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Purpose R

To present survey findings on usage of postal services by households in Malta and to outline factors
influencing perceptions and decisions regarding the use of these services.
* Main factors and considerations:

v Service usage and volumes — letter mail, registered mail and parcel post;

v Universal Service Obligation — awareness, acceptable lead time and perception on delivery frequency;

v International parcels/packages — volumes and commonly used service providers;

v’ Parcel lockers and parcel forwarding services — awareness and extent of use;

v/ Quality of service — overall performance and customer experience.




Methodology

PKF Malta carried out fieldwork on behalf of MCA between November and December 2025

Fieldwork

Sample Design

Statistical Parameters

» Data collection by type of
medium response:

* Online — 244 (61%)
* Telephony — 156 (39%)

» One person per household
was interviewed, aged 18+.

Stratification of target
responses:

- Age composition aligned
with Maltese population

- Malta’s six geographical
regions

- Socio-economic categories
of the Maltese population

- Operators’ market share of

bundles (supplied by MCA)

* 400 net valid respondents,
randomly selected;

» Margin of error +/- 5.0% at 95%
confidence interval;

* Any refusals / incomplete surveys
were removed and replaced with
new responses.







Key insights (1 of 5)

Outgoing and incoming addressed letter mail

* More household respondents reported that the weekly volume of addressed letters received has decreased over the
past twelve months (35% in 2025 vs 28% in 2023).

* 29% of household respondents sent fewer addressed letters in 2025 than was the case in the previous twelve months
(26% in 2023).

 The increase in the number of household respondents sending fewer addressed letter mail is mainly attributable to a
shift towards digital communications platforms (86%), voice communication services (34%) and social media (27%).

* 35% of household respondents reported sending registered mail in the past 12 months, up from 33% in 2023.

Use of Postcode

e 73% of household respondents always write down the postcode when sending an addressed letter, up from 65% in
2023.




Key insights (2 of 5)

Domestic Parcel Mail

 Alarger number of surveyed respondents reported an increase in the volume of parcels received from local retailers
when purchasing goods online over the previous twelve months (25% in 2025 vs 7% in 2023).

* The most common items purchased online from local retailers include clothing and accessories (50%) and essential
items and other daily needs (39%).

International Parcel Mail

e The number of respondents saying they received more parcel mail from international senders over the previous
twelve months has increased by 10-percentage points, reaching 48% in 2025.

 MaltaPost emerged as the operator that delivers most parcels to households (for 88% of respondents) followed by
DHL (for 54% of respondents) and FastDrop (for 29% of respondents)?.

espondents could select more than one delivery operator - percentages do not represent exclusive use of any single provider.
R dent. Id select th deli t t do not t exclusi f ingl id




Key insights (3 of 5)

Parcel Lockers and Parcel Forwarding Services

24% of respondents reported used a parcel locker! over the previous twelve months, up from 16% in 2023.

MaltaPost’s parcel lockers were used 63% of respondents on an exclusive basis, while 20% reported exclusive use
of DHL's lockers. A further 17% reported using parcel lockers from both providers.

A larger share of household respondents indicated that they made use of parcel forwarding services? (11% in 2023
vs 19% in 2025). MaltaPost’s ‘SendOn’ is the most commonly used.

Respondents opted for parcel forwarding services for more flexible delivery options (23% in 2025, 5% in 2023), and
Jor because of a cheaper price offered by the vendor (18% in 2023 vs 29% in 2025).

1A parcel locker is a secure, self-service collection point where people can pick up their parcels at their convenience using a unique access code.

2Parcel forwarding is a service that gives an international address for shipments when the sender of the parcel does not ship to Malta. The service provider then
forwards the items from its warehouse to the final recipient in Malta.




Key insights (4 of 5)

Outgoing Parcel Mail

More households have opted for other postal service providers, other than MaltaPost, when sending or returning
a parcel item (4% in 2023 vs 26% in 2025).

Four in five of the households that made use of MaltaPost’s parcel services were satisfied when they
sent/returned a parcel item, an increase from 72% in 2023 to 82% in 2025.

Universal Postal Service

63% of surveyed households indicated that they were aware of the term “Universal Postal Service”.

85% of those aware perceive the access of the universal postal service to be important.

While the share of respondents considering a next-day lead time acceptable declined to 41% in 2025 (from 46% in
2023), acceptance of two- and three-day lead times increased by 4 and 2 percentage points respectively.




Key insights (5 of 5)

MaltaPost Office

e Over the previous 12 months, 69% of respondents visited a MaltaPost branch office, while 14% visited a MaltaPost
sub-post office.

* Primary reasons for visiting MaltaPost’s offices: collect a parcel (37%), purchase stamps (15%), pay bills (11%).

MaltaPost Customer Care
* Over the past 12 months, 27% of interviewed households contacted MaltaPost (15% in 2023).
* Main contact reasons: parcel delivery status (53%), product & service information (29%), filing a complaint (19%).

*  Most common complaints: misdelivery (43%), delay in delivery (29%) and behaviour of postal personnel (24%).

« 38% of respondents are satisfied or very satisfied with MaltaPost’s complaint handling, while a further 38%
express a neutral view.
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Addressed letter mail — incoming

Volume trends for addressed letter mail items received by surveyed households

Total number of households respondents - 400

Decreased , 35%
[2023: 28%]

Remained the same, 52%

[2023: 66%]

Increased, 14%
[2023: 6%]




Addressed letter mail — outgoing (1)

Volume trends for addressed letter mail items sent by surveyed households

Total number of households respondents - 400

Didn’t send mail, 27%
[2023: 33%)] Decreased, 29%

[2023: 26%]

' Increased, 5%

[2023: 2%]

Remained the same, 40%
[2023: 39%]




Addressed letter mail — outgoing (2)

Perceived reasons for declining addressed letter mail volumes over the past 12 months

Households reporting decline in outgoing addressed letter mail — 117
Respondents could select multiple options

This question was included for the first time in the 2025 survey; therefore, no comparisons with previous years are available

86%

E - B =
— N —

Switched to using  Switched to using  Switched to using  Switched to using  High cost of postal Lack of reliability of Mail delivery and Other reasons
voice digital automated social media services the postal service replies take too long
communications communication communication tools compared other
services platforms

methods of
communication




Addressed letter mail - registered

Use of registered mail — previous 12 months

Total number of survey household respondents - 400

[2023: 33%]

| have sent
registered mail
over the past 12
months, 35%

| have not sent

registered mail

over the past 12
months, 65%

[2023: 67%]

Number of users sending registered mail — 142

66%
61% 61%

7%
4%

| make frequent use of | sometimes make use of | rarely make use of
registered mail registered mail registered mail

m 2021 m2023 m2025




Use of Postcode

Extent of postcode use when sending an addressed letter
Households that sent addressed letter mail — 294

2023 "Don't know" responses have been excluded to ensure consistent comparisons.

73%

20% 22%
(o]

15%
.

Yes, always Yes, occasionally Yes, rarely

m 2021 w2023 m2025




Propensity to switch to non-postal services

Respondents’ willingness to switch to non-postal alternatives in the event of a 10% increase in the cost of

a 50g addressed letter

Households sending addressed letter mail — 294

Respondents could select multiple responses
This question was included for the first time in the 2025 survey; therefore, no comparisons with previous years are available

56%

44%

Keep making use of postal services

Would switch to making use of emails Switch to making use of voice Switch to making use of messaging
(No switch)

communication services services
(Fixed / mobile telephony) (SMS, WhatsApp, Messenger)







Incoming parcel mail volumes — Overall (1)

Share of respondents receiving incoming parcel mail from domestic and international senders

Number of surveyed households — 400
An overall assessment of international and domestic mail volume trends

Received items from both international and domestic
destinatons

Only received items from international destinations

The household didn’t receive any parcels




Incoming parcel mail volumes — Overail (2)

Volume trends in the previous twelve months for incoming parcel mail - domestic and international

Households reporting receiving parcel mail — 367
An overall assessment of international and domestic mail volume trends

Decreased

Increased Remained the same




Incoming parcel mail volumes — Overall(3)

Reasons attributed for the increase in respondents for incoming parcel mail in the previous 12 months

Households reporting an increase in received parcel mail — 181

Respondents could select multiple responses
An overall assessment of international and domestic mail volume trends is being presented for the first time in this report, to provide

additional context alongside the domestic and international breakdowns.

71%

9%

-

It is more convenient/less It is cheaper to buy Greater availability of ~ Delivery time is reasonable Online shopping is more Other reasons
time-consuming to shop products online products online environmentally friendly
online




Incoming parcel mail volumes — Overaill (4)

Delivery of goods ordered from national and international websites — by operator

Households reporting receiving parcel mail — 367
Respondents could select multiple operators

88%

FedEx Ship Low Cost

73%
68%
57% )
>6% 54%
12% .
l 7% 9% 6% 5% 8%
DHL UPS

MaltaPost Fast Drop

N 2021 m2023 m2025




Incoming parcel mail volumes — Overall (5)

Preferred way to collect a parcel in case of a missed delivery

Households reporting receiving packets — 367
Respondents were allowed to select multiple options

89%

19%

8% 8% % so

8%
= % % ———3 _.-

Collect on the same day from the Collect on the next day from the Have it re-directed to a parcel  Pay a fee for a courier delivery Other
head office/depot nearest post office locker

H2021 m2023 m2025

Options have been revised in 2025. “Collect on the same day from the head office/depot” was included for the first time in the 2025 survey. “Have it re-directed to a parcel
locker” was also included for the first time — in previous years, this was listed under “Other”.
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Incoming parcel post — domestic (1)

Volume trends in the previous twelve months for incoming parcel post - domestic

Households receiving domestic parcel post (i.e., from orders placed on local websites) — 251

[2023: 67%]

Remained the same
59%

[2023: 26%]
Decreased

16%

Increased
25%

[2023: 7%]




Incoming parcel post — domestic (2)

Profile of domestic parcel post

Households receiving domestic parcel post (i.e. from orders placed on local websites) — 251

Respondents could select multiple responses
The 2025 survey categories were revised based on popular opinions from previous years. For comparison purposes, results from earlier

surveys have been re-categorized to align with the new 2025 categories.

79%

37%

26% 28%
20%
16%
10%
il -l il

Household supplies Apparel and accessories Home and living Health and personal care Entertainment and

(groceries, meals, pet (cleaning products, (clothes, footwear, (Domestic appliances, (medication, vitamins hobbies (electronics,
food, beverages) laundry) accessories) décor, furniture, tools & and supplements, books, craft, games)
DI1Y) skincare, beauty)

Essentials and daily needs

W 2021 w2023 m2025
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Incoming parcel post — international (1)

Volume trends in the previous twelve months for incoming parcel post — international

Households receiving international parcel post (i.e., from orders placed on foreign websites) — 367
This question was asked only to respondents who stated that their household receives parcel mail from international suppliers. Therefore, the results may
also include households that receive parcels from domestic suppliers. The 2023 figures have been adjusted to ensure comparability with other years.

Decreased, 9%

[2023: 11%]

No change, 43%
[2023: 51%]

Increased, 48%
[2023: 38%]




Incoming parcel mail — international (2)

Preferred way to receive international parcel post

Households receiving international parcel post (i.e., from orders placed on foreign websites) — 367
In 2025, respondents were asked to select their two most preferred methods, whereas in earlier years, they were asked to rank all listed options from 1 to 4.
For comparative purposes, only the first two ranks from earlier years haven been used for this analysis

91%

81% 85%
(]
33%
14% 11%
(]
0 (o]
—— ] mm

Pick up the parcel from the head Pick up the parcel from the closest post Have the parcel delivered on the address Collect from a parcel locker
office/depot myself office indicated

N 2021 w2023 ®2025







Parcel Lockers

Use of parcel lockers Use of parcel lockers — by operator

Households reporting receiving parcel mail — 367 Households making use of parcel lockers — 88
Per operator information was not assessed in earlier years

Yes, 24%
[2023: 16%]

Maltapost's parcel locker
63%

DHL's parcel locker
20%

Both parcel lockers
No, 76% 17%
[2023: 84%)]

A parcel locker is a secure, self-service collection point where people can pick up their parcels at their convenience using a unique access code.




Parcel Forwarding Services (1)

Use of parcel forwarding services — by operator

Households reporting receiving parcel mail — 367

Respondents were allowed to select multiple options

81%
14%
8% 8% .
_ - — | ] [ |

2%
—

| used 'SendOn' | used 'ShipLowCost' | used 'You Shop We Ship' | used other providers/ do cannot | have not made use of these
recall which provider services

H 2021 m2023 m2025

Parcel forwarding is a service that gives an international address for shipments when the sender of the parcel does not ship to Malta. The service provider then forwards the
items from its warehouse to the final recipient in Malta.




Parcel Forwarding Services (2)

Reasons for use of parcel forwarding services

Households making use of parcel forwarding services — 70
Respondents were allowed to select multiple options

80% 80%

63%
29%
18%
12%
5% 6% i 5% 1%
(o]
E— ] B e

Vendor did not deliver goods to Malta Service offered more flexible delivery ~ Cheaper than delivery option offered by Other
options than delivery options offered by vendor
the vendor

m 2021 w2023 m2025

Parcel forwarding is a service that gives an international address for shipments when the sender of the parcel does not ship to Malta. The service provider then forwards the
items from its warehouse to the final recipient in Malta.







Outgoing parcel post (1)

Outgoing parcel post — by operator

Households sending / returning parcel post - 243
This question refers to sending/returning mail both domestically and internationally

I 17%

Sent/returned a parcel using only MaltaPost (not other operators) [ INGQNEIIN 16%

L B

| 1%
Sent/returned a parcel using other operators (not MaltaPost) . 2%

I 7%
B 3%

Sent/returned a parcel using both MaltaPost as well as other operators . 2%

I 19%
I 78%

Have not sent/returned a parcel | 0%
I 34%

m 2021 w2023 m2025




Outgoing parcel post (2)

Reasons quoted by household respondents for using alternative operators (excl. MaltaPost) to send /
return parcel post

Households using other providers (excl. MaltaPost) to send/return a parcel — 93

Respondents could provide multiple reasons 45

39%
31%
23% 23%
17%
0,
139 27 14% 14%
9% 9% 9% 9%
8% 6% 6% 6%
I ’ I I I I I

More reliable Cheaper Faster More secure Easily accessible  The seller specified The return service Other
the postal operator was 'free of charge'
for returns

H2021 m2023 m2025




Outgoing parcel post (3)

Satisfaction with MaltaPost’s international parcel post delivery service

Households that used MaltaPost for international parcel post delivery — 218

Satisfied

Not Satisfied

m 2025 m2023 m2021







Universal Postal Service (1)

Familiarity with the term ‘Universal Postal Service’

Number of households respondents to the survey — 400
This question was included for the first time in the 2025 survey; therefore, no comparisons with previous years are available

No, | am not familiar with the
term 'Universal Postal Service',
37%

Yes, | am familiar with the term
'Universal Postal Service', 63%

Letters, together with registered mail, bulk mail and also parcels, form part of the Universal Postal Service




Universal Postal Service (2)

Perceived importance of access to the ‘Universal Postal Service’

Households aware of the scope of the Universal Postal Service — 149
This question was included for the first time in the 2025 survey; therefore, no comparisons with previous years are available

Neutral
13%

‘ Not important
3%

Important
85%




Universal Postal Service (3)

Perceived acceptable lead time from the date of posting an addressed letter to delivery

Number of households respondents to the survey - 400

48%

46%
39% 41%
(0]
129 4%
10%
l 1% 1% 2% 2% 2% 2%

Next day 3 days 4 days 5 days

H 2021 m2023 m2025




Universal Postal Service (4)

Perceived household impact of reducing addressed mail delivery from 6 to 5 days per week

Number of household respondents to the survey - 400

62%

21% 21% 21%

12% 12%
9%
. . . .

Acceptable Inconvinient but workable A minor inconvenience A major inconvenience

m 2021 w2023 m2025




Universal Postal Service (5)

Respondents’ perception of the reasonableness of a price increase to maintain the current 6-day delivery
frequency for addressed letter mail

Number of household respondents to the survey - 400

Yes, 42%
[2023: 62%)]

No, 58%
[2023: 38%]







Visits to MaltaPost Offices (1)

Share of respondents visiting MaltaPost offices — by type of outlet

Total number of survey respondents — 400
Respondents were allowed to provide multiple responses, stating that they visited both a MaltaPost office as well as a sub-office

| have not visited any MaltaPost office/sub-office

| have visited a MaltaPost sub-post office (such as a stationary)

| have visited a MaltaPost branch

W 2021 m2023 m2025




Visits to MaltaPost Offices (2)

Reasons for visiting a MaltaPost outlet

Number of survey respondents visiting a MaltaPost outlet — 332

47% 48%
(o}

39%
37% 37%
22%
o)
ey 1%
1 o)

10% 12% 11% 3%11% oot o

8% 8% 8% 7% 9% 9%
0 5%
I I
I

To post letters To buy stamps  Tosend/return To collect parcels To pay bills To cash cheques To collect To send registered Other reasons
parcels registered letters letters

W 2021 w2023 ®2025
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MaltaPost’s service quality

Households’ opinions on MaltaPost’s overall service quality

Number of household respondents to the survey — 400

70% /2%
(o]

63%
24%
20%
l . . . -

Satisfactory Neutral Non-satisfactory

W 2021 w2023 m2025




MaltaPost customer care services (1)

Households contacting MaltaPost - previous 12 months

Number of household respondents to the survey — 400

| have contacted
MaltaPost, 27%
[2023: 15%]

| have not contacted
MaltaPost, 73%
[2023: 85%]




MaltaPost customer care services (2)

Reasons for contacting MaltaPost - previous 12 months

Number of survey respondents that contacted MaltaPost — 108
Respondents are allowed to select multiple reasons

53%

42%
41% °
29%  29%
23%
19%
[v)
15% 14%
9%
[

To make a complaint (with regard  To ask for information about To ask about the status of my  To ask about customs clearance Other reasons
to a postal service) MaltaPost's products and services parcel information

W 2021 w2023 ®2025




MaltaPost customer care services (3)

Reasons for filing a complaint with MaltaPost

Number of survey respondents that made a complaint to MaltaPost — 21
Respondents are allowed to select multiple reasons

Misdelivery (posted to the wrong address)
Registered mail
Delay in receiving mail
Behaviour and competence of postal personnel (e.g. not knocking for signature
deliveries, leaving parcels on the porch or with a neighbour without authorisation or
damaging postal items)

Mail not posted in the letterbox/ Left partially out of the letterbox

Loss of mail

m 2025 m2023 m2021




MaltaPost customer care services (4)

Customer satisfaction with complaint resolution

Number of survey respondents that made a complaint to MaltaPost — 21

38%

27%
13%

Not satisfied Neutral Satisfied

H 2021 w2023 m2025










Methodology (1)

Stratification of target responses by: Gender distribution
Population data is based on national statistics, (NSO 2025)’

Female Male

B Population ® Sample

'National Statistics Office Malta, 2025. World Population Day: 11 July 2025. Available at: https://nso.qov.mt/population/world-population-day-11-july-2025/ [Accessed
November 3™ 2025]
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Methodology (2)

Stratification of target responses by: Age distribution
Population data is based on national statistics, (NSO 2023)?

409
% 39%

[s) 0,
21% 22% 22%
19% : 19% I I

18-29 30-49 50-64 65+

B Population M Sample

2National Statistics Office Malta, 2023. Census of Population and Housing 2021: Final Report: Population, migration and other social characteristics (Volume 1).
16 February. Available at: https://nso.gov.mt/themes publications/census-of-population-and-housing-2021-final-report-population-migration-and-other-social-
characteristics-volume-1/ [Accessed November 3 2025].
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Methodology (3)

Stratification of target responses by: Location of residence distribution
Population data is based on national statistics, (NSO 2023)3
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Gozo and Comino Northern District Nothern Harbour District South Eastern District Southern Harbour District Western District

B Population ™ Sample

3National Statistics Office Malta, 2023. Regional Statistics MALTA 2023 Edition. 17 July. Available at: https://nso.qov.mt/themes publications/regional-statistics-malta-
2023-edition/ [Accessed November 3 2025].
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