated with each action, for Door Drop

Source: JICMAIL Audience data Q1 2023 to Q4 2023

N of items =49 873 i R
or ite 873 Aff.idx of Action

Information about products/services I 3% 107

Special offers or discounts I 4% 167
Vouchers/coupons I 7% 281
Request for a donation I 5% 208




4. Include useful JICMAIL mail journeys

Use Mail Item Database in - e
HHC HHM1 Physical Actions Commercial Actions
JICMAIL Discovery.
> = Openedit = Opened it & Opened it & Opened it
0o = Read/looked/glanced at it 2 Read/loocked/glanced at it 2 Read/looked/glanced at it 2 Read/looked/glanced at it
Use mail journeys for your
- B9 Putit aside to look at later 2 Putit aside to look at later 9 Putit aside to look at later B Used/did something with the information
mail item and brand and N . | -
. B3 Putitinthe usual place 2 Putitinthe usual place 2 Putitinthe usual place (2 FPut it aside to look at |ater
ShOW the dlffe rence made [ Discussed with someone (& Went enline for more information [ Filed it for reference or records
by the Creatlve B2 Went online for more information [ Used atablet or smartphone
exeCUtlon’ Strong Ca” to [ Read/looked/glanced at it [ Read/looked/glanced at it [ Read/looked/glanced at it
aCtIO n, g reat Imag ery Or 2 Discussed with someone 2 Futit aside to look at later [ Putitinthe usual place
Compelllng Offer_ & Putitin the usual place & Used atablet or smartphone
& Went online for more information
Sun Nov 21 2021 Sun Nov 28 2021 Fri Dec 03 2021 Mon Dec 06 2021
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5. Show how you have used JICMAIL to report on campaign z

effectiveness

Use Advertiser
Performance
Snapshot in JICMAIL
Discovery.

Show how a brand’s
commercial action
rates compare with
their competitor and
sector averages.

Lidl

Past Time Period

Select...

Vs

All Mail

Select...

Current Time Period

@ Read/locked/glanced at it

@ Opened it

@ Discussed with someone

. Visited sender's website

@ Visited sender's shop/office
@ Used a voucher/discount code
] Bought / Donated (Total)

o
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6. Create cross media cost efficiency comparisons

Use the Audience
Comparison Tool in
JICMAIL Discovery.

Show how to achieve
true value for money
and cost efficiencies
with an optimum
cross-media channel
selection.
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Audience Comparison Tool

Input Budget £

100000

Mail

Online

ACT is designed to help users understand the cost efficiency with which mail delivers advertising impacts (or impressions) to key target audiences vs other media channels.

JICMAIL data has been included within this tool to provide insight into the wider effects of using mail in comparison to other media channels. Any costs used with the tool are the responsibility of the user and not JICMAIL.

CPT£

Door Drop
50

Partially Addressed
170

Cold Acquisition (DM)
210

Digital Display
3

Social
5

PPC
200

Email
30

Select Demographic

ABC1 Adults

Purchased Impacts
2,000,000
588,235

476,190

33,333,333
20,000,000
500,000

3,333,333

Delivered Impacts
5,616,000
2,203,647

2,087,857

20,000,000
12,000,000
500,000

00,000

Compare to

- Online Channels | Offline Channels

Audience Impacts CPT

£42.41

£41.9

£142.86

- ]
on
Royal Mail THE
KITE
MarketReach / FACTORY

@

Difference vs Buy

-64 %

1




Need help? 12

For help to support your entry
or to access JICMAIL data,

tools and training, please
contact:

lan@jicmail.org.uk
Tara@jicmail.org.uk

o
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