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Mail’s Super Touchpoint Strengths in Q1 2026

0 — 56%
4.50 O aarven "
p = 450,

Frequency of Direct Mail transacted online.

interaction. Read rates for All
Mail up to 76%.

of mail triggers an in-
home discussion

X 229 secs.

Spent with the average
catalogue vs. 141 seconds

&/ 89%

for DM and 57 seconds for | \
Door Drops i 9.4% Of discarded mail is
ﬁﬁ visit: a Q1 record are up year on year
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Q1 2026 Highlights

A
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Engagement & Effectiveness

Mail continues to record high levels
of digital effectiveness with website
visits reaching a new Q1 record,
and growth also noted in account
look-ups, web searches and app
downloads as a results of mail
exposure. A record proportion of
mail-driven transactions were
fulfilled online in Q1.

Response Rate Tracker

The Response Rate Tracker has
now been updated to cover full year
2025 data. Response Rate, ROI,
Average Order Value and Cost Per
Acquisition benchmarks are
available for Cold and Warm DM,
Door Drop and for the first time
Partially Addressed Mail. Warm and
Cold Retail Direct Mail response
has shown strong growth in 2025.

Geo Planning

The recently released geo-planning
tool from JICMAIL reveals a wealth
of mail engagement data across
9,000 GB postcode sectors. Door
Drop commercial effectiveness (the
% of Door Drops driving any
commercial outcome) is highest in
London and other built-up areas,
while Direct Mail Attention is found
to be highest in Oxford, Reading
and Cambridge postcode sectors.



Mail Engagement Q1 2026

Reach, Frequency,
Lifespan and Attention
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Physical interaction with mail broadly stable year on uear

In Q1 2026 mail recycling Physical Actions (All Mail T % of mail item
again grew: up to 51% of ysical Actions ( ST o GO el e

. 0 .
mail vs 49% a year prior. 75.9%

Read/looked/glanced at it 76.3%

63.4%

64.2% Recycled - 89%
Thvow it awayrocycied () | 25 — - - = = = -
Thrown

(V)
Put it aside to look at later _ 2235%
Filed it for reference or records _ 12%2‘;//2

Opened it

Put it in the usual place - ﬂg%
Used/did something with the 9.7%
information - 10.1%
Passed it on/left out for the 9.4%
person its for - 9.5%
Threw it away 67-9%2
Put it on display (e.g.on a 2.8%
fridgenoticeboard) 3.0%
- Took it out of the house (e.g.to 2.3%
R work) 2.5%

Q12026 mQ1 2025

Mail Media Metrics
Source: JICMAIL Item Data Q1 2025 n=10,806 mail items; Q1 2026 n=10,109 mail items



Frequency of engagement also stable year on year 7

Marginal declines were

noted for Direct and Frequency of Interaction / Exposure Q4 2022 to Q1 2026
Business Mail in Q1

2026, while Door Drop 220

frequency grew 0.5%. 500 .
——— — — ~—_ 4.83 (-1.3% y-on-y)

Frequency relates to the 450 e - — . 4.47 (1.2% y-on-y)

number of times a mail
item is physically
interacted with across a
28-day period. One
interaction is assumed
to equate to one
exposure.

/\_/\/—\/ 4.09 (_35% y_on_y)

— 3.04 (+0.5% y-on-y)
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Frequency of exposure / interaction

N
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Q4 2022 Q12023 Q22023 Q32023 Q42023 Q12024 Q22024 Q32024 Q42024 Q12025 Q22025 Q32025 Q42025 Q12026

|
ﬁﬁ —Direct Mail e==—=Door drops =—Business —Partially Addressed

Mail Media Metrics Source: JICMAIL Item Data Q4 2022 to Q1 2026 n=143,525 mail items



The mail reach multiplier ranges from +6% to +16%

depending on mail type 8
ot oot T Item Reach in the Household Q4 2022 to Q1 2026
household exposed to
the average mail item) 120
. . L " ~____1.16(-0.8% y-on-y)
is stable year on year. 8115
100 Business Mail items & 7 T———1.14(-0.3%y-onvy)
reach an additional 16 £ 110 /_/\/_\_/_\/\__1.09 (-0.7% y-on-y)
people, Direct Mail an § — 5 o,
additional 14 people, 5105 — ——— 06 (+0.1% y-on-y)
Partially Addressed an 2
extra 9 people and Door gmoo
Drops plus 6 people. “g 0.95

z

0.90

A
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Q4 2022 Q12023 Q22023 Q32023 Q4 2023 Q12024 Q22024 Q3 2024 Q4 2024 Q12025 Q22025 Q3 2025 Q4 2025 Q1 2026

—Direct Mail =—Door drops

Source: JICMAIL Item Data Q4 2022 to Q1 2026 n=143,525 mail items

—Business

—Partially Addressed



Mail lifespan up across most mail types in Q1 2026 9

Direct Mail items are Lifespan (days) Q4 2022 to Q1 2026

live in the home for 7.8
days before being 10

discarded or filed away: 9
a 1.9% higher lifespan o \/_/\/—\/\ 9.1 (+1.9% y-on-y)
than one year prior. , M 7.8 (+1.9% y-on-y)
= —_— 6.7 (-9.0% y-on-y)
Door Drop lifespan is up g : /—/\ —_— 5.6 (+1.4% y-on-y)
to 5.6 days. § °
3 4
3
2
1
a 0 Q4 2022 Q12023 Q22023 Q32023 Q42023 Q12024 Q22024 Q32024 Q42024 Q12025 Q22025 Q32025 Q42025
ﬂﬁ —Direct Mail ==——=Door drops =—Business -—Partially Addressed

Mail Media Metrics Source: JICMAIL Item Data Q4 2022 to Q1 2026 n=143,525 mail items



Direct Mail attention holds at over 140 seconds; Door Drops
are looked at for just under a minute 10

The average Direct Mail

item was interacted with Direct Mail Attention Door Drop Attention
for 141 seconds by (seconds interacted (seconds interacted
anyone in the . . . .
Household across a 28 With per item) with per item)
day period in Q1 2026,
and the average Door o1 2026 1 2026
Drop for 57 seconds Q4 2025 Q4 2025
Q3 2025 Q3 2025
Q2 2025 Q2 2025
Q1 2025 Q1 2025
Q4 2024 Q4 2024
Q3 2024 Q3 2024
Q2 2024 Q2 2024
Q1 2024 Q1 2024
Q4 2023 Q4 2023
Q3 2023 Q3 2023
Q2 2023 Q2 2023
Q1 2023 Q1 2023

Q4 2022

Mail Media Metrics Source: JICMAIL Item Data Q4 2022 to Q1 2026 n=143,525 mail items



Partially Addressed attention up by seven seconds

The average Business

Mail item was interacted Business Mail Partially Addressed
with for 182 seconds by Attention Mail Attention
anyone in the (seconds interacted (seconds interacted
household across a28-  wjijth per item) with per item)

day period in Q1 2026.

Q1 2026 182 Q1 2026
Q4 2025 180 Q4 2025
Q3 2025 193 Q3 2025
Q2 2025 186 Q2 2025
Q1 2025 191 Q1 2025
Q4 2024 191 Q4 2024
Q3 2024 175 Q3 2024
Q2 2024 175 Q2 2024
Q1 2024 175 Q1 2024
Q4 2023 168 Q4 2023
Q3 2023 172 Q3 2023
Q2 2023 Q2 2023
Q12023 Q1 2023

Q4 2022

Mail Media Metrics Source: JICMAIL Item Data Q4 2022 to Q1 2026 n=143,525 mail items



Catalogues are looked at for nearly four minutes on average 12

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 nearly 230
seconds a month on
average.

A

Mail Media Metrics

Catalogue Mail Metrics Q1 2026

ltem Reach Frequency
(people) (interactions)

Source: Q1 2026 n=10,189 mail items (373 Catalogues)

Lifespan
(days)

Catalogue Attention Q1 2026
(Seconds per Iltem)

Catalogue

Business

Addressed advertising
Partially Addressed

Door drops Y4



Mail Effectiveness Q1 2026

Mail’s Super
Touchpoint Strengths
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Mail drives acquisition, retention and recommendation

14

Door Drops | Warm DM
PAM Business Mail
Cold DM

: Attract
Paid
Media > Consu_mer
Attention
Deepen
Customer

Relationships

Ignite
Household
y oy Conversations
\\\06 \\
Warm DM \\‘f» S

|
=5 Business Mail \ [
Programmatic =

Mail Media Metrics Source: Mail the Super Touchpoint Report, 2025



Mail is part of the key channel combinations that deliver short
and long-term effectiveness 15

Response Effectiveness vs Business
Effectiveness of Touchpoint Combinations

200
. TV + Door
180
160 @ social + Door Drops Touctl;‘-Poi':‘t h
compinations wi
strong short-term
L TV +O0H Social + DM W Social + All Ad Mg TV + DM response effects
Radio / Audio + Social Digital Display + DM .. and long-term

120 B Social + TV © Digital Display + All Ad Mail business effects

. 'I‘, Radio / Audio + TV

100 Digital Display + PPH (‘, |
igital Display A\ Digital + TV @ Radio / Audio + DM

80 SoplbronE Radio / Audio + OOH

. Search + Social

Radio / Audio + Digital Display

Business Effectiveness Index

60
. Search + Digital Display

40
40 60 80 100 120 140 160 180 200

Response Effectiveness Index Bubble size = Brand
|
Mﬁ DMA Effectiveness Databank 2017-2025 ‘

Effectiveness Index
Mail Media Metrics Source: The Value of Super Touchpoint Planning 2026



Mail’s purchase effectiveness down marginally year-on-year —
primarily driven by in-store purchase declines

Customer
Acquisition

A
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Bought something/made a payment or donation (NET)

Made a purchase/payment/donation online

Used a voucher/discount code

Made a purchase/payment/donation in a shop

Made a purchase/payment/donation by other means
(e.g. postal, phone)

Planned a large purchase

1

1.0%
1.1%

0.6%
0.7%

1.7%

1.8%

6%
2.0%

= Q12026 =mQ1 2025

Source: JICMAIL Item Data Q1 2025 n=10,806 mail items; Q1 2026 n=10,109 mail items

Commercial Actions (All Mail Types) % of mail items

2.9%
3.1%

5

2

%
5.8%



However, a record share of online purchases was triggered by mail

in Q1

The share of purchases
triggered by mail that are
then transacted online,
increased to 56% in Q1
2026 - a record level since
this metric was first tracked
in Q3 2023.

A
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Purchases by Channel
(base: % of DM, Door Drop and Business Mail items
prompting a purchase)

Q3 2023 Q4 2023 Q1 2024 Q2 2024 Q3 2024 Q4 2024 Q1 2025 Q2 2025 Q3 2025 Q4 2025 Q1 2026

mOnline ®mIn Store ®By other means (e.g. post / phone)

Source: JICMAIL Item Data Q3 2023 to Q1 2026 n=111,933 mail items



Website visits, account look-ups, web searches and app
downloads prompted by mail all up year-on-year

Commercial Actions (All Mail Types) % of mail items

. . 5.4%
8. 7%
. 5.9%
Looked up my account details _ 5 8%

Visited senders website

Searched online for more information - 238:/{:’
Customer Retention and Called the sender - S
Recommendation Visited senders shop/office [ 13%

Downloaded or used sender's app 01539;?
Emailed the sender 1822’
Posted a reply to the sender 11'0542

0.6%
o Used a QR code 0.5%

|
ﬁﬁ = Q12026 mQ1 2025

Mail Media Metrics

Source: JICMAIL Item Data Q1 2025 n=10,806 mail items; Q1 2026 n=10,109 mail items



9.4% of mail prompting a website visit is a new Q1 record

Website Visits Prompted by Mail (% of all mail items)
New Q1 record for
website visits

9.4% 9.2% W 9-5% [ 9-7%
8.8% 1 8.69 5% W 8.7% [l 8.7% 59 8.7% 9 8.6% :
I 8.3%
5.8%

Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 4 Q1 Q2 Q3 @4 Q1 Q2 Q3 4 Q1 Q2 Q3 Q4 Q1
2019 2020 2020 2020 2020 2021 2021 2021 2021 2022 2022 2022 2022 2023 2023 2023 2023 2024 2024 2024 2024 2025 2025 2025 2025 2026

| ﬁ
Mail Media Metrics Source: JICMAIL Item Data Q4 2019 to Q4 2025 n=263,811 items



Mail Audiences Q1 2026

The New JICMAIL Geo
Planning Tool

- &
Mail Media Metrics



Mail engagement up in the North-East, East, East Midlands and

Wales in Q1 2026

Frequency of Interaction / Exposure by Government
Office Region (GOR) - All Mail Types

North East

East of England

Wales

East Midlands

South West

London

South East

West Midlands

Scotland

Yorkshire and The Humber

|
Mﬁ Northern Ireland

North West
Mail Media Metrics

5.18

417

™
15N
<~ ~N
1N o)
w

-

w

o)

ol
-
0

>
o
o

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

Data displayed for Household Co-ordinator only

Mail interaction
climbing / stable

m Q12026
= Q12025



JICMAIL’s new Geo Planning Tool takes mail measurement
from region to postcode sector level 22

licMail indicators v Door Drops - Any commercial action

For example, the

heat int Pop.:50000374 + JICMAIL Metric:13.6 ¢ Availsble Impressions : 151 457 987 Addressed Door Drops - Any commercial - R Partially
ea map pOIn S Advertising action Items Addressed

towards Door Drop o
commercial

13.5-14.0

effectiveness (the I soms s
% of Door Drops - 3
driving any : : Sy '- @ scores sector [ Q

Isochrone Isodistance Points of interest

commercial s -
outcome) being s

Postcode JICMAIL
& Area - - Pop. - '

sector Metric

4977 lancing BN159 5008 13.2

. . Denmark .
hlghest in London 4978 Eastbourne BNZ13 5092 13.2
and other built-up a579 London sren s
4980 Orpington BRS 1 9 683 13.2
a re aS - 4981 Weston-Super-Mare BS23 4 6 864 13.2
PN, e e 4982 Keynsham BS311 6323 13.2
s ~ 13.2 (625
- ( ) Berlin 4983 High Littleton BS39E 2641 13.2
‘Y London (BR3 6) ) sar
. —" ' 4984 Wrington BS540 5 3594 13.2
e 4985 Maryport CA158 3778 13.2
o S1es2, 5 = Germany
L Wt e e Y = 4986 Kingstown CAG 4 3091 13.2
- el "\ Belgium
’ . +] s 4987 Radyr CF15 8 5227 13.2
L] K
ﬂ-m Showhere & Mapbox '@ OpenStreethMap Improve this map
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Mail engagement and effectiveness metrics available across
Direct Mail, Door Drops and Business Mail

23

For example,
Direct Mail
Attention is found
to be highest in
Oxford, Reading
and Cambridge

postcode sectors.

Mail Media Metrics

SHOWHERE

licMail indicators

Pop. : 50 000 374

I e tran 137 D

130.0-1325

1275-1300
less than 127.5

ShoWhere

it

* JICMAIL Metric:132.1 * Awvailable Impressions : 221 330 064

)
126.0 (891)
Billericay (CM11 2)

9 422 residents (ref pop.)

+

Q
o
o]
(1]

Denmark

Germany

L& Mapbex'@ OpenStreeiMap Improve this map

Addressed Advertising - Attention - Door Drops

Isochrone Isodistance

;

Oxford
Reading
Cambridge
Durham
Oxford

York
Wymott
Cardiff
Nottingham
Birmingham

Doncaster

JICMAIL

Addressed Advertising - ATTE

Business ltems Partially Addressed

Oox1z2

Y0105

PR26E

CF103

NG14

m
B

DN11

Points of interest

1366
9096
2237
7581
2477
2046

3642

Q

JICMAIL
Metric

150.3

175.2
175.0
174.1

174.1



Mail Response: Full Year 2025

The Response Rate
Tracker

ﬂm
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What the Response Rate Tracker is used for 25

@

Benchmarking Target Setting Validating
Assess the Set realistic Compare self-reported
performance of past performance targets for  JICMAIL panel data to
campaigns against upcoming campaigns campaign-level
benchmarks from the by mtrodgcmg more performance

_ . accurate inputs into

i same industry sector. ) . benchmarks.

ﬂﬁ business forecasting

models.
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Fifteen participating organisations

— SALOCIN —

JNin . . ©
Dets  cpsilon’ whistl %93 @ Conexance

| Sagacity [ TIiEETTERBOX_\ - DIFY Specm\!:,%trks GOE!BE&I'
dbsdat C%ngerBlock paperplones @ GO INSPIRE pdv’
make the connection ANATYTICS

A
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Anonymous campaign level data gathered by JICMAIL,
including the following details...

1. ANONYMOUS
ADVERTISER DETAILS

Industry Sector Product Level

2. MAIL DETAILS
Brand or

Mail Type B2B or B2C Cold or Warm
Response

3. CAMPAIGN DETAILS

Start and End Date Volumes Burst / Repeat?

4. RESPONSE DATA
A IR0 LU Response Rate CPA and AOV*

M-lﬁ Measured

Mail Media Metrics

* not reported for all campaigns



Campaign data vs JICMAIL panel data

Mail Media Metrics

4,939

campaigns measured

CAMPAIGN CENTRIC CONSUMER CENTRIC

JICMAIL
Response Rate
Tracker

Direct advertiser
measured response
rates

Measured through
matchback, unique
tracking code and test
and control techniques

Used for benchmarking
campaign performance
and predicting campaign
outcomes

JICMAIL
Panel
Data

Self-reported
consumer response
rates

Measured through
panellist completion of
diary based app over 28

days

Used for pitching,
planning and campaign
measurement, along with
competitor analysis



Cold Direct Mail: 1% Response Rate and ROl of £2.10

Direct Mail: Cold Direct Mail: Warm Door Drops Partially Addressed n=1,637 Campaigns

ALL SECTORS hd Total 2021 2022 2023 2024 2025

Response Rate (%) Return on Investment (£) Cost Per Acquisition (£) Average Order Value (£)

0.88%

£2.1

£2189 £559.0

Response Rate (%) ROI (£) CPA (£) AOV (£)

A

Mail Media Metrics Source: Response Rate Tracker 2023-2025 Average



Warm DM: 6.3% Response Rate and ROI of £8.80

30

Direct Mail: Cold Direct Mail: Warm Door Drops Partially Addressed n =1,593 campaigns

ALL SECTORS v Total | 2021 | 2022 [EPNPXEEETPYEREPIVL
Response Rate (%) Return on Investment (£) Cost Per Acquisition (£)
£8.8

6.20%

£29.7

Response Rate (%) ROI(E) CPA (£)

ac

Mail Media Metrics Source: Response Rate Tracker 2023-2025 Average

Average Order Value (£)

£178.6

AQV (£)



Door Drops: 0.3% Response and ROI of £4.0

31

Direct Mail: Cold Direct Mail: Warm Partially Addressed n=233 campaigns
ALL SECTORS v Total | 2021 | 2022 [EElrxREEPNVEREEPYL
Response Rate (%) Return on Investment (£) Cost Per Acquisition (£) Average Order Value (£)
£40

£239.1
£530.8
) - -
Response Rate (% ROI{E) CPA(£) AOV(

A

Mail Media Metrics Source: Response Rate Tracker 2023-2025 Average



NEW FOR 2025: PAM Response of 0.7% and £2.30 ROI 32

n = 57 campaigns

Direct Mail: Cold Direct Mail: Warm Door Drops Partially Addressed

ALL SECTORS hd Total 2021 2022 2023 2024 2025

Response Rate (%) Return on Investment (£) Cost Per Acquisition (£)

0.70%

£107.3

Response Rate (%) ROI(E) CPA (£)

ac

Mail Media Metrics Source: Response Rate Tracker 2023-2025 Average

Average Order Value (£)

£283.2

AQV (£)



Response rates for Warm Direct Mail from Retailers have
grown in 2025

Key Metric Trends by Sector

Direct Mail: Cold Direct Mail: Warm Door Drops Partially Addressed Retail / Online Retail v n =884 Campaigns

Response Rate (%) Return on Investment (£)

4.49%

2021 2022 2023 2024 2025 2021 2022 2023 2024 2025

A

Mail Media Metrics Source: Response Rate Tracker 2025



Response rates for Cold / Acquisition Direct Mail from
Retailers has grown while cost per acquisition is down

34

Response Rate (%) Cost Per Acquisition (£)
1.2
1.1 150
1
0.8
100
0.8
2021 2022 2023 2024 2025 2021 2022 2023 2024

A

Mail Media Metrics Source: Response Rate Tracker 2025

202
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Growth in Cold DM Response mirrors JICMAIL panel trends 35

Self-reported data from
JICMAIL panellists has
also revealed growth in
cold DM response rates
year in year in 2025 —
providing a good
validator of both data
sets.

A
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Cold Direct Mail Response
Data from JICMAIL Panel

18.6%

1.6% A
I L]
2024 2025

m Purchase Actions mAll Commercial Actions

Top Five Sectors Share of Cold
Direct Mail Panel Volumes 2025

Retailer (In-store or o
online) 17%

Travel/tourism/attractions 16%

Financial and insurance 14%
services L

Charity 13%

Mail order/catalogue o
retailer 8%

Source: JICMAIL Item Data 2024-2025 n=9,883 Cold Direct Mail Iltems (i.e. not targeted at existing customers)



The Response Rate Tracker is beginning to answer questions
about the effectiveness of specific formats

Response Rate by Format for
Warm Retail Direct Mail (%)

X2.7 higher
than postcards

U

> [

9.6%

T
{ =]

Postcard

3.5%

A

Mail Media Metrics
Source: Response Rate Tracker 2025, n=634 Campaigns



Advertiser Activity Q1 2026

Share of Doormat and
Attention

L | &
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Tesco Clubcard continues to take a disproportionately high
share of DM attention. Reform a disproportionately low show

Direct Mail Share of Doormat vs Share of Attention:
Top 10 DM Users Q1 2026 (excl. NHS)

Share of Doormat 11% 9% 8% 7% 7% 7% 7%

Share of Attention 15% 21% 5% 15% 10% 6% 8% 5% 7%

m Nationwide Building Society

m Tesco Clubcard

m Reform UK

m DWP (Department for Work and Pensions)
m Cotton Traders

=5 Halifax Bank
m Healthspan Supplements
® Morrisons

Mail Media Metrics
Source: JICMAIL Advertiser Attribution Data Q1 2026



Top performing DM creatives from Q1 2026

39

lthspan

~ WORLDWIDE

PAMRPAD)

ESCORTED TOURS

Royal Mail 2 A |

SAVE 10% OFF ALL HOLIDAYS®
FOR A LIMITED TIME ONLY.

Taoether ! iar hofore

T e

SALE .

ESCORTED TOURS
~ SOLO COLLECTION

e

300 OEE \
EVERYTHING ‘

Pus FREE DELIVERY

5 \
/2 B HL_'RRY, your offer ends
midnight 28" February!

Voucher code:

TR

g

Big entertainment.
Bigger savings.

From grit
laugh-out-loud comedy to juicy reality drama.

And with HBO Max. Netflix, Disney+ and Hayu all included with Sky,
it doesn’t just mean endless choice whatever you're into — it also
means you get over £20 a month worth of streaming apps
included in your Sky TV subscription

Ty, CARBON
’y BALANCED
el LI
9 10002

|| the flavour.
aothing tohide. KIND

Now that's a wrap.

Sky Ultimate TV.

-

o

e300 e =

mwmns ANY l[AVI"E F[[s BROADBAND HAS ARRIVED
’ | s

o
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Farmfoods achieves over double the share of Door Drop
attention versus share of doormat 40

Door Drop Share of Doormat vs Share of Attention:
Top 10 Door Drops Users Q1 2026

Share of Doormat 13% 10% 10%

6% 5% 4%

Share of Attention 21% 10% 8% 23% 6% 8% 3% 5%

E Checkatrade ® Domino's Pizza m Ocado

®m Farmfoods m Hillarys HSL Chairs

ﬁ-m m | ocksley Law m Specsavers Opticians m Liberal Democrats

Mail Media Metrics
Source: JICMAIL Advertiser Attribution Data Q1 2026



Top performing Door Drop creative from Q1 2026

302

yourfirstshop ¢

/ ; +FREE delivery &
. for3months

with up to £80 off
your first 5 shops.

Qocado

(Lifc Delivered Q)
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Dehumidifier

;  Sllentnight

| MecA DEAL |
£99.99

Baby Event

Thu 08/01to Wed 14/01 2026 dstmivor

your local

f@ﬁ’[ﬁ]ﬂf@@@ﬂ@

Weekly

A fresh start
to the yearis
More to Value.

PORK SAUSAGEs

20THICK
{Eneos]

FROZEN
S & : sseaks%w
BEEF Mllll:l & [ FILLETS
& ONION

BEST SCOTCH BEEF x =
016ED BEEF STEAK fl 15 omega 3
Fish Fingers <

EXPIRES 31ST JAN 2026

IIIIIIHHHIII! II il -

morrisons.com

More reasons
to shop at
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Nationwide over-performing for share of Business Mail
attention

42

Business Mail Share of Doormat vs Share of Attention:
Top 10 Business Mail Users Q1 2026

Share of Doormat 12% 11% 6% 5% 7%

Share of Attention 24% 14% 9% 9% 9% 8% % 7%
®m NHS National Health Service m Nationwide Building Society
® HMRC HM Revenue and Customs m DVLA Driver & Vehicle Licensing Agency
m DWP (Department for Work and Pensions) Santander UK

M’m m Halifax Bank m | loyds Bank

Mail Media Metrics
Source: JICMAIL Advertiser Attribution Data Q1 2026

4%
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Top performing Business Mail creative from Q1 2026 43

Return Address
National Trust
PO Box 7083

COUPON )

when you spend
£20 or more

Stratford-upon-Avon
cv37 IXE

Fur use |i-storw vy, Tecus ons iy

OF 4,
St
- 3%

4

£2 OFfil 2ol wect

COUPON 2

alld from 19/05/25 until 25/05/

Fo s i ctorw oy Excmarm 7y

k|
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FAVOURITES TODA)
|
with
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Q1 2026 Highlights

44

A
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Engagement & Effectiveness

Mail continues to record high levels
of digital effectiveness with website
visits reaching a new Q1 record,
and growth also noted in account
look-ups, web searches and app
downloads as a results of mail
exposure. A record proportion of
mail-driven transactions were
fulfilled online in Q1.

Response Rate Tracker

The Response Rate Tracker has
now been updated to cover full year
2025 data. Response Rate, ROI,
Average Order Value and Cost Per
Acquisition benchmarks are
available for Cold and Warm DM,
Door Drop and for the first time
Partially Addressed Mail. Warm and
Cold Retail Direct Mail response
has shown strong growth in 2025.

Geo Planning

The recently released geo-planning
tool from JICMAIL reveals a wealth
of mail engagement data across
9,000 GB postcode sectors. Door
Drop commercial effectiveness (the
% of Door Drops driving any
commercial outcome) is highest in
London and other built-up areas,
while Direct Mail Attention is found
to be highest in Oxford, Reading
and Cambridge postcode sectors.



Thanks

Q iicmail.org.uk
© ian@jicmail.org.uk

4

Mail Media Metrics

‘ linkedin.com/companyl/jicmail

©® @jicmailuk



	Slide 1
	Slide 2
	Slide 3: Mail’s Super Touchpoint Strengths in Q1 2026
	Slide 4: Q1 2026 Highlights
	Slide 5: Mail Engagement Q1 2026
	Slide 6: Physical interaction with mail broadly stable year on uear
	Slide 7: Frequency of engagement also stable year on year
	Slide 8: The mail reach multiplier ranges from +6% to +16% depending on mail type
	Slide 9: Mail lifespan up across most mail types in Q1 2026
	Slide 10: Direct Mail attention holds at over 140 seconds; Door Drops are looked at for just under a minute
	Slide 11: Partially Addressed attention up by seven seconds
	Slide 12: Catalogues are looked at for nearly four minutes on average
	Slide 13: Mail Effectiveness Q1 2026
	Slide 14: Mail drives acquisition, retention and recommendation
	Slide 15: Mail is part of the key channel combinations that deliver short and long-term effectiveness
	Slide 16: Mail’s purchase effectiveness down marginally year-on-year – primarily driven by in-store purchase declines
	Slide 17: However, a record share of online purchases was triggered by mail in Q1
	Slide 18: Website visits, account look-ups, web searches and app downloads prompted by mail all up year-on-year
	Slide 19: 9.4% of mail prompting a website visit is a new Q1 record
	Slide 20: Mail Audiences Q1 2026
	Slide 21: Mail engagement up in the North-East, East, East Midlands and Wales in Q1 2026
	Slide 22: JICMAIL’s new Geo Planning Tool takes mail measurement from region to postcode sector level
	Slide 23: Mail engagement and effectiveness metrics available across Direct Mail, Door Drops and Business Mail
	Slide 24: Mail Response: Full Year 2025
	Slide 25: What the Response Rate Tracker is used for
	Slide 26: Fifteen participating organisations
	Slide 27: Anonymous campaign level data gathered by JICMAIL, including the following details…
	Slide 28: Campaign data vs JICMAIL panel data
	Slide 29: Cold Direct Mail: 1% Response Rate and ROI of £2.10
	Slide 30: Warm DM: 6.3% Response Rate and ROI of £8.80
	Slide 31: Door Drops: 0.3% Response and ROI of £4.0
	Slide 32: NEW FOR 2025: PAM Response of 0.7% and £2.30 ROI
	Slide 33: Response rates for Warm Direct Mail from Retailers have grown in 2025
	Slide 34: Response rates for Cold / Acquisition Direct Mail from Retailers has grown while cost per acquisition is down
	Slide 35: Growth in Cold DM Response mirrors JICMAIL panel trends
	Slide 36: The Response Rate Tracker is beginning to answer questions about the effectiveness of specific formats
	Slide 37: Advertiser Activity Q1 2026
	Slide 38: Tesco Clubcard continues to take a disproportionately high share of DM attention. Reform a disproportionately low show
	Slide 39: Top performing DM creatives from Q1 2026
	Slide 40: Farmfoods achieves over double the share of Door Drop attention versus share of doormat
	Slide 41: Top performing Door Drop creative from Q1 2026
	Slide 42: Nationwide over-performing for share of Business Mail attention
	Slide 43: Top performing Business Mail creative from Q1 2026
	Slide 44: Q1 2026 Highlights
	Slide 45: Thanks

