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Mail Collection Behaviors

Over two-thirds of customers collect their mail every delivery day. 

A4. Approximately how often does someone in your household collect mail that has been delivered to your mailbox? Base size: 1271, Millennials=351, Gen X=350, Boomers=524

Frequency of Collecting Mail from Mailbox

53%

18%
8% 9% 13%

71%

9%
3% 3% 6%

76%

11%
4% 5% 6%

Six days a week Five days a week Four days a week Three days a week Two days a week or
less

Millennials Gen X Boomers

6 Days a Week 5 Days a Week 4 Days a Week 3 Days a Week 2 Days a Week 1 Day a Week <1 Day a Week

68% 12% 6% 6% 3% 3% 2%
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Mail Collection Drivers

The key driver for collecting mail is to check for important items

Why Check Mail
(Top 2 Box: Agree Completely/very much)

A5. Why are you personally involved in checking your mail?  Please indicate how much you agree or disagree with each of the following statements. Base size: 1271

94%

81%

79%

78%

77%

70%

42%

30%

I check my mail to see if I’ve received any important items (such 
as bills, legal documents)

I look forward to seeing what I’ve received in my mailbox

  I check my mail to protect any personal information from being
stolen

  I check my mail on a regular basis out of habit more than
necessity

  I check my mail to prevent my mailbox from overflowing

  Items I receive in the mail help me run my household more
efficiently

I wanted to get a piece of mail I saw in my Informed Delivery email

I typically only check my mail when I know I’m going to be 
receiving something I’m expecting
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Mail Collection Drivers

Millennials are slightly more likely than GenX or Boomers to check their mail out of habit

and to prevent their box from overflowing. They are significantly more likely to check their 

mail when they are expecting something or after seeing something in their ID email.

Why Check Mail
(Top 2 Box: Agree Completely/very much)

A5. Why are you personally involved in checking your mail?  Please indicate how much you agree or disagree with each of the following statements. Base size: Millennials=351, Gen X=350, Boomers=524

92%

81%

77%

84%

84%

71%

52%

44%

94%

81%

80%

76%

76%

71%

42%

29%

94%

82%

76%

76%

72%

68%

35%

20%

I check my mail to see if I’ve received any important items (such as 
bills, legal documents)

I look forward to seeing what I’ve received in my mailbox

  I check my mail to protect any personal information from being
stolen

  I check my mail on a regular basis out of habit more than necessity

  I check my mail to prevent my mailbox from overflowing

  Items I receive in the mail help me run my household more
efficiently

I wanted to get a piece of mail I saw in my Informed Delivery email

I typically only check my mail when I know I’m going to be receiving 
something I’m expecting

Millennials Gen X Boomers
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Mail Sorting Behaviors

Millennials spend the most time both sorting and opening/reading their mail 

Average Time Spent Sorting 

Mail 
(in minutes)

A12. About how many minutes did you spend doing the following activities the last time you brought in the mail? Think of the total minutes you spent doing these activities. Base size: 1271, Millennials=351, Gen X=350, Boomers=524

5.8

3.7

3.3

8.3

7.3

6.9

Millennials

Gen X 

Boomers 

Sorting Opening & Reading

Total By Generation

Sorting
(Deciding what is important and 

what can be discarded without 

opening)

Opening & 

Reading

4.1 7.4
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Marketing Mail Effectiveness

A17C_2. In the past year, what new products, services, or establishments have you tried after receiving an advertisement in the mail? Base size:738 total, Millennials=222, Gen X=212, Boomers=280

New Product/Service/Establishment Tried in Past Year After Receiving 

Marketing Mail

66%

41%

19%

15%

14%

13%

11%

11%

10%

8%

3%

Restaurants

Retail (items for sale)

Auto Service

Health & Beauty

Home or Lawn Service

Financial

Insurance Services

Laundry/Dry Cleaning

Travel/Leisure

Telecommunications

Real Estate

66%

41%
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15%

14%

13%

11%

11%

10%

8%

3%

56%

40%

20%

21%

16%

13%

12%

16%

11%

9%

3%

71%

39%

22%

14%

16%

15%

13%

8%

7%

7%

1%

Millennials Gen X Boomers
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Global Envelope Alliance 

Direct Mail Report

October 2018
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Millennials were more likely to perform an action inspired by print advertising they 

received.

Actions Taken With Marketing Mail
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Advertising Preferences 

78% of consumers look for discount codes before purchasing. Four in ten say that they 

like to receive catalogs in the mail.  
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Online Purchases Due to Receiving Marketing Mail

US consumers purchase at higher rate after receiving Marketing Mail from an eRetailer
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Digital Ad Blocking

31% of respondents said they use some form of digital ad blocking, and another 25% 

responded that they use unaddressed mail ad blocking. Digital ad spending expected to 

grow 19% to $129B, representing 54% of total US ad spend.  

Digital Ad Blocking Unaddressed Mail Ad Blocking
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 80% of consumers check their mail at least 5 days per week

 The key driver for consumers to check their mail…’Looking for something 

important’

 Millennials are picking up their mail faster after checking their ID email, 

compared to GenX and Boomers

 Millennials spend the most time both sorting & opening/reading their mail

 Marketing mail engagement is highest with Millennials—they are more likely to 

shop at stores after receiving ads

 Consumers purchase more when they receive marketing mail from an 

eRetailer

 Digital ad blocking expected to hit 50% with Millennials in 2019

 Perception and Engagement with Mail increases as Informed Delivery expands 

Key Takeaways 
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Thank You!


