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Mail’s Super Touchpoint Strengths in Q2 2026
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Q2 2026 Highlights

o

Mail Media Metrics

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.

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.



Mail Engagement Q2 2026

Reach, Frequency,
Lifespan and Attention

Mai Media Metrics



Physical interaction with mail broadly stable year on year

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.
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Physical Actions (All Mail Types) % of mail items
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work) 3%
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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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Frequency of Interaction / Exposure Q4 2022 to Q2 2026
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Source: JICMAIL ltem Data Q4 2022 to Q2 2026 n=152,903 mail items



Door Drop mail sharing overtakes Partially Addressed Mail
for the first time !

ltem Reach (the number of
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Mail Media Metrics Source: JICMAIL ltem Data Q4 2022 to Q2 2026 n=152,903 mail items



Business Mail items are kept live in the home for 9 days 8

Business Mail items are

live in the home for 8.9 Lifespan (days) Q4 2022 to Q2 2026
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Mail Media Metrics Source: JICMAIL ltem Data Q4 2022 to Q2 2026 n=152,903 mail items



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 ~ Direct Mail Attention Door Drop Attention
for 151 seconds by (seconds interacted (seconds interacted
anyone in the . . . .
household across a 28- with per Item) Sl [ Item)
day period in Q2 2026, Q2 2026 151 Q2 2026
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Mail Media Metrics Source: JICMAIL ltem Data Q4 2022 to Q2 2026 n=152,903 mail items



Business Mail and Partially Addressed attention also grew

year on year in Q2 2026

10

The average Business ] ]
Mail item was interacted Business Mail

with for 197 seconds by Attention
anyone in the (seconds interacted

household across a 28- with per item)
day period in Q2 2026.
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Mail Media Metrics Source: JICMAIL ltem Data Q4 2022 to Q2 2026 n=152,903 mail items
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Mail Effectiveness Q2 2026

Mail’s Super
Touchpoint Strengths



Mail drives acquisition, retention and recommendation 12
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Mail Media Metrics Source: Mail the Super Touchpoint Report, 2025



Mail’s purchase effectiveness accelerated in Q2 2026 with growth

in both online and in store purchases 13

Commercial Actions (All Mail Types) % of mail items

Bought something/made a payment or donation
(NET)

5.6%
5.3%

2.9%
2.7%

Made a purchase/payment/donation online

2.3%

Customer Made a purchase/payment/donation in a shop 1.8%

Acquisition o
1.9%

h .
Used a voucher/discount code 1.8%

Made a purchase/payment/donation by other means 0.9%

(e.g. postal, phone) 1.1%
0.6%
Planned a large purchase . 0.7%

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



A rare shift towards in-store purchases driven by mail seen in Q2

With Supermarket Direct
Mail and Door Drop volumes
both growing year on year,
the share of in-store
purchases prompted by mail
grew to 41% (up 10% points
on the previous quarter).

o
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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 Q2 2026

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

Source: JICMAIL ltem Data Q3 2023 to Q2 2026 n=121,310 mail items



Web traffic driven by mail remained high in Q2

Commercial Actions (All Mail Types) % of mail items
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-
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Source: JICMAIL Item Data Q1 2025 n=10,806 mail items; Q1 2026 n=10,109 mail items



9.5% of mail prompted a website visit in Q2 2026

Record for website

Website Visits Prompted by Mail (% of all mail items)
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Mail Media Metrics Source: JICMAIL Item Data Q4 2019 to Q4 2025 n=273,188 items




What mail content is driving web traffic? QR codes can play a
big role

17

Likelihood of mail - =
content to drive web ‘%{’ ‘}i

visit vs average mail A

item... Direct Mail Business Mail
+78% +73%
Admin. Info QR Codes Notification / Reminder
Mail containing a QR
code is up to 90% more +60% +65%
likely than average to QR Codes Special Offers QR Codes
prompt a website visit
+27% +65%

=5 Prominent contact Event invite Special Offers
details

Mail Media Metrics
Source: JICMAIL ltem Data Q3 2023 to Q2 2026 n=120,921 mail items



Mail Engagement and Effectiveness Q2 2026

Catalogue
Performance



Catalogues are looked at for nearly 3.5 minutes on average 19

Catalogues report mail
reach, frequency and
lifespan broadly in line
with Direct Mail.
However, where 7.9
catalogues offer !
disproportionate
performance is in their
attention metrics: the
average catalogue is
viewed for nearly 210
seconds a month on

ltem Reach Frequency Lifespan
(people per (interactions) (days)

ﬁ’m household)

Mail Media Metrics

Source: Q2 2026 n=9,377 mail items (333 Catalogues)

Catalogue Mail Metrics Q2 2026

Catalogue Attention Q2 2026
(Seconds per Item)

Catalogue

Business Mail 197

Direct Mail

Partially Addressed

Door Drops




Catalogues have higher open and read rates and nearly half are

put aside to look at later 20

Key Physical Actions for Catalogues (% of mail items)

78%

Read/looked/glanced at it
75%

68%

Opened it
64%

Put it aside to look at later
Recycled

Put itin the usual place

Passed it on/left out for the
person its for

=
m B Catalogues ® All Mail

Mail Media Metrics

Source: JICMAIL Item Data Q1 2022 to Q2 2026 n=175,482 mail items (8,326 Catalogues)



Catalogues prompt website visits and purchases

21

Key Commercial Actions for Catalogues
(% of mail items)

Visited senders website

7%

Bought something/made a
payment or donation (NET) 5%

3%
4%

Searched online for more
information

Made a
purchase/payment/donation
online

2%
2%

2%
2%

-
m m Catalogues

Mail Media Metrics

Used a voucher/discount code

Source: JICMAIL Item Data Q1 2022 to Q2 2026 n=175,482 mail items (8,326 Catalogues)

12%
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Advertiser Activity Q2 2026

Share of Doormat and
Attention



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

23

Political Party Share of Doormat vs Share of Attention:
Top 10 All Mail Users Q2 2026

Share of Attention 12% 10% 10% 9%

1%  5%2%5%

Share of Doormat 27% 1% 10% 10% 10% 8% 6% 5% 5%
m Reform UK m | iberal Democrats
m | abour Party ®m SNP Scottish National Party
m Scottish Labour Conservative Party
a8 m Green Party m Plaid Cymru Party of Wales
m m Scottish Conservatives m \Welsh Labour

Mail Media Metrics

Source: JICMAIL Advertiser Attribution Data Q2 2026




Top performing political mail creative from Q2 2026
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PERSONAL MESSAGE FROM NIGEL FARAGE

| love this country. But loving Britain also means being honest about where we are today.
Britain is broken. Nothing works as it should anymore.
Fourteen years of Conservative Government broke Britain. They left us with higher taxes,
uncontrolled immigration, high council tax, rising crime and @ cost-of-living crisis that is
hitting families hard. Now Keir Starmer’s Labour government is making things worse.

If you want to get rid of Keir Starmer and change the direction of this country, there is
only one way to do it: Support Reform UK.

That is the message | have heard everywhere.

Throughout March, | travelled across the country holding meetings with tens of thousan
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Cotton Traders take a disproportionately high share of Direct

Mail attention 25

Direct Mail Share of Doormat vs Share of Attention:
Top 10 DM Users Q2 2026 (excl. NHS)

Share of Attention 6% 16% 12% 10% 3% 4% 17%

Share of Doormat 18% 15% 14% 9% 8% 7% 7% 7% 6%
® Nationwide Building Society ®m Reform UK
m Tesco Clubcard B Santander UK
m Halifax Bank Morrisons
@ m Scottish Labour m Barclaycard
m m Cotton Traders ® Dobbies Garden Centres

Mail Media Metrics
Source: JICMAIL Advertiser Attribution Data Q2 2026



Top performing DM creatives from Q2 2026
26
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Farmfoods continue to generate double the share of Door Drop
attention versus share of doormat 27

Door Drop Share of Doormat vs Share of Attention:
Top 10 Door Drops Users Q2 2026

Share of Attention 1% 13% 9% 8%

5% 6% 4%

Share of Doormat 20% 18% 14% 1% 8% 6% 6% 5%
m Farmfoods m Checkatrade m Ocado
B Domino's Pizza B Reform UK HSL Chairs
m Liberal Democrats m Hillarys m Specsavers Opticians

ﬁ-m m Green Party

Mail Media Metrics
Source: JICMAIL Advertiser Attribution Data Q2 2026



Top performing Door Drop creative from Q2 2026 28
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NHS over-performing for share of Business Mail attention

29

Business Mail Share of Doormat vs Share of Attention:
Top 10 Business Mail Users Q2 2026

Share of Attention 1% 10% 6% 9%

9% 6% 7% 5%

Share of Doormat 27% 13% 9% 8% 8% % 7% 1% 7%
®m NHS National Health Service m Nationwide Building Society
®m Santander UK m Halifax Bank
® HMRC HM Revenue and Customs Lloyds Bank

ﬁ-m m DVLA Driver & Vehicle Licensing Agency m Tesco Bank

Mail Media Metrics
Source: JICMAIL Advertiser Attribution Data Q1 2026




Top performing Business Mail creative from Q2 2026
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Q2 2026 Highlights

31
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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.

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.
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