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THE POWER OF CATALOGUES TO GRAB ATTENTION
AND CONVERT TO BUSINESS

Catalogues are able to grab consumers’ undivided time
June 2024



WHY ARE WE PAYING
ATTENTION TO ATTENTION?

= Media channel reach is critical to market penetration and
brand growth

= Yet, as media choices have grown and evolved, the
methods by which impressions are measured and
valued are proving to be flawed, often failing to align with
real human viewing and responses to ads

= Recall is a key driver of brand choice and saliency, but
most ads don’t receive the requisite attention they need
to be remembered

= Attention metrics have emerged as an additional filter
through which we can assess advertising impressions and

therefore its impact

= According to research by Dentsu: “attention is a three-
times better predictor of positive outcomes, including o .
brand choice, than viewability” >
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WHY ATTENTION HAS COME TO THE FORE: U
BECAUSE HUMAN INTERACTION WITH ADS
CANNOT BE ASSUMED

Conversion to eyeballs is in doubt

4 CAT

of digital ads in the UK are
‘viewable’ ie at least half of
the ad is viewable on screen
for at least a second

J)

2021 Viewability Benchmarks Report 3



IN A WORLD WHERE ATTENTION IS THE
LIFEBLOOD OF BRANDS

There are compelling reasons to use mail

Mail can drive

Mail delivers Attention to significant

high levels of mail tends to uplifts across

attention be undiluted the marketing
funnel

M
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Mail is a
powerful
additive to
the media mix



JICMAIL ESTABLISHED THE HIGH LEVELS OF
TIME PEOPLE SPEND WITH MAIL

Now an on-going JICMAIL measure and the industry standard
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BUSINESS DIRECT PARTIALLY DOOR

SECONDS OF MAIL MAIL ADDRESSED DROP

ATENIOR 161 118 71 55
seconds seconds seconds seconds

% Source: JICMAIL Item Database by Mail Type, May 2024



MAIL CAN DRIVE SIGNIFICANT UPLIFTS
ACROSS THE MARKETING FUNNEL

ni

ALL MAIL TYPES

AWARENESS Awareness = % of people who only recall getting this
b5 brand message through mail.
CONSIDERATION Consideration = % discussing mail content, going
16 online for more information, looking up account
7o details, prompting use of a tablet or smartphone.
INTENT Intent = % planning a large purchase, ordering a
97 catalogue, visiting the sender’s website, visiting the
= sender’s shop/office.

Transaction = % buying something or making a
payment, using a voucher or discount code.

% Source: Royal Mail Marketreach, Blue Yonder, Attention Research, 2023 6



BRANDS FEATURED IN THIS STUDY
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CATALOGUES GET
NOTICED

Catalogues from all types of retailers enjoy
high levels of engagement

Engagement Rate

Source: JICMAIL, Mail Item Database, Catalogues, n=11,023




KEY MEDIA METRICS CATALOGUES

ni

119 seconds of

Y o
(4.25 7 ‘ 2:5 attention for
Sy

154.89 seconds advertising mail

Frequency Reach Attention
Number of times mail Number of people who Average number of
returned to see mail minutes attention per

catalogue item

A

% Source: JICMAIL, Item Database, Catalogue addressed to me/someone else, n=3,030 Reach and Frequency, n=256 Attention



IN A NOISY WORLD MAIL CAN COMMAND

PEOPLE’S FULL ATTENTION

Media exposure whilst looking at mail across
all interactions

63%

15%

6% 6% 5% 4%

No, | was just  Watching TV Talking to Lookingat my Listening tothe Lookingat my
looking at the another person phone /tablet radio /speaker laptop /PC
piece of mail

P

% Source: Marketreach/Blue Yonder ‘Attention On Mail’ 2023
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Whether it is the act of opening
something or the fact that it is
perceived to contain valuable

information, the channel is seen
to warrant full concentration.

According to research by Dentsu:
“attention is a three-times
better predictor of positive
outcomes, including brand

choice, than viewability.”



KEY MEDIA METRICS BY CATALOGUE TYPE

Over two minutes spent with catalogues of all types

SEECENON |

Catalogue sector Frequency Reach Attention Commercial
(minutes:seconds) actions
Fashion 4.08 1.14 2:8 23%
Home 3.78 1.16 2:03 20%
Food & drink 3.97 1.08 2:35 22%

Source: JICMAIL, Advertiser Attribution Database, Fashion n=2,213 Frequency/Reach n=359 Attention, Home n=1,004 Frequency/Reach n=130 Attention,
Food & drink n=200 Frequency/Reach n=28 Attention
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ENGAGEMENT RATES WITH CATALOGUES

High already but improved if you offer the consumer something inside

99%

Catalogue containing a special Catalogue containing
Any catalogue :
offer or discount vouchers/coupons
n=11,023 n=3,804 n=780

~

% Source: JICMAIL, Item Database, 2019-2024



CATALOGUES INCLUDING AN OFFER

Consumers don’t report receiving many offers from retailers sending a
catalogue

Catalogue containing
vouchers/coupons

Catalogue containing a special
offer or discount

~

% Source: JICMAIL, Item Database, n=11,023 Catalogues
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THE INCLUSION OF AN OFFER ALWAYS
GETS MORE PHYSICAL INTERACTIONS

B Benchmark m With Offer
+9%

84%
2o
75%

72%
62%
1 &
49%
44%
1
12% .
o)
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1=

6%
0,
2% 1% 4%
I = -
Opened it Read/looked/glanced at  Putit aside to look at  Putit in the usual place Passed it on/left out for Filed it for reference or Used/did something with
it later the person it's for records the information

~

% Source: JICMAIL, Item Database, 2019-2024



WITH SIGNIFICANT UPLIFT ON
COMMERCIAL ACTIONS

-

14.6%

11% 10.7%
I | I

Visited sender's website Discussed with someone

P

% Source: JICMAIL, Item Database, 2019-2024

B Benchmark m With offer

%-

10.3%
6.9%
6%
5.4%
4%
3.4%
2% 2% I 2% 2:3%
Bought something  Searched online for more Used a voucher/ Used a Planned a large purchase
information discount code tablet/smartphone
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AND WHAT DOES RESPONSE
DATA REVEAL



2,341 CAMPAIGNS MEASURED

JICMAIL 2024 Response Rate Tracker

Retail/Online Retail

Mail Order

Medical

Charity

Financial & Insurance Services
Travel/Tourism

Gambling

Magazine Publisher
TV/Broadband/Landline/Mobile

Letting or Estate Agent

~m

AN

Mail Media Metrics

N 7

I
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B 2%

B %

B %

B %

Food & Drink
Fashion
Household Goods
Gardening
Beauty & Wellness

242%”

Travel Insurance
Home & Motor
Insurance

Fashion
Homewares
Household Goods
Food & Drink

17



RESPONSE RATE TRACKER

Retail and Online Retail

Response Rate (%)

Return on Investment (£)

0 £7.2
3.52% £6.4
2.27%
£3.1

1.04%

Total Cold Warm Total Cold Warm
Cost per Acquisition (£) Average Order Value (£f)
£110.4 £182.6
£167.4
£391 £152.2
- £22.2

Total Cold Warm Total Cold Warm

~

% Source: JICMAIL, Response Rate Tracker, 2023, Retail/Online Retailer, n=947 campaigns

18




RESPONSE RATE TRACKER

Retail and Online Retail - comparing 3 years of data

Response Rate (%) Return on Investment (£)

4.02% 3.80% £8.31 £7.81

Response rates have fallen away slightly in the Retail and Online Retail sector
But average order values have risen significantly meaning that ROl has remained buoyant
But the cost of acquiring a new customer has risen

£158.60
£16.41 £12.38 £83.12
2021 2022 2023 2021 2022 2023

P

% Source: JICMAIL, Response Rate Tracker, 2023, Retail/Online Retailer, n=947 campaigns 19



RESPONSE RATE TRACKER

Retail Fashion

Response Rate (%) Return on Investment (£)
£11.2
4.12%
£8.4
1.98%
(o)
1.08% (17
. T —
Total Cold Warm Total Cold Warm
Cost per Acquisition (£) Average Order Value (£f)
£76.6 £316.0
£54.2
£44.5 £176.4
. £117.4
Total Cold Warm Total Cold Warm

~

% Source: JICMAIL, Response Rate Tracker, 2023, Retail Fashion, n=391 campaigns
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RESPONSE RATE TRACKER

Fashion Retail - comparing 3 years of data

Response Rate (%) Return on Investment (£)

£17.32
5.99%

Response rates have fallen somewhat but again average order values have risen keeping the ROl at the rate it is
Similarly to retail and online retail this has meant that the cost of acquiring a new customer has risen somewhat

£128.73 £118.14

£11.60 £9.55
o — B R

2021 2022 2023 2021 2022 2023

P

% Source: JICMAIL, Response Rate Tracker, 2023, Retail Fashion, n=391 campaigns 21



RESPONSE RATE TRACKER

Retail Homewares

Response Rate (%)

Return on Investment (£)

3.87% £32.0
1 94% £18.9
0.59% £5.5
. ] . ]
Total Cold Warm Total Cold Warm
Cost per Acquisition (£) Average Order Value (£f)
£625.2
£151.4 £505 9
£84.1 £553.9
. £27.6
Total Cold Warm Total Cold Warm

~

% Source: JICMAIL, Response Rate Tracker, 2023, Retailer Homewares, n=107 campaigns
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RESPONSE RATE TRACKER

Retail Homewares — comparing 3 years of data

Response Rate (%) Return on Investment (£)
4.49%

4.04%

Response rates in the Homewares sector have remained more buoyant than other sectors and are returning a healthy
increase in average order values meaning there has only been a marginal increase in the cost of acquiring a new customer

£552.79
£412.18
£27.07 £27.26
2021 2022 2023 2021 2022 2023

P

% Source: JICMAIL, Response Rate Tracker, 2023, Retail Homewares, n=107 campaigns 23



RESPONSE RATE TRACKER

Retail Food & Drink

1.40%

3

Response Rate (%)

Total

1.40%
Cold Warm

~

% Source: JICMAIL, Response Rate Tracker, 2023, Retail Food and Drink, n=37 campaigns

£46.7

Total

Average Order Value (£f)
£46.7

£0.0

Cold

Warm

24




RESPONSE RATE TRACKER

Retail Food & Drink — comparing 3 years of data

Response Rate (%)
5.29%

5.09%

Return on Investment (£)

£7.00

In the Food and Drink retail sector response rates have risen from 20Z2 but in this instance average order vaiues have

fallen away somewhat but overall the result is a lowered CPA and only marginal decrease in ROI

£51.04
£37.56
2021 2022 2023

£24.40

N

£57.83

2021

£38.72

I

2022

2023

~

% , Source: JICMAIL, Response Rate Tracker, 2023, Retail Food & Drink, n=230 campaigns
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DON'T FORGET TO MAXIMISE
THE IMPACT OF YOUR MAIL



HOMEWARES SHOWCASED

Catalogues were used by numerous retailers
as another tool to reach out to consumers at
Christmas.

Tone of voice critical — Robert Dyas showed
empathy with ‘Cut the cost this Christmas’
slogan.

Personality key — Loaf engaged its
customers with Xmas themed wordplays and

. e % < : Christmas
a wordsearch puzzle. : ' : "smellies”

Innovation front and centre — Liberty
included QR codes to take customers online.
Argos did the same, directing customers to
video content.

m
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. NEW
Catalogues are key for many fashion W CHRISTMAS

COLLECTION

retailers - 23% of fashion catalogues
received lead to an immediate purchase.

THE WHITE COMPANY
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Inspiration for stylish living

TODAY. TOMORROW. FOREVER.

Joe Browns — started as a catalogue
business and this remains the core driver of
sales now that it is multichannel.

—— BEST SELLERS —
2 b Y U 0

1383 360 0 Bh e g e

The White Company — “The brochure has E SEA‘SLALT

CORNWALL

evolved from our primary sales channel to
a tool we use alongside our stores, social
media, email and website to create a 360-
degree shopping experience,” says Chief
Creative Officer Mark Winstanley.

&

Seasalt — showcases new collections and
says catalogues have a longer impact than
digital marketing.

A ) L R s ol : i, Ty L k
A 'y . .
-~ G, A 9 - ~The Way to Minac
% FREE UK DELIVERY ON ALL ORDERS OVER £50 | FREE UK RETURNS ON ALL ORDERS ‘ THE MINACK CHRONICLES
- ¥ iy



BRING FOOD AND DRINK TO LIFE

CHOCOLATE CABINETS

Catalogues and brochures were a key way to engage
consumers during pandemic, and many continue to invest
in them. 22% of food and drink catalogues received lead
to an immediate purchase.

Hotel Chocolat — Christmas 2021 marketing prime
example of using a catalogue campaign to maximum
effect. Kantar data showed the chocolatier’s catalogue
scored in the top 2% of all UK ads on persuasiveness,
proving the ability of direct mail to drive long-term brand
building.

Majestic Wine — “It’s a key brand piece for us, allowing us
to personalise content and expand on the key Majestic
branch propositions, highlight our range, going into detail
on the wines and winemakers, giving buyer insights or
showcasing key events or times of the year.”

m




MAXIMISE YOUR CATALOGUES

ni

= We can help you design your catalogue to

maximise its performance
! THEINSIDE FRONT SPREAD

= There are lots of Wways you Can engage your ~ Here's some key components
readers 2
0 A letter telling o |Th?j gaze trail for
orem Ipsum dolor sit amet, anascape pages
m Consq mers see a cata!ogue as a pleasu raple bopl.tbet LT Graion
experience th.at can give them valuable time et mabse yo : e nieting dL 15
to escape their ever day resonates with o top of the right
consumers page
= Qur catalogue research and insights can | Emy Sy o;ifjf,ec?fin -
help you optimise your investment in print @ Ropsaing your front cover with

page numbers

o Have an index if
you have a big
range of products

consideration g.

e Be up front with your terms of purchase:
delivery, contact and gifting is great in one place

ﬁ?



SOME CLOSING THOUGHTS

1. GRAB CONSUMERS ATTENTION 2. DRIVING COMMERCIAL ACTIONS
Catalogues enjoy high levels of People receiving catalogues take
engagement and get over 2 commercial actions with over 20%
minutes of someone’s attention buying, going online or discussing
with someone else

3. GRIP THEM WITH AN OFFER
If you include a special offer or
discount in your catalogue you
are even more likely to get
someone’s attention — over 6%
use a voucher if there’s one
inside

4. RESPONSE RATE TRACKER
The latest response rate data
from JICMAIL demonstrates a
slight decline in response rates
overall but with average order
values holding up in a difficult
climate

ﬁ?






