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A strong start to the year for mail 2
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Confidence in future direct marketing spend is positive 3
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A significant impact on Q2 mail volumes 4



Reform and the Green party take disproportionately higher 
share of attention among political parties 5

Source: JICMAIL Advertiser Attribution Data Q2 2026
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Top performing political mail creative from Q2 2026 6



Waiting to see the impact on Q3 mail volumes 7



Mail’s Super Touchpoint Strengths in Q2 2026 8

4.41
Frequency of Direct Mail 
interaction. Door Drop 

frequency grows to 3.08

9.5% 

of mail prompts a website 
visit. QR codes in mail are 

up to 90% more likely to 
prompt a website visit

87%
Of discarded mail is 

recycled: recycling rates 

are up year on year

16%
of mail triggers an in-

home discussion

6% 

Of all mail prompts a 
purchase: up 7% y-on-y

41% 
Share of mail-driven 

purchases transacted in-

store. Growth driven by 
increased supermarket 

volumes across DM and Door 
Drops.



Mail Engagement Q2 2026

Reach, Frequency, 
Lifespan and Attention
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Physical interaction with mail broadly stable year on year 10

A 3% decline in open rates 

is reflective of a shift in 

share of mail volumes by 

mail type. 

In Q2 2026 27% of volumes 

were accounted for by Door 

Drops, up from 24% a year 

prior. “Opening” mail is a 

physical action primarily 

associated with addressed 

mail rather than Door 

Drops.

13%

87%

Thrown
Away

Recycled

Source: JICMAIL Item Data Q2 2025 n=9,727 mail items; Q2 2026 n=9,377 mail items



Frequency of engagement up for Door Drops and Business Mail

The -3.2% decline in 

Direct Mail frequency 

(the number of physical 

interactions across 28 

days) is a result of the 

x6 increase in political 

party volumes. While 

mail is a powerful 

channel for political 

parties, engagement 

does tend run lower 

than the commercial 

sector average (for 

example 3.36 vs a DM 

average of 4.41).
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Direct Mail attention grows by 6 seconds year on year, and 
Door Drop attention by 10 seconds

The average Direct Mail 

item was interacted with 

for 151 seconds by 

anyone in the 

household across a 28-

day period in Q2 2026, 

and the average Door 

Drop for 70 seconds
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Mail Effectiveness Q2 2026

Mail’s Super 
Touchpoint Strengths



Mail drives acquisition, retention and recommendation 14

Source: Mail the Super Touchpoint Report, 2025



Mail’s purchase effectiveness accelerated in Q2 2026 with growth 
in both online and in store purchases 15
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A rare shift towards in-store purchases driven by mail seen in Q2
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Mail and Door Drop volumes 

both growing year on year, 

the share of in-store 
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grew to 41% (up 10% points 

on the previous quarter).
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Web traffic driven by mail remained high in Q2
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What mail content is driving web traffic? QR codes can play a 
big role 19

+78%
Admin. Info

+27%
Prominent contact 
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+60%
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+87%
QR Codes
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Event invite
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+65%
Special Offers

Likelihood of mail 

content to drive web 

visit vs average mail 

item…
Direct Mail Door Drops Business Mail

Source: JICMAIL Item Data Q3 2023 to Q2 2026 n=120,921 mail items

Mail containing a QR 

code is up to 90% more 
likely than average to 
prompt a website visit



Q2 2026 Highlights

Local Elections

Reform accounted for over a 
quarter of volumes from the top 
ten parties measured in the local 
elections. While Reform 
accounted for 27% of political 
volumes on the JICMAIL panel, it 
accounted for 29% of all time 
spent with the top ten parties’ 
mailings, ultimately converting this 
effectiveness into a strong local 
election performance.

Purchase Effectiveness

Mail’s purchases effectiveness 

grew from 5% to 6% year on year, 

with increases noted online, in-

store and via voucher redemption. 

A rare shift to in-store purchases 

noted (up to 41% share of mail-

driven purchases) due to increases 

in Supermarket DM and Door Drop 

volumes.

Digital Effectiveness

Web traffic driven by mail continues 

to grow and reached 9.5% in Q2. 

While admin information, prominent 

contact details, event invites and 

special offers play a role across 

different mail types, QR codes are 

universal driver of digital 

effectiveness. Mail containing a QR 

code is up to 90% more likely than 

average to prompt a website visit.

1. 2. 3.

20



How to attain JICMAIL Gold

JICMAIL Gold represents the highest level of JICMAIL 

expertise when it comes to integrating gold standard 

mail measurement data into pitches, marketing plans 

and evaluation initiatives.

21



We want YOU to join 
our growing number of 
expert gold users!

22



Gold has been relaunched on the new JICMAIL website 23



© JICMAIL

How to attain JICMAIL Gold

To attain gold, we need you to submit a high-quality document – either in word, powerpoint 

or PDF – that you have used in a live scenario when either:

1. Pitching the value of mail channel to a prospective advertiser or internal stakeholder

2. Creating a mail marketing plan with recommendations on how to maximise mail 

engagement and response

3. Evaluating the performance of the mail channel in a post campaign evaluation exercise.

High quality means of a quality that you would be happy to share with clients and / or 

senior stakeholders!



To attain gold, your presentation must demonstrate usage of  
SEVEN of the following JICMAIL data applications:

❑Demonstrate mail reach and impression delivery with the Campaign Calculator

❑Recommend an audience to target with mail

❑Create a mail content recommendation

❑Assess how a bespoke audience responds to mail using TGI data

❑Benchmark mail performance and set a target using the Response Rate Tracker

❑Assess how mail performs in specific postcode sectors using the Geo Planning tool

❑Create a competitive analysis to compare mail performance between brands

❑Create a cost comparison between mail and other channel using the ACT tool

❑Build an ROI case for mail with the ROI Calculator

❑Uncover new mail insight using Advanced Analytics

❑Produce a JICMAIL case study

25



The first five gold submissions from today will win… 26



We welcome submissions from 
those who already have Gold

27

Your gold accreditation will be upgraded to 

Gold Star!



How to get Gold in 20 
minutes…



The brief

The Client: A national retailer with a significant physical store and online presence

The Challenge: They have historically been using DM for both acquisition and for loyalty, but last 
year the new CMO cut spend in favour of digital. However, digital response has been limited and 
sales are falling. 

Their Audience: 
A) Those seeking value from purchases
B) Those who prefer to shop online for convenience
C) Various MOSAIC groups (who they target with other channels) from a range of affluence levels

Locations: Nationwide, but sales have been particularly slow in Manchester stores. Interested in 
targeting anyone who lives an hour away from the city centre.

Objectives: Drive in-store sales and online web traffic

The Key Question for Mail: Their New digital first CMO doesn’t understand the channel. They 
think conversations are only driven by social media, that digital is the only thing people pay 
attention too, and that mail is expensive. They also thinks mail is a just a response channel.

How can we convince the CMO to get the brand using mail again?

29



What kind of response 
can you expect from 
mail?

30



Mail is a great response driver but does so much more too: it 
drives reach, engagement, longevity and ad impressions

31



Retail mail also drives conversations and website visits 32



Cold retail DM has positive ROI 33



Warm DM even more so… 34



…and you can boost it further with repeat sends 35



Who can you target 
with mail?

36



There are opportunities to target higher income and lower 
income MOSAIC groups alike with retail mail

37



Brand value seekers are currently more likely to be targeted 
with retail DM than those who are in to online shopping, 
however engagement levels are similar… 38



…and online shopper are just as likely to go online in 
response to seeing mail

39



Postcode sectors with a 60 min drive of Manchester have a 
34% commercial effectiveness rate with mail. If testing the 
mail channel, optimise towards above average sectors

40



Who are you up 
against? 

41



In the last 18 months, Cotton Trader have accounted for over 
a third of competitive set share of doormat

• Who are you up against? 

42



Lakeland get over 3.5 minutes of attention per mail item 43



Most competitors are missing a trick in targeting younger 
audiences with mail

44



Only Boden are taking advantage of targeting the City 
Prosperity Group

45



What creative choices 
can we employ to cut 
through?

46



For Warm DM, the biggest driver of web visits are notifications and 
reminders. Mail containing notifications and reminders is 74% more likely 
than average to drive web traffic 



For Cold DM, QR codes are the biggest driver of web traffic 48



Mail containing a loyalty reward statement is x8 more likely to 
drive store footfall

49



The right mail content drives real in home and in store activity 50



Offers can drive online traffic 51



In summary: mail has Super Touchpoint powers 52



Why use mail now?

Consumer Engagement

Your audience actively 

engages with mail. They 

interact with it frequently, 

pay attention to it and it 

prompts them to have 

conversations and go in 

store. Your website needs a 

traffic driver. Mail can be 

that catalyst

Profitability

The ROI for Warm mail is 

£10. The ROI for cold 

acquisition mail is £2. 

Compare that to other 

channels. Mail is profitably 

media investment and drives 

the business metrics that 

matter to the board.

Targeting Capability

Mail is the original geo-

targeting channel. Minimise 

wastage, increase targeting 

accuracy and boost 

effectiveness by geo-

targeting brand value seekers 

and online shoppers alike.

1. 2. 3.
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Register your interest in the JICMAIL conference 54



Thanks

jicmail.org.uk

ian@jicmail.org.uk

linkedin.com/company/jicmail

@jicmailuk
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