10 Door Drop
Essential Insights



1. Door Drops are a Super
Touchpoint



Door drops as a Super Touchpoint
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Source: JICMAIL Item Data Q3 2024 to Q2 2025



2. Door Drops generate reach
and make an impression



100,000 Door Drops generate 320,000 impressions

320,000 Impressions

+6,000 shared

100,000 sent
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Door Drops are interacted with for a minute on average

Door Drop Attention
(seconds interacted with per item across 28 days)

Q2 2025 60
Q1 2025 58
Q4 2024 56

Q3 2024 56

Q2 2024 60
Q1 2024 55

Q4 2023 62

Q3 2023
Q2 2023
Q1 2023
Q4 2022

58
95
52

46
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Mail Media Metrics Source: JICMAIL Item Data Q4 2022 to Q2 2025 n=114,492 mail items



4. Door Drop attention is cost-
effective



Door Drops are about as attention efficient as Super
Touchpoints come

Cost per Minute of Attention as of Q1 2024 (ABC1 Adults)

£0.31

Press Social Desktop Business Mail Direct Mail OOH Door Drops TV 30 second
Display Display
|
Source: JICMAIL Item Data Q1 2024.; Lumen; TVision; 7Stars 2023 CPM data. Note: Attention is measured using an eye-tracking methodology for all channels
apart from mail. Mail attention is a claimed metric measured using the JICMAIL diary survey and verified by observed video analytics data.

Viewability and % Viewed metrics have not been taken into account as standard across this analysis. OOH data based on roadside only.
Mail Media Metrics



5. Door Drops drive
engagement



Door Drop engagement vs effectiveness on the rise

Door Drop Engagement vs Effectiveness
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Source: JICMAIL ltem Data Q1 2019 to Q4 2024 Door Drops = 66,465 items



6. Door Drops drive consumer
behaviours throughout the
customer journey



Door Drops drive full funnel effectiveness

Discussed with someone 9.3%
I |

. L]
Searched online for more information DISCOVGFy

Visited sender's website

Visited sender's shop/office
Purchase

Consideration

Planned a large purchase

Used a voucher/discount code

]' 3 . Purchase

Bought something/made a payment...

A

Mail Media Metrics Source: JICMAIL Item Data Q1 2024 — Q4 2024 Door Drops = 10,780 items




7. The Response Rate Tracker
shows increased ROl



Door Drop ROl up year on year

15
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Door Drops average Door Drops
response rate average ROI
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Mail Media Metrics  -/gures displayed are a 2021 to 2024 average

+24%
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growth



8. Door Drops have audiences
of untapped potential



Untapped audiences of huge potential to target

Sector or Content Mail Type Select Demographics
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Upmarket audiences are interacting with Door Drops 18

Door Drop Frequency by Social Grade
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Source: JICMAIL ltem Data Q1 2019 to Q4 2024 Door Drops = 66,465 items



Under 35s now interact with Door Drops more than any
other age group

Door Drop Frequency by Household
Co-Ordinator Age
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9. Door Drops purchases are
omnichannel



A quarter of purchases prompted by Door Drops are transacted
online

Purchases by Channel
(base: % of Door Drops prompting a purchase)

m By other means
(e.g. post/
phone)

m In Store

® Online

Q2 2025

A
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Door Drops have a stronger impact on consumer trust than
social, email, radio, out of home, TV, newspapers and apps

Both direct mail and door
drops have the strongest
impact on trustina
communication”
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DOOR DROPS DIRECT MAIL

3%

NEWSPAPER/
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APP
NOTIFICATION
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Source: Marketreach The Trust Factor 20205



Thank you

@ iicmail.org.uk
© tara@jicmail.org.uk
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‘ linkedin.com/companyl/jicmail

©® @jicmailuk



	Ten Proofpoints
	Slide 1
	Slide 2
	Slide 3: Door drops as a Super Touchpoint
	Slide 4
	Slide 5: 100,000 Door Drops generate 320,000 impressions
	Slide 6
	Slide 7: Door Drops are interacted with for a minute on average
	Slide 8
	Slide 9: Door Drops are about as attention efficient as Super Touchpoints come
	Slide 10
	Slide 11: Door Drop engagement vs effectiveness on the rise
	Slide 12
	Slide 13: Door Drops drive full funnel effectiveness
	Slide 14
	Slide 15: Door Drop ROI up year on year
	Slide 16
	Slide 17: Untapped audiences of huge potential to target
	Slide 18: Upmarket audiences are interacting with Door Drops
	Slide 19: Under 35s now interact with Door Drops more than any other age group
	Slide 20
	Slide 21: A quarter of purchases prompted by Door Drops are transacted online
	Slide 22
	Slide 23: Door Drops have a stronger impact on consumer trust than social, email, radio, out of home, TV, newspapers and apps

	Appendix
	Slide 24: Thank you


