


Four key findings from the 2025 update

1. 2. 3.

Acquisition and Door Drop Mail which has both a
retention effectiveness  campaign ROl nearly  brand and response
is growing: Cold and doubled to £5.28 in objective will see x5
Warm DM response rates 2025 response rates on
grew by over 20% in 2025 average.
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4.

A4 mailers have x2.7
higher response rates
than postcard formats



Background and
methodology
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What the Response Rate Tracker is used for

@

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

_ . accurate inputs into

i same industry sector. ) . benchmarks.

l‘ﬂ\ﬁ business forecasting

models.
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Fifteen participating organisations
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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

B2B or B2C Cold or Warm
Response

3. CAMPAIGN DETAILS

Start and End Date Volumes Burst / Repeat?

4. RESPONSE DATA
Response Metric

m Measured

Mail Media Metrics

Response Rate CPA and AOV*

* not reported for all campaigns



Campaign data vs JICMAIL panel data

Mail Media Metrics

4,939

campaigns measured

CAMPAIGN CENTRIC CONSUMER CENTRIC

JICMAIL JICMAIL

Response Rate Panel
Tracker Data

Direct advertiser Self-reported
measured response consumer response

rates rates

Measured through Measured through
matchback, unique panellist completion of

tracking code and test diary based app over 28
and control techniques days

Used for benchmarking Used for pitching,
campaign performance planning and campaign
and predicting campaign measurement, along with

outcomes competitor analysis




Sample profile: 90% DM

Warm DM Cold DM

R. A

42% 47%
AN

Mail Media Metrics n=4,939 Mail Campaigns

Door Drops

8%

PAM

¢

£\

2%



Results dashboard available in JICMAIL Discovery

m RESPONSE RATE TRACKER

The JICMAIL Response Rate Tracker Dashboard

#* Campaign level data collected for 4,938 campaigns from 15 organisations.
® Minimum of 10 campaigns required to display benemark

* Caution interpreting results with fewer than 20 campaigns.

* For further details on methodalegy and participants go to jicmail.org.uk

* Some historical re-statmentz have been made for select campaigns

Direct Mail: Cold Direct Mail: Warm | Door Drops ‘ Partially Addressed | n=2,296 campaigns
ALL SECTORS w 2021 | 2022 ‘ 2023 ‘ 2024 ‘ 2025

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

0.90%

£209.3 £4743

Response Rate (%) ROI(£) CPA (£) AQV (£)
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Over forty sectors / product levels now available 10
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The JICMAIL Response Rate Tracker Dashboard

Direct Mail: Cold Direct Mail: Warm

FINANCIAL SERVICES: ALL

Search

ALL SECTORS

CHARITY: ALL

FINANCIAL SERVICES: ALL
MAGAZINE PUBLISHER: ALL
MAIL ORDER: ALL

MEDICAL - ALL

PROPERTY / LETTING: ALL
RETAIL / ONLINE RETAIL: ALL
TELECOMS: ALL

TRAVEL / TOURISM: ALL

Charity - Cash

Charity - Community / Education / Health

Charity - Lottery / Raffle

RESPONSE RATE TRACKER

Door Drops Partially Addressed

turn on Investment (£)

ROI (£)

r Drops Partially Addressed

* Campaign level data collected for 4,938 campaigns from 15 erganisations.
* Minimum of 10 campaigns required to display bencmark

* Caution interpreting results with fewer than 20 campaigns.

* For further details on methodalogy and participants go te jicmail.org.uk

* Some historical re-statments have been made for zelect campaigna

n = 250 campaigns

~ m 2021 2022 2023 2024 2025

Cost Per Acquisition (£) Average Order Value (£)

£112.9 £2781

CPA (£) AV (£)

ALL SECTORS v n = 250 campaigns

Return on Investment (£)



Response Rate
benchmarks by mail

type
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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 (£) ADV (E)

o

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



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

13

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

ALL SECTORS v Total 2021 2022 2023 2024 2025
Response Rate (%) Return on Investment (£) Cost Per Acquisition (£)
£8.8

6.29%

£29.7

Response Rate (%) ROI(£) CPA(E)

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

Average Order Value (£)

£178.6

AOV (£)



Door Drops: 0.3% Response and ROI of £4.0

14

Direct Mail: Cold Direct Mail: Warm Partially Addressed n=233 campaigns
ALL SECTORS v Total 2021 2022 2023 2024 2025
Response Rate (%) Return on Investment (£) Cost Per Acquisition (£) Average Order Value (£)
£40

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

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



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

15

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 (£)

o

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

Average Order Value (£)

£283.2

AOV (£)



Response Rate
benchmarks by sector

Mai Media Metrics



Cold Direct Mail Benchmarks

Response Rate ROI CPA AOV
Charity 0.7% £0.2 £161 £27
Financial an_d insurance 0.8% £24 £106 £979
services
Retail / Online Retail 0.8% £1.8 £145 £293
TVIBroadban_dILandIineI 0.8% ) ) i
Mobile
Letting or estate agent 0.3% - - -
Mail Order 1.3% £3.1 £65 £596
Medical 0.4% £2.6 £634 £1,683
Travel / Tourism 0.4% - £756 £10,402
|
m Please Note: Benchmarks are only displayed for individual sectors and metrics with a minimum sample size of 10 campaigns. For further sample size
details, refer to the Response Rate Track Dashboard. Figures displayed are a 2022 to 2025 average
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https://cloud.datatile.eu/view/ffc96fd8-2f8e-4e63-8796-b1a70b7b0f3e

Warm Direct Mail Benchmarks

Response Rate ROI CPA AOV
Charity 11.5% £10.0 - £104
Financial an_d insurance 1.3% ) i )

services
Retail / Online Retail 3.7% £10.0 £30 £206
Magazine Publisher 6.7% £1.0 £16 £14
Mail Order 8.0% £7.5 £29 £143

|
ﬁﬁ Please Note: Benchmarks are only displayed for individual sectors and metrics with a minimum sample size of 10 campaigns. For further sample size
details, refer to the Response Rate Track Dashboard. Figures displayed are a 2022 to 2025 average
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https://cloud.datatile.eu/view/ffc96fd8-2f8e-4e63-8796-b1a70b7b0f3e

Door Drop Benchmarks

19

o
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Response Rate ROI CPA AOV
Charity 0.2% £1.1 £155 £61
Retail / Online Retail 0.6% £3.6 £201 £513
Letting or estate agent 0.02% - - -
Magazine Publisher 0.1% - £232 -
Travel / Tourism 0.2% - - -

Please Note: Benchmarks are only displayed for individual sectors and metrics with a minimum sample size of 10 campaigns. For further sample size

details, refer to the Response Rate Track Dashboard. Figures displayed are a 2022 to 2025 average


https://cloud.datatile.eu/view/ffc96fd8-2f8e-4e63-8796-b1a70b7b0f3e

Partially Addressed Mail Benchmarks

20

o
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Response Rate ROI CPA AOV
Charity 0.7% £0.5 £123 £27
Financial and insurance 0.8% £99 £60 £970

services

Please Note: Benchmarks are only displayed for individual sectors and metrics with a minimum sample size of 10 campaigns. For further sample size

details, refer to the Response Rate Track Dashboard. Figures displayed are a 2022 to 2025 average


https://cloud.datatile.eu/view/ffc96fd8-2f8e-4e63-8796-b1a70b7b0f3e

Key Trends
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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=2884 Campaigns

Response Rate (%) Return on Investment (£)
3

4.49%

2021 2022 2023 2024 2025 2021 2022 2023 2024 2025

o

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

23

Response Rate (%) Cost Per Acquisition (£)

1.2
130

0.8
100

o

Mail Media Metrics Source: Response Rate Tracker 2025

2025



Growth in Cold DM Response mirrors JICMAIL panel trends 24

Self-reported data from
JICMAIL panellists has Cold Direct Mail Response Top Five Sectors Share of Cold

alsorevealed growthin — pata from JICMAIL Panel Direct Mail Panel Volumes 2025

cold DM response rates
year in year in 2025 — _

oroviding a good Retaller(l!n-s)tore or
oniine

validator of both data

Travel/tourism/attractions
Financial and insurance
1.6% 2.1%
[ ]

sets.
Mail order/catalogue

|
ﬂﬁ m Purchase Actions ® All Commercial Actions

Mail Media Metrics

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



The Response Rate Tracker is beginning to answer questions

about the effectiveness of specific formats

25

o
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Source: Response Rate Tracker 2025, n=

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

x2.7 higher
than postcards

9.6%

AS 6.6%

Postcard Y/

634 Campaigns



Higher payback seen at higher mail volumes for Cold DM

ROI for Cold DM by Campaign Volume (no. of items)

£2.7

£2.2

ﬂm Up to 25k 25k to 100k 100k plus

Mail Media Metrics n=1,637 Cold Direct Mail campaigns 2022 to 2025



Mail performance benefits from repeat sends 27

Door Drops Partially Addressed n=2296 campaigns

Direct Mail: Cold Direct Mail: Warm

ALL SECTORS hd

Response Rate (%) Cost Per Acquisition (£)

Return on Investment (£)

2.26%

£3.45
0.89% £152.04
£112.73
= -
Mew Repeat Mew Repeat New Repeat

e

Mail Media Metrics

Average Order Value (£)

£672.87

£446.55

New

Repeat



Mail performance benefits from repeat sends

28

Direct Mail: Cold Door Drops Partially Addressed n=2,086 campaigns

ALL SECTORS v

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

£12.08

£200.24
4.23% £52.46
[ ] [ ] —
MNew Repeat MNew Repeat New Repeat New Repeat

Mail Media Metrics



The power of brand building: dual response / brand
mail campaigns achieve x5 response rates

& &
O]
@

29

£5.80

Response Response and Response Response and
Campaign Brand Campaign Campaign Brand Campaign

Source: JICMAIL Response Rate Tracker
n=2,77 8response campaigns; n=625 dual response and brand campaigns 2022-2025



Get in touch to submit your
campaign data

‘ jicmail.org.uk ‘ linkedin.com/companyl/jicmail
© ian@jicmail.org.uk © @iicmailuk

i
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