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Background to the research 

What is this research based upon? 

In early 2011, Royal Mail commissioned FreshMinds Research to conduct research 

into the door drop category. Royal Mail wanted to explore consumer attitudes to 

receiving unaddressed material through their letterbox and look at how this 

compared with other communications channels. 

 

FreshMinds conducted an online survey with 2,008 adults from across the UK. 

Results were weighted in terms of gender, age, region and socio-economic group to 

give a nationally representative sample of responses (see Figure 1, below). 
 

Figure 1: Demographics of respondents to online survey 

 
 
 

Source: FreshMinds (Base = 2008; the data was weighted in terms of gender, age, region and SEG. Findings are therefore 

representative of UK adults) 

 

Following this survey, FreshMinds conducted a series of 27 phone interviews with 

selected respondents to the original survey. These qualitative interviews were 

designed to explore the pros and cons of the channel in greater depth, and to look at 

some examples of where door drops have been really effective. 

 

This report summarises some key findings from across those two research pieces. 
 

Gender

Male 

49%

Female 

51%

Age Region

Sample is drawn 

f rom across the 

UK.

Employment 

(SEG)

Average household 

income

18-24 11%

25-34 18%

35-44 19%

45-54 17%

65+ 21%

55-64 14%

< £26,000 44%

£26,001 – £50,000 17%

£50,001 + 3%

Retired    17%

Unemployed               13%

Do not wish to answer 7%

A 3%

B 22%

C1 27%

C2 19%

E 12%

D 17%
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Useful, relevant, tangible – defying the 

door drop preconceptions 

More than eight out of ten people in the UK are happy to receive a door drop leaflet if 

it is on a topic of interest to them. This is the somewhat counterintuitive finding from 

a survey of 2,008 UK adults which Royal Mail commissioned earlier this year. 

 

To put it another way, there are a staggering 41.5 million UK adults who are open to 

receiving door drop leaflets. This contradicts the view that consumers perceive the 

channel as „junk‟ mail.  

 

Of course, door drops will continue to have their detractors but, as we‟ve found 

through our research, where door drops are personally relevant to the consumer 

they will be retained and acted upon. The consumer likes to take the time to find 

these relevant communications and those that are filtered out end up in the 

recycling. 

 

The door drop isn‟t appropriate for every kind of communication, but there are many 

areas where it is particularly effective. 

Using door drops as part of the weekly routine 

We found through our conversations with consumers that, far from being an 

unwanted communication tool, certain kinds of door drops are retained and used by 

consumers – in some cases forming an integral part of the weekly routine of 

households. 

 

Take the example of leaflets advertising discounts 

at local supermarkets. We found that people use 

these leaflets to plan and execute their regular 

grocery shopping, as well as choosing specific 

meals to prepare.  

 

Since people tend to visit their local supermarkets 

on a weekly basis, they‟re happy to receive these 

leaflets regularly and often. 

 

 
  

80% of UK adults are 

happy to receive door 

drop leaflets from the 

retail sector at least once 

a month, while a quarter 

of adult consumers want 

to receive them a few 

times a week or more! 
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Figure 2: Responses to survey question „How frequently would you be happy to receive a leaflet or 

sample from the following sectors?‟ 

 

People are also happy to receive leaflets from the FMCG sector (74% are happy to 

receive consumer goods leaflets on a monthly basis or more often) – indeed anything 

that has an everyday, practical relevance to home consumption tends to be gratefully 

received and to make particular sense being delivered through the letterbox.  

The right channel for local information 

Door drops are particularly effective for conveying information that is „locally relevant‟ 

– not just from local retailers but also about events, council information, local 

developments, childcare information and, to a certain extent, restaurants and 

takeaways.  

 

Over half of UK adults say door drop leaflets are 

useful for finding out about local information and 

events. Through our qualitative interviews we found 

that people can be unsure of where to find local 

information for themselves.   

 

With the footprints of local free newspapers in 

decline, door drop leaflets are sometimes the only 

way for people to hear about this kind of information.  
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A broad sector appeal 

Door drops can be relevant to any organisation 

targeting consumers. Eight out of ten of the top 100 

advertisers in the UK use door drops as part of their 

media mix. 

 

Door drops from the financial services, utilities and 

charity sectors make up over 30% of the total volume 

of unaddressed mail (according to TNS Consumer 

Panel research). 

Information in the palm of your hand matters 

The door drop channel provides an inherently tangible form of communication, which 

differentiates it from the majority of the advertising messages consumers receive. 

 

Consumers say they like receiving information in this physical format as it confers 

practical benefits, such as the ability to retain the leaflet in a visible place where it can 

act as an aide memoire (45% of people say they keep leaflets on a pin board or in a 

kitchen drawer). Whereas radio or television adverts are easily forgotten, door drops 

by their nature stay visible to the consumer. 

 

And there is a sense amongst consumers that, while they have become increasingly 

adept at filtering out the messages that come to them via some form of screen, the 

door drop retains its ability to grab their attention. 

 

89% of UK adults report remembering receiving a door drop communication in the 

last two weeks – which is more than for any other channel, including those who 

reported remembering a TV or radio advert (only 80%). 

 

This finding is perhaps not so surprising when you consider how consumption of 

television is changing – with more and more programmes watched through online 

„catch-up‟ services such as BBC iPlayer (2.9m online requests per day, according to 

TV Licensing) and the widespread use of recording technologies that allow viewers to 

fast-forward through adverts. 

 

Furthermore, online channels such as „pop ups‟, unsolicited e-mails and video adverts 

are considered to be more annoying than receiving a door drop leaflet. 

 

In a media environment that is saturated with short-lived communications delivered 

via a screen, the uniqueness of the door drop channel means it can cut through the 

clutter.  

Top 10 Door Drop 

brands 

> Virgin Group 

> Dominoes Pizza 

> Farmfoods 

> BT 

> Direct Line 

> Co-op 

> British Gas 

> BSKYB 

> Hillary Blinds 

> Everest 
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Free samples and vouchers – the door drops in demand 

While there is a qualified consumer appetite for door drop leaflets, the demand 

for free samples and vouchers is strong.  

 

6 out of 10 adults are happy to receive free samples or vouchers in general – 

and this rises when you ask about samples of specific categories (see Figure 3 

below).  

 

Meanwhile, our qualitative interviews revealed that many people would like to 

receive more than they are currently getting. Only a quarter of UK adults report 

having received a door drop voucher in the past two weeks, and 12% a door drop 

free sample. 
 

Figure 3: Which of the following types of free samples and offers are you happy to have 

delivered to you through your letterbox?  

Type of door drop % agreeing 

Redeemable coupons for discounts at local shops and supermarkets 86% 

Free samples of household products 83% 

BOGOF offers for local shops and supermarkets 78% 

Free samples of new food and drink products 77% 

Free samples of hygiene and beauty products. 76% 

Free samples of sweets and chocolate 72% 

Base: 2008 

 

Vouchers can have particular value to a brand – the fact that they save 

consumers money creates a sense of goodwill that extends to various brand 

associations: 

 

> Door drop vouchers can be used to encourage trial amongst consumers – 65% 

of people say that vouchers introduce them to new things. 

> They‟re also associated with sales conversion – 57% feel they will encourage 

them to make a purchase in the future. 

> 42% of people feel that vouchers will make them feel positive about the brand. 
 

Door drop vouchers can also have an advantage over online coupons in that 

people tend to view a glossy door drop as more legitimate than something they 

printed themselves and are therefore more likely to bring it in for redemption. 
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People will filter out irrelevant messages to the recycling bin, and retain ones they 

find useful 

A common assumption about the door drop category is that these items tend to „go 

straight in the bin‟, but we found that in most cases consumers prefer to spend a 

moment going through the door drops they have received and sorting out ones they 

want to retain from those that can be happily disposed of. 
 

Figure 4: Responses to survey question „To what extent do you agree with the following statement: “I 

like to decide for myself what I want to keep and what I want to throw away.”‟ 

 
* 1% of respondents said “I do not know”. 

Base: 2,008. 

 

More than 8 out of 10 UK adults say 

they like to decide for themselves what 

of the information they receive through 

the door is, or is not, of interest to 

them. 

 

Furthermore, far from being disposed of 

in the „bin‟, our interviews revealed that 

Britain‟s green conscience is alive and 

well, with most interviewees stating that unwanted leaflets are sorted from the 

general waste and sent for recycling – which, considering that most door drops are 

made from recycled paper, makes it a sustainable channel too. 

  

82%

12%

5%

Completely or 

somewhat agree

Neither agree or 

disagree

Completely or 

somewhat disagree

'I  like to decide for 

myself what I want 

to keep and what I 

want to throw away'

If information comes through the          

letterbox you take notice of it.

Female 55-64 yrs.

They may contain information I am 

interested in, if not, I will just recycle them.

Male, 35-44 yrs

”
“
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People don‟t want to miss out on an offer or 

bargain 

The benefits people associate with receiving a 

useful door drop often outweigh their concerns 

about those that aren‟t applicable. 

 

 

In the survey, a third of UK adults said they would prefer to receive door drops than 

feel that they might miss out on receiving something interesting.  

 

And nearly 6 in 10 UK adults say they sometimes get useful information through 

door drop leaflets 

 

Many consumers value the way useful 

door drop leaflets can reach them 

without them actively having to seek the 

information out for themselves, seeing it 

as an easy and convenient way to find 

out about things. 

 

The qualitative interviews revealed that 

many people actually find door drops an 

„unobtrusive‟ way to receive information, 

compared particularly with inserts which 

„fall out‟ of publications, and „door-knocking‟. 

Ensuring your message rises to the top 

While this research has reflected positively on door drops, it does not mean that the 

channel does not still have its detractors, but it does imply that objections to door 

drops must be viewed in their proper context. 

 

For example, while it is true that the survey found that consumers have relatively low 

levels of trust in the channel (albeit higher than unsolicited emails) our interviews 

indicated that this tends to relate to specific types of door drops – namely those from 

„cowboy builders‟ and other unfamiliar 

types of business. 

 

By contrast familiarity with brands and 

other quality cues (e.g. in the 

professional appearance of the leaflet or 

links to websites) will prompt a more 

positive reaction from consumers. And 

because people tend to go through an 

43% of UK adults completely 

or somewhat agree that they 

have been pleasantly 

surprised by a door drop 

leaflet they have received. 
 

It is a very easy method of finding 

out information about new services 

or products without having to seek it out. 

Female, 25-34 yrs

You don‟t have to do anything to get it – it‟s 

just given to you. You don‟t have to print it 

out.

Female, 45-54 yrs

”

“

I do trust leaflets, but obviously I trust 

the ones from Tesco more than the 

local restaurant.

Female 18-24 yrs.

I trust it if I can look at the information and 

go on a website to check something.

Female 25-34 yrs.

”
“
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intelligent sorting process, each leaflet is judged on its own merits. 

 

To successfully use the door drop channel to 

provide consumers with actionable information 

about brands requires companies to take a 

number of steps that will make the door drop 

stand out and grab consumers‟ attention (see 

„What makes a good door drop?‟ on page 9). 

Twice as many people are 

happy to receive a door drop 

leaflet from a well-known 

brand than from a company 

they haven‟t heard of. 
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What makes a good door drop? 

Hints and tips for marketeers 

There are a number of factors that can make a door drop effective and ensure it 

„cuts through‟ to grab a consumer‟s attention. 

 
Figure 5: How to make door drops resonate 

Theme Tip 

Relevance 

 

Consumers will take the time to filter out irrelevant materials and 

retain the ones that are personally applicable to them, but there are 

still ways to ensure that your door drop makes the cut: 

 

> Consider postcode targeting to ensure you are reaching the right 

people with the right messages. 

> For certain products, such as phone and broadband contracts, 

consumers will have a limited period around contract renewal 

where they are open to receiving information about alternative 

providers. If you want to hit this – consider regular campaigns. 

Don‟t worry – they will simply filter it out when it isn‟t relevant. 

> Advertise a range of products or services on one leaflet – this 

allows the consumer to choose for themselves the most relevant 

products. 

> Door drops are delivered directly into the home, so products that 

are consumed in the home will have the greatest salience with 

consumers. This is particularly true of door drop free samples. 

Local 

The door drop channel has a strong association with local information 

– so, if you can tie your messaging to a nearby physical outlet (even if 

the message itself is more generally applicable), it will encourage 

consumers to  act on your messages. 

Brand with 

quality 

It‟s important that your door drop stands out as representing quality, 

so make the logo prominent, offer links to a website and make the 

design visually appealing and aligned with general marketing 

principles relating to eye movements. 

Add value 

Consider the opportunities for sales conversion and brand 

enhancement that door drop vouchers can have for your company, as 

well as the ability to track RoI for the campaign. Give the consumer an 

incentive to retain and redeem your door drop by offering them a 

discount. 
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To find out more about why door drops should be a key part of your marketing mix 

visit the Mail Media Centre at www.mmc.co.uk. Alternatively you can contact the 

Royal Mail Door to Door team at www.royalmail.com/doortodoor or by telephone on 

01865 796981. 

http://www.mmc.co.uk/
http://www.royalmail.com/doortodoor

