


Mail’s Super Touchpoint Strengths in Q2 2026 2
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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.



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.
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Mail Engagement Q2 2026

Reach, Frequency, 
Lifespan and Attention
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Physical interaction with mail broadly stable year on year 5

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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Frequency of Interaction / Exposure Q4 2022 to Q2 2026
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4.93 (+1.4% y-on-y)

4.41 (-3.2% y-on-y)

4.02 (-1.2% y-on-y)

3.08 (+0.4% y-on-y)

Source: JICMAIL Item Data Q4 2022 to Q2 2026 n=152,903 mail items
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Direct Mail Door drops Business Partially Addressed

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

Item Reach (the number of 

people in the household 

exposed to the average 

mail item) is up to 1.07 for 

Door Drops (i.e. an 

additional 7 people 

reached per 100 mail 

items). Again, this is a 

reflection of increased 

political volumes, with the 

sector’s sharing rates 

tending to run higher than 

average.
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Item Reach in the Household Q4 2022 to Q2 2026

1.16 (-0.4% y-on-y)

1.14 (+0.6% y-on-y)

1.06 (-2.6% y-on-y)

1.07 (+1.5% y-on-y)

Source: JICMAIL Item Data Q4 2022 to Q2 2026 n=152,903 mail items
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Direct Mail Door drops Business Partially Addressed

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

Business Mail items are 

live in the home for 8.9 

days before being 

discarded or filed away: 

a 2.1% higher lifespan 

than one year prior.

Partially Addressed Mail 

lifespan has also grown 

this quarter: up to 6.9 

days on average.
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Lifespan (days) Q4 2022 to Q2 2026

8.9 (+2.1% y-on-y)

7.4 (-2.6% y-on-y)

6.9 (+5.9% y-on-y)

6.0 (+/- 0% y-on-y)

Source: JICMAIL Item 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 

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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Business Mail and Partially Addressed attention also grew 
year on year in Q2 2026
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The average Business 

Mail item was interacted 

with for 197 seconds by 

anyone in the 

household across a 28-

day period in Q2 2026.

Source: JICMAIL Item Data Q4 2022 to Q2 2026 n=152,903 mail items



Mail Effectiveness Q2 2026

Mail’s Super 
Touchpoint Strengths



Mail drives acquisition, retention and recommendation 12

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
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A rare shift towards in-store purchases driven by mail seen in Q2
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31% 41%

22% 22% 23% 19% 23% 20% 19% 20% 21% 24% 19% 15%
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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)

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).

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



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 17
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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



Mail Engagement and Effectiveness Q2 2026

Catalogue 
Performance



Catalogues are looked at for nearly 3.5 minutes on average

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 210 

seconds a month on 

average.
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Catalogues have higher open and read rates and nearly half are 
put aside to look at later 20

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



Advertiser Activity Q2 2026

Share of Doormat and 
Attention



Reform and the Green party take disproportionately higher 
share of attention among political parties 23

Source: JICMAIL Advertiser Attribution Data Q2 2026
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Top performing political mail creative from Q2 2026 24



Cotton Traders take a disproportionately high share of Direct 
Mail attention 25

Source: JICMAIL Advertiser Attribution Data Q2 2026
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Top performing DM creatives from Q2 2026 26



Farmfoods continue to generate double the share of Door Drop 
attention versus share of doormat 27

Source: JICMAIL Advertiser Attribution Data Q2 2026
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Top performing Door Drop creative from Q2 2026 28



NHS over-performing for share of Business Mail attention
29
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Top performing Business Mail creative from Q2 2026 30



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.
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