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Marketers are being asked to do more with less



Direct marketing spend predicted to increase by 
Bellwether

Source: IPA Bellwether Q1 2024



Performance marketing accounts for the lion’s share 
of ad spend



Yet the crisis in performance marketing effectiveness 
deepened in 2023
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Ten Key Insights from the Door 
Drop Report 2024



1. Door drop market revenue down year on year



2. Volumes down only marginally on the JICMAIL panel



3. A year of two halves



4. More advertisers are using Door Drops

+3% 
growth year-on-

year in the number 
of advertisers using 
Door Drops on the 

JICMAIL panel



5. Full funnel effects with Door Drops



6. Effectiveness and engagement are growing



7. Attention is growing



8. Among the most attention efficient channels

1st 2nd 3rd



9. Performance benchmarks available



Broad / indicative comparisons look good

Source: Profitability 2



10. Upmarket audiences engage



Key takeaways
1. The number of advertisers using Door Drops increased by 3% in 2023 as the channel 
continued to evolve into a more targeted, effective and efficient advertising medium.

2. While the Door Drop channel experienced declining volume and spend in 2023, JICMAIL panel 
data reveals that these declines were mainly confined to the first half of the year – and the 
shockwaves resulting from industrial action in the postal sector softened as the year progressed. 

3. The commercial effectiveness of Door Drops increased in 2023. These included the key 
metrics of purchases and payments made, which rose from 2.3% of items in 2022 to 2.8% in 2023.

 4. Time spent with items - JICMAIL’s attention metric - increased steadily during 2023. By Q4, time   
spent per item across 28 days had reached 62 seconds for the average Door Drop.

5. Using campaign-centric data from the JICMAIL Response Rate Tracker, Door Drops across all 
sectors are revealed to have an average response rate of 0.6%; ROI of £2.60; and CPA of £201.50. 



Panel discussion: Volume, Value 
and Confidence
• Christian Peterson, Product Manager, Royal Mail Group

• Neal Dodd, Managing Director, The Letterbox Consultancy

• Jayne Raynsford, Director of Commercial, Whistl
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Panel discussion: Effectiveness 
and Impact
• Tom Ridges, CEO and Founder, Herdify

• Megan Baker, Marketing Manager, RSPCA

• Ben Briggs, Managing Partner, We Join the Dots 
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Closing comments
• Kelly O’Sullivan, CEO, Webmart 
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• Master the art of crafting top-notch, omnichannel campaigns on our Digital 
Marketing Strategy Skills Bootcamp. 

• 100 hours of learning led by a seasoned marketing professional, who is 
joined by subject matter expert guest speakers.

• You’ll learn how to plan campaigns that meet strategic objectives, set 
budgets, analyse & measure results, and optimise the performance of each 
digital channel.

• On successful completion of the course, you’ll be awarded a certificate in 
Digital Marketing Strategy accredited by the IDM.

Level Up Your 
Digital Marketing Skills

Scan the QR code 
for more information

The original cost of the course is £2969 before government funding. 
SMEs with less than 250 employees get 90% funding; Larger organisations get 70%



Key Dates 2024

Entries open – Monday 1 July

Early bird deadline – Friday 26 July 

Entries close – Friday 13 September

Late entry deadline – Friday 20 September

Shortlist Party – Thursday 10 October

DMA Awards Night – Tuesday 3 December



Feedback Link
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