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202 secs.
Spent with the average 

catalogue vs. 143 seconds 

for DM and 58 seconds for 

Door Drops

Mail’s Super Touchpoint Strengths in Q4 2025 2

4.50
Frequency of Direct Mail 

interaction. Read rates for all 

mail up to 77%.

9.7% 

of mail prompts a website 

visit: surpassing the record 

set during Covid

89%
Of discarded mail is 

recycled: highest reading 

to date

16%
of mail triggers an in-

home discussion

6% 

Of all mail prompts a 

purchase.



Q4 2025 Highlights

Mail Engagement

Mail engagement has trended 

upwards across many key 

metrics, with attention up across 

DM, Door Drops and Business 

Mail in Q4. Catalogues display the 

highest attention scores at over 

200 seconds per item.

Mail Effectiveness

Mail drove record levels of digital 

traffic in Q4 – surpassing the 

record set in the previous quarter.

The proportion of mail prompting 

purchases increased to 6%. New 

analysis of catalogues reveals that 

they are predominately effective at 

driving in-store as opposed to 

online purchases. Direct Mail is 

number one for driving online 

purchases.

Mail Audiences

25-34 year olds have been 

displaying increased engagement 

with mail throughout 2025. 

JICMAIL has announced an 

integration with TGI data to 

introduce mail exposure and 

frequency metrics across 300+ new 

audiences on an ongoing basis.

1. 2. 3.
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Mail Engagement Q4 2025

Reach, Frequency, 
Lifespan and Attention
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Open, read and recycle rates all up year on year in Q4 2025 5

Q4 2025 was a quarter of 

growing mail engagement, 

with read rates and open 

rates increasing, alongside 

the proportion of mail put 

aside to look at later.

Recycling rates also 

increased with 89% of 

discarded mail now 

recycled.

11%

89%

Thrown
Away

Recycled

Source: JICMAIL Item Data Q4 2024 n=9,818 mail items; Q4 2025 n=9,046 mail items



Mail engagement growth either up or flat across all mail types

Those who invested in 

the Direct Mail channel 

in Q4 2025 saw the rate 

at which mail items 

converted into ad 

impressions increase by 

1.5% year. 

Business Mail frequency 

of interaction continued 

to climb to a new five-

year-high off 4.98 

actions across a 28-day 

period.
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Frequency of Interaction / Exposure Q4 2022 to Q4 2025
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4.98 (+0.6% y-on-y)

4.50 (+1.5% y-on-y)

3.97 (+3.4% y-on-y)

3.09 (-0.1% y-on-y)

Source: JICMAIL Item Data Q4 2022 to Q4 2025 n=133,336 mail items
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Mail sharing rates stable year on year

Item Reach (the number 

of people in the 

household exposed to 

the average mail item) 

is stable year on year. 

100 Business Mail items 

reach an additional 17 

people, Direct Mail an 

additional 14 people, 

Partially Addressed an 

extra 9 people and Door 

Drops plus 6 people.
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Item Reach in the Household Q4 2022 to Q4 2025

1.17 (-0.6% y-on-y)

1.14 (+0.8% y-on-y)

1.09 (+/- 0% y-on-y)

1.06 (+0.2% y-on-y)

Source: JICMAIL Item Data Q4 2022 to Q4 2025 n=133,336 mail items
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Lifespan up year on year for Direct Mail and Partially Addressed

Direct Mail items are 

live in the home for 7.4 

days before being 

discarded or filed away: 

a 5.5% higher lifespan 

than one year prior.
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Lifespan (days) Q4 2022 to Q4 2025

8.6 (-0.1% y-on-y)

7.4 (+5.5% y-on-y)

6.3 (+2.5% y-on-y)

5.6 (-1.6% y-on-y)

Source: JICMAIL Item Data Q4 2022 to Q4 2025 n=133,336 mail items



Direct Mail attention increased by 10 seconds per item year 
on year in Q4 2025

The average Direct Mail 

item was interacted with 

for 143 seconds by 

anyone in the 

household across a 28-

day period in Q4 2025, 

and the average Door 

Drop for 58 seconds
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Business Mail is looked at for three minutes on average

150
159
159

172
168
175
175
175

191
191

186
193

180

Q4 2022

Q1 2023

Q2 2023

Q3 2023

Q4 2023

Q1 2024

Q2 2024

Q3 2024

Q4 2024

Q1 2025

Q2 2025

Q3 2025

Q4 2025

Business Mail 

Attention 

(seconds interacted 

with per item)

10

65

56

68

89

78

92

88

88

80

87

86

93

90

Q4 2022

Q1 2023

Q2 2023

Q3 2023

Q4 2023

Q1 2024

Q2 2024

Q3 2024

Q4 2024

Q1 2025

Q2 2025

Q3 2025

Q4 2025

Partially Addressed 

Mail Attention 

(seconds interacted 

with per item)

The average Business 

Mail item was interacted 

with for 180 seconds by 

anyone in the 

household across a 28-

day period in Q4 2025.

Source: JICMAIL Item Data Q4 2022 to Q4 2025 n=133,336 mail items



Catalogue data now available in JICMAIL Discovery

Catalogues report mail 

reach, frequency and 

lifespan broadly in line 

with Direct Mail. 

However, where 

catalogues offer 

disproportionate 

performance is in their 

attention metrics: the 

average catalogue is 

viewed for over 200 

seconds a month on 

average.
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1.14

4.39

6.9

Item Reach
(people)

Frequency
(interactions)

Lifespan
(days)

Catalogue Mail Metrics Q4 2025

58

90

143

180

202

Door Drops

Partially Addressed

Direct Mail

Business Mail

Catalogues

Catalogue Attention Q4 2025 

(Seconds per Item)

Source: Q4 2025 n=9,046 mail items (398 Catalogues)



Catalogues are most effective at in-store purchases 12

Catalogue Purchase Effectiveness (% of mail items)

3.0%

3.9%

Direct Mail

Catalogues

2.3%

2.8%

Direct Mail

Catalogues

2.8%

0.7%

Direct Mail

Catalogues

In-store Online Other (phone/post)

Source: Q4 2025 n=9,046 mail items (398 Catalogues)



Mail Effectiveness Q4 2025

Mail’s Super 
Touchpoint Strengths



Mail drives acquisition, retention and recommendation 14



Mail’s purchase effectiveness was up year on year in Q4 2025 
with a slight shift from online to purchases made by other means 15
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Planned a large purchase
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Commercial Actions (All Mail Types) % of mail items
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Customer 

Acquisition

Source: JICMAIL Item Data Q4 2024 n=9,818 mail items; Q4 2025 n=9,046 mail items



Nearly half of all purchases driven by mail are done so online

48% 51% 50% 51% 45% 50% 53% 51% 49% 47%

36% 36% 35% 35%
36%
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22% 22% 23% 19% 23% 20% 19% 20% 21% 24%
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Purchases by Channel 
(base: % of DM, Door Drop and Business Mail items 
prompting a purchase)

Online In Store By other means (e.g. post / phone)

While digital transactions are 

the most common form of 

purchase fulfilment in the 

mail channel, there has 

been a slight up-tick in 

purchases and donations by 

other means (e.g. phone 

and post) in Q4 2025. 

Increased Government 

addressed mail volumes will 

have played a role here.

Source: JICMAIL Item Data Q3 2023 to Q4 2025 n=101,744 mail items



Website visits as a result of mail receipt up year-on-year
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Website visits continue to reach record levels

Record digital actions taken 

during lockdown 2020 Lockdown record 

beaten in Q4 2025

Source: JICMAIL Item Data Q4 2019 to Q4 2025 n=263,811 items



Mail Audiences Q4 2025

The New JICMAIL+TGI 
Connected Audiences 
Integration



Mail engagement among younger audiences climbed steadily 
throughout 2025

Source: JICMAIL Item Data Q1 2025 to Q4 2025 n=29,383 mail items

Data displayed for Household Co-ordinator only
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Mail interaction 

steadily climbing



Younger women driving the increase, although men showing 
higher interaction rates overall

Source: JICMAIL Item Data Q1 2025 to Q4 2025 n=29,383 mail items

Data displayed for Household Co-ordinator only
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TGI data is used to determine exactly who brands’ audiences are, their psychographic behaviours and what 

makes them tick...

24,000 respondents 

Build a full data profile for each 

respondent

500 + attitude and 

motivation statements 

10,000 Metered respondents 

A complete picture of 
consumers

Coverage for over 4000 

brands across 18 sectors 

2000 media channels

Currency grade depth and 

granularity for Media planning  

JICMAIL has undertaken an integration with TGI to unlock 
hundreds of new planning audiences



—Life stage

—Financial Security

—Pet Ownership

—Motivations

—Purchase Behaviour

—Car Buying

—Consumer Electronics

—Credit Cards

—Insurance

—Bank Accounts

—FMCG

—Dining

—Health and Wellness

—Personal Care

—Lottery Usage

—Shopping Attitudes

—Sustainability

—Fashion

—Tech

—Travel

—Finance

—Personal Care

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

The complete 

picture of 

your 

audiences 

and beyond

How do I behave?

How do I m
ake

de
ci

si
on

s?

W
ho

am
I ?

W
h

at
do

I buy and use?

……all from one tool 
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Affluent consumers are more likely to be targeted with 
Financial Services Direct Mail 24

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



Affluent consumers also interact more with Financial 
Services Direct Mail 25

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 26

Those finding it 

difficult on 

their present 

income are 

47% more likely 

than average to 

be targeted with 

Utilities Direct 

Mail and 

interacting with 

4.63 times a 

month on 

average.



Technology Leader Buyers are an audience of untapped DM 
potential for Retail advertisers 27

Technology 

Leader Buyers 

are less likely 

than average to 

be targeted with 

Retail DM, but 

show above 

average 

engagement with 

the mail they do 

receive.

Technology 

Leader Buyers 

have a lot of tech 

knowledge and 

love to buy new 

technology. They 

are able to 

influence others 

about tech and 

tend to be 

younger



Finance Influencers are mail receptive audience
28



Compare mail commercial actions across household brands 29

Consumers who use 

Deliveroo are slightly 

more likely to 

discuss the contents 

of Direct Mail with 

other people than 

JustEat users



Business Mail exposure, frequency and commercial actions 
also available across TGI variables 30

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 wealth of acquisition audiences to target with Door Drops 31

Fashion

Online Shoppers

Brand Curious

Sustainability

Travel Fanatics

Family Holidays



Assess mail exposure and engagement by key content types 32

Those 

consumers 

primarily 

motivated by 

value rather than 

sustainability 

concerns, are 

more likely to 

engage with 

vouchers and 

coupons 



Advertiser Activity Q4 2025

Share of Doormat and 
Attention



Tesco Clubcard continues to take a disproportionately high 
share of Direct Mail attention 34

Source: JICMAIL Advertiser Attribution Data Q4 2025
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Top performing DM creatives from Q4 2025 35



Indicative strong performance from Amazon’s Christmas gift 
catalogue 36

68%

24%

16%

8%

Opened

Discussed

Visited website

Purchased something

69%

14%

14%

6%

Amazon 

Catalogue Q4 2025

n=25 items. Caution: Small Sample Size. Results are indicative only

All Catalogues 

Q4 2025



Checkatrade achieves over double the share of Door Drop 
attention versus share of doormat 37

Source: JICMAIL Advertiser Attribution Data Q4 2025
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OVO Energy Papa Johns Pizza



Top performing Door Drop creative from Q4 2025 38



NHS marginally over-performing for share of Business Mail 
attention 39
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Business Mail Share of Doormat vs Share of Attention: 
Top 10 Business Mail Users Q4 2025

NHS National Health Service Nationwide Building Society

Santander UK Lloyds Bank

DWP (Department for Work and Pensions) HMRC HM Revenue and Customs

Barclays DVLA Driver & Vehicle Licensing Agency

Source: JICMAIL Advertiser Attribution Data Q4 2025



Top performing Business Mail creative from Q4 2025 40



Q4 2025 Highlights

Mail Engagement

Mail engagement has trended 

upwards across many key 

metrics, with attention up across 

DM, Door Drops and Business 

Mail in Q4. Catalogues display the 

highest attention scores at over 

200 seconds per item.

Mail Effectiveness

Mail drove record levels of digital 

traffic in Q4 – surpassing the 

record set in the previous quarter.

The proportion of mail prompting 

purchases increased to 6%. New 

analysis of catalogues reveals that 

they are predominately effective at 

driving in-store as opposed to 

online purchases. Direct Mail is 

number one for driving online 

purchases.

Mail Audiences

25-34 year olds have been 

displaying increased engagement 

with mail throughout 2025. 

JICMAIL has announced an 

integration with TGI data to 

introduce mail exposure and 

frequency metrics across 300+ new 

audiences on an ongoing basis.

1. 2. 3.
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Thanks

jicmail.org.uk

ian@jicmail.org.uk

linkedin.com/company/jicmail

@jicmailuk
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