
Golden Insight 2

Door Drops drive consumer 

behaviours throughout the 

customer journey



The anatomy of mail effectiveness

Source:  JICMAIL Item Data Q2 2017 – Q2 2020   Door Drops = 35,290

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

Q3 2017 Q4 2017 Q1 2018 Q2 2018 Q3 2018 Q4 2018 Q1 2019 Q2 2019 Q3 2019 Q4 2019 Q1 2020 Q2 2020

Door Drop Commercial Actions (% of items)

Conventional % Response Rate



Source:  JICMAIL Item Data Q2 2017 – Q2 2020   Door Drops = 35,290

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

Q3 2017 Q4 2017 Q1 2018 Q2 2018 Q3 2018 Q4 2018 Q1 2019 Q2 2019 Q3 2019 Q4 2019 Q1 2020 Q2 2020

Door Drop Commercial Actions (% of items)

Conventional % Response Rate JICMAIL % Purchase Rate

The anatomy of mail effectiveness



Source:  JICMAIL Item Data Q2 2017 – Q2 2020   Door Drops = 35,290

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

Q3 2017 Q4 2017 Q1 2018 Q2 2018 Q3 2018 Q4 2018 Q1 2019 Q2 2019 Q3 2019 Q4 2019 Q1 2020 Q2 2020

Door Drop Commercial Actions (% of items)

Conventional % Response Rate JICMAIL % Purchase Rate plus Online Effects

The anatomy of mail effectiveness



Source:  JICMAIL Item Data Q2 2017 – Q2 2020   Door Drops = 35,290

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

Q3 2017 Q4 2017 Q1 2018 Q2 2018 Q3 2018 Q4 2018 Q1 2019 Q2 2019 Q3 2019 Q4 2019 Q1 2020 Q2 2020

Door Drop Commercial Actions (% of items)

Conventional % Response Rate JICMAIL % Purchase Rate plus Online Effects plus Brand Discussions

+64% year on year
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