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WELCOME
Welcome to the latest edition of Post Impressions, 

It is looking extremely likely that the EU General Data Protection 
Regulation will be enacted in full, be it under a different name, according 
to a government minister – so we better make sure all our houses are in 
order (page 7).

Various research reports and surveys are showing positive news about 
marketing spend (page 5) and increased access mailing volumes (page 
8–9), so there might be a case for some cautious optimism.

As always we endeavour to keep you up-to-date with the latest news. 
Please follow us on Twitter @ONEPOST_UK and check our LinkedIn 
company page.

We do welcome your feedback, so please call us on 0800 138 3551 or 
email marketing@onepost.co.uk with your thoughts.

Best wishes,

Graham Cooper
Managing Director
ONEPOST 

Marine View Office Park 
42 Martingale Way 
Portishead 
Bristol BS20 7AW

T 0800 138 3551
F 0845 409 4512
E info@onepost.co.uk
W www.onepost.co.uk

Post impressions is a great source of information 
for the postal sector, you can download back 
issues by scanning the QR code or visiting:  
www.onepost.co.uk/library/post-impressions
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INNOVATION

The UK postal sector has experienced 
significant change since liberalisation back 
in 2006.

In the worldwide postal industry, innovation 
has been embraced in an effort to respond 
to the rapid evolution of consumer needs 
and (of course) to remain competitive in 
changing markets.

At the same time, postal organisations have 
been actively pursuing new areas of growth 
by diversifying their services offered. 
Fortunately postal operators, both here in 
the UK and internationally, recognise that 
innovation will be required as one of the key 
drivers which will enable the postal industry 
to secure a lasting future with relevant and 
new products/services being developed. 

Towards the end of last year the Fraunhofer 
Institute of Material Flow and Logistics (IML) 
revealed some fascinating insights from its 
latest ‘ZF future study’, which looked at last-
mile logistics. 

The authors of the study state that new 
technologies which enable innovative 

forms of transport (or even make transport 
superfluous) are likely to trigger the 
greatest changes.

• We have regularly featured the concept of 
‘delivery drones’, however this study 
predicts that in the year 2030 they will 
remain as a niche solution. It is likely that 
the associated safety issues of drones will 
be the main reason for stagnation in this 
area. 

• However, there could well be a greater 
role for autonomous driving – although 
delivery staff will still be required. It is 
likely that their job will change and that 
the transport vehicle will automatically 
follow them from house to house.

Let’s hope that postal organisations 
maintain and enhance that innovative spirit 
– which in turn will serve their customer 
needs of the future.

‘Look to the future, it’s only 
just begun’

LEADING INSTITUTE EXAMINES THE LOGISTICS OF POSTAL 

DELIVERY AND PREDICTS DRONES WILL ONLY EVER BE A ‘NICHE 

SOLUTION’ – WITH PEOPLE STILL PLAYING A KEY ROLE IN 2030
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Obviously, here at ONEPOST, we have 
first-hand experience of the power of direct 
mail, both as a stand-alone medium and 
also in conjunction with other channels. 
So we welcomed the findings of the latest 
IPA Bellwether Report (released in January) 
which predicted that direct marketing spend 
– including direct mail – would experience 
significant gains in the next 12 months. 

The influential report, which has been 
conducted on a quarterly basis since the 
start of 2000, covered activity in Q4 2016 
and reveals that brand owners believe that 
2017 could well be the year which sees a 
return to the ‘good old days’ (and some of us 
do remember them!) of major investment 
into the mail industry.

The report also highlights:
• The weaker pound offers both threats and 

opportunities in the next year.
• As to be expected, political uncertainly 

(particularly from Brexit) is still a concern.
• Advertising spend is expected to fall in 2017 

– before recovering in subsequent years. 
Against this uncertainty companies 
increased their marketing spend during the 
last quarter of 2016.

The net balance figures stated below are 
calculated by subtracting the percentage 
reporting a downward revision from the 
percentage reporting an upward revision.  

A net balance of +12.9% of companies 
declared an increase to their budgets , which 
is marginally down against Q3’s nine quarter 
high of +13.4%  

And encouragingly for 2017/18 the UK 
marketing community have suggested 
a positive outlook with a net balance of 
+27.6% saying their total budgets (including 
direct) will rise in the year ahead.

Sounds like a Happy New Year to us.

Budgets are set to grow in 
2017 … will it be a return to 
the ‘good old days’?
REGULAR REPORT TRACKING MARKETING SPEND INDICATES THAT 

MANY COMPANIES INCREASED SPENDING LAST QUARTER  AND 

ARE EXPECTING TO SPEND MORE IN THE NEXT COUPLE OF YEARS

INDUSTRY RESEARCH
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Key events recognise that 
data is still ‘the new oil’

DATA REMAINS THE DRIVING FORCE OF DIRECT MARKETING BUT 

AS WAS HIGHLIGHTED A DECADE AGO – LIKE OIL IT NEEDS 

REFINING BEFORE IT CAN BE USED EFFECTIVELY

Data and data regulation is, and always will 
be, inherent in our industry.

Indeed it was Clive Humby who in 2006 
who coined the phrase “Data is the new oil. 
It’s valuable, but if unrefined it cannot really 
be used.”

So no surprise then really that the Direct 
Marketing Association (DMA) has chosen 
‘Data Protection 2017’ as the theme for its 
flagship data summit this year.

Headline speaker for this event will be 
Information Commissioner Elizabeth 
Denham.

Being held on Friday 24 February at Euston 
Square, London, it is bound to attract a large 
inquisitive audience. Clive Humby will also 
be there, talking about using big data for 
insight and personalisation (key for direct 
mail) and how this will develop leading up to 
the implementation of the GDPR and Brexit.

Talking of data… Saturday 28 January 
2017 marked the eleventh annual Data 
Protection Day.

To celebrate, the Information Commissioner’s 
Office (ICO) highlighted information rights 
and privacy issues over two days. As to be 
expected the focus was also on GDPR and 
encouraging businesses to prepare for the 
new legislation being introduced in May 2018.

The ICO website (www.ico.org.uk) even 
included a ‘Happy Data Protection Day!’ 
message from Elizabeth Denham: “Today is 
the perfect day to recognise that the GDPR 
is a once in a generation change in practice. 
GDPR puts citizens and consumers at the 
heart of data protection law.”

With some timely advice she added: “Now 
is the time to get ready – check our website 
for tools and guidance.”

DID YOU KNOW?
Are you confused by what is meant by 
being classified as a ‘Baby Boomer’ or 
‘Generation Z’? 

Baby Boomers: born 1946 to 1964 (53 
– 71 in 2017); Generation X: born 1965 to 
1980 (37 – 52 in 2017); Generation Y/
Millennial: born 1981 to 1999 (18 to 36); 
Generation Z: born in 2000 (so 17 and 
under). 

DATA
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Is it time to ‘change how we 
think about data protection’?

It is without doubt, the biggest issue to 
be faced by the marketing and indeed 
direct marketing industry for some time 
– and will continue to be so right up to its 
implementation in May 2018.

Yes, the GDPR – or to give it its full 
recognition the EU General Data Protection 
Regulation – remains a high priority on the 
marketers ‘to do list’.

In a timely reminder, Information 
Commissioner Elizabeth Denham has 
warned firms that they will have to steer 
away from a ‘tick-box’ approach to ensure 
they create a culture of privacy that 
pervades the whole organisation.

Delivering a lecture for the Institute of 
Chartered Accountants in England & Wales, 

Denham cited research showing that 
three quarters of consumers do not trust 
businesses to do the right thing with their 
personal data, she commented “I find that 
shocking.”

“We’re all going to have to change how we 
think about data protection” said Denham, 
believing that the GDPR is at the root of the 
modernisation of the law.

Towards the end of January the 
Government confirmed that the UK plans a 
full implementation of the EU GDPR and is 
confident it can secure data transfer deals 
with both the EU and US in a post-Brexit 
environment. 

Minister of State for Digital & Culture 
Matt Hancock said: “We will be bringing 
legislation forward in the next Parliamentary 
session to put that into practice.” Hancock 
also described the GDPR as a “decent piece 
of legislation”. 

We can only add that time will tell on this 
one.

    

THE GOVERNMENT HAS CONFIRMED THAT FULL IMPLEMENTATION 

OF THE EU GENERAL DATA PROTECTION REGULATION IS PLANNED 

AND IS CONFIDENT IN GETTING DATA TRANSFER DEALS

DATA
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On the 30th November last year, Ofcom 
(the postal regulator) published its fifth 
annual monitoring update on the postal 
market, ‘Annual monitoring update on the 
postal market’ (Financial year 2015–16).

This benchmark industry report sets out 
key data and trends within the postal sector 
covering the five following areas:

• Residential and small business 
consumers

• The letters market

• The parcels market

• The financial performance of the 
Reported Business (the part of Royal 
Mail’s business responsible for the 
Universal Service)

• And the efficiency of the Reported 
Business.

The full report is available on the Ofcom 
website (www.ofcom.org.uk) 

As you might expect it’s quite a full read at 
some 62 pages. If you haven’t got the time 
for such indulgence, here are some of the 

Letter volumes decline as 
‘access mail’ and parcel 
volumes rise 
ACCESS MAILING VOLUMES INCREASE SLIGHTLY – REVERSING THE 

DECLINE OF THE PAST TWO YEARS – AND ACCESS MAIL NOW 

REPRESENTS ALMOST THREE-FIFTHS OF THE LETTER MARKET

more significant findings and insights from 
this valuable report:

CONSUMERS REMAIN SATISFIED WITH 
POSTAL SERVICES 
The large majority of residential consumers 
stated they were satisfied with postal 
services overall.

• 85% said they were either ‘very satisfied’ 
or ‘fairly satisfied’ with overall postal 
services from all providers.

• In addition, 73% also reported 
satisfaction with the ‘value for money of 
sending mail’ by stating they were indeed 
‘very satisfied’ or ‘fairly satisfied’.

(Source: Ofcom Residential Postal Tracker 
2016)

SMES SHOW HIGH LEVEL OF 
SATISFACTION FOR ROYAL MAIL AND 
OTHER POSTAL OPERATORS 
• 85% of SMEs stated ‘satisfied’ with 

services from other operators.

• However, this satisfaction level slightly 
reduces to 77% for Royal Mail.

(Source: Ofcom Business Postal Tracker) 

INDUSTRY RESEARCH
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SUMMARY OF TRENDS IN UK LETTER 
MARKET
Perhaps the most significant event during 
the reporting period (2015–16) was the 
withdrawal of Whistl from the end-to-end 
delivery market. 

• Access mail volumes increased slightly, 
by 0.6% or 42 million items. This reverses 
the trend of declining access volumes of 
the previous two years.

• The total letters volume has continued to 
decline, which means that access 
volumes have grown – as a result, the 
total access proportion has grown to 
some 58% of the overall letters market in 
2015–16.

• The letters market achieved volumes of 
12.3bn and revenues of £4.3bn in 
2015–16.

• Bulk mail and access price increases in 
2016–17 were generally less than those 
in 2015–16. 

(Source: Royal Mail Regulatory Financial 
Statements, Royal Mail Wholesale)  

PARCEL VOLUMES AND REVENUES 
CONTINUE TO GROW
In line with similar surveys and trends, the 
total measured volumes and revenues 
continued to grow in 2015–16.

• National volumes increased by 12% to 
2bn items and revenue increased by 8% 
to £8.2bn. 

• This rate of growth is faster than in 
previous years .  

• As was the case in 2014–15, growth in 
volumes outstripped growth in revenue 
–  which reflects the continued 
development of competition in the 
parcels sector.

(Source: Operator returns to Ofcom) 

Once again this annual monitoring on the UK 
postal market from Ofcom offers a valuable 
insight regarding the state of the sector. On 
the whole the findings are positive, but there 
is certainly no room for complacency.

DID YOU KNOW?
Back in 1913 ‘Parcel Post’ was introduced 
in the USA. As a result some adults took 
to sending their children in the mail, with 
postage affixed to their clothing!
The theory was that children under the 
50lb weight limit were a lot cheaper to 
mail than for them to pay rail fares… 
Fortunately such practice was officially 
forbidden on 13 June 1920, as it was 
ruled that children were not “bees and 
bugs” – the only postable livestock.
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Over recent months we have been tracking 
developments regarding plans to introduce 
the Fundraising Preference Service (FPS) – 
which is key for the charity and fundraising 
sector.

By way of a reminder, the initiative for FPS 
was created to:

• Enable members of the public to stop the 
flow of unsolicited approaches from 
fundraisers.

• It was that flow of direct marketing from 
charities, along with questionable 
practices of a number of fundraising 
agencies, that hit the headlines in 2015, 
and prompted a renewed drive to get the 
fundraising industry to improve its 
standards and protect the public.

• At the same time, charities would be 
required to increase their compliance by 
seeking affirmative consent for contact on 
a regular basis from donors and supporters.

On the 1 December last year the 
Fundraising Regulator announced its final 
plans for the FPS. No definitive date has yet 

been stipulated but it is set to be launched 
in spring/early summer this year.

Here are some of the key points of the 
planned FPS:

• The opt-out from specified charities will 
apply to all charities and all forms of 
communication with a named individual 
(email, text, telephone and addressed mail).

• The FPS will be IT-based but with a 
telephone service to support those who 
are vulnerable or without IT.

• The Regulator will notify specified 
charities of suppression (those people 
opting out) and monitor compliance, 
through a largely automated system.

• There will be signposting to the 
Telephone and Mail Preference Services.

• Accompanying guidance will explain how 
the public can best manage their 
contacts with charities.

The Institute of Fundraising welcomed this 
approach, and this is an initiative we will 
continue to track, right up to its launch date 
later this year.

Final plans announced for 
launch of the Fundraising 
Preference Service
NO EXACT DATE HAS BEEN ANNOUNCED BUT THE SHAPE OF THE 

FPS HAS BEEN OUTLINED FOR A MAINLY IT-BASED SERVICE 

COVERING ALL COMMUNICATIONS WITH A NAMED PERSON

SECTOR FOCUS: CHARITY
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In terms of direct marketing – and especially 
direct mail – personalisation is a vital tool for 
marketers. And when it comes to shopping, 
consumers are now expecting a lot more 
– including the right degree of relevant 
personalisation. 

Clearly for an online experience, marketers 
can utilise an omni-channel approach 
including direct mail (which as we know is 
great for making it personal), but according 
to a recent retail report for both in-store 
and online shopping, consumers expect 
and often demand both convenience and 
personalisation. 

The iVend Retail report – Omni Progress: 
Are stores getting better at delivering 
connected retail experiences? – found 
that more than twice as many consumers 
(27%) expected online personalisation to 

be mirrored in the physical environment in 
2016 than was so in 2015 (13%).

So there is a challenge for retailers to 
continue to improve the in-store shopping 
experiences for omni-channel shoppers as 
the report also found that:

• 16% of UK shoppers felt that the store 
was out-dated compared to online 
shopping experiences in 2016.

• As to be expected, 59% felt that 
ecommerce experiences were indeed 
more personal than in-store. 

• Encouragingly for marketers some 18% 
want retailers to leverage online data to 
provide a tailored in-store experience and 
71% stated they would happily share their 
purchasing history with a retailer.

Kamal Karmakar, CEO of iVend Retail 
commented: “The store is the channel that 
needs to multi-task the most” He added: 
”Connected customers don’t separate 
channels, so retailers must ensure fluidity 
and visibility between them to better 
integrate the role of the store in omni-
channel shopping experiences.”

When it comes to shopping 
– make it convenient and 
personal
MANY CUSTOMERS NOW SEE DIGITAL AND PHYSICAL SHOPPING AS 

A CONNECTED WHOLE – AND RETAILERS WILL NEED TO INCREASE 

RELEVANT PERSONALISATION IN-STORE

SECTOR FOCUS: MAIL ORDER
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It is generally accepted that our country is a 
nation of dog lovers, hence the expression 
‘man’s best friend’.

However the relationship between postie 
and dog has, in some instances, been less 
amorous.

So maybe there were a few wry grins from 
posties when they learnt that a Jack Russell 
dog named ‘Finlay’, ended up with its mouth 
glued shut after tucking into the morning 
mail.

The CWU (the postal workers union) reports 
that around 4,000 dog attacks a year 
occur on Royal Mail Postal Workers/CWU 
members.

According to widespread coverage in 
the mass media, a vet had to carry out an 
emergency procedure on the dog’s mouth 
after its saliva reacted with the paper to 
create a strong adhesive… Ooouch!      

Surgery director Scott Carpenter said: “This 
emergency was very unusual – nothing 
like this had ever happened at our practice 

before.” Carpenter added: “Within seconds, 
the paper had stuck rock-hard like glue. 
When his owners called us and said he 
couldn’t open his mouth, we expected it to 
be an injury from a stick – not something 
like this.”

The CWU successfully campaigned for 
changes to the UK’s dog control laws 
through its ‘Bite Back’ campaign, which was 
set up in 2008 following near-fatal attacks 
on two postal workers in Sheffield and 
Cambridge.

The surgery who operated on Finlay 
recommends owners whose pets are 
prone to stealing and chewing post to 
buy a letterbox cage. This advice is also 
recommended by the CWU, as this protects 
postal workers from physical injury when 
delivering post through the letterbox.

‘Bite Back campaign’ gets its 
revenge

MAILINGS ARE WELL KNOWN TO HAVE AN EFFECT – BUT THIS JACK 

RUSSELL FELT THE FULL POWER OF THIS PARTICULAR BROCHURE 

WHEN HE TRIED TO TAKE A CHUNK OUT OF IT!

NEWS
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Government reveals 
commitment to reduce 
paper consumption by 50%

Given our business is paper based, it is a 
regular target for the media to attack in 
the way it deals with environmental issues 
– sometimes these are well founded and 
sometimes not so!   

As regular readers of Post Impressions will 
be aware, ONEPOST takes its environmental 
issues very seriously. We recognise our duty 
to comply with relevant environmental 
legislation as well as our need to champion 
‘best practice’ wherever possible.

The recent publication by Defra of 
‘Greening Government Commitments 
2016–2020’ reveals a commitment to 
reducing paper consumption by 50% which, 
needless to say, has caused great concern 
across various business sectors. 

In particular the report does not consider 
what communications medium will replace 
this proposed reduced paper use, or 
that alternatives (most likely digital) will 
themselves make significant impacts on the 
environment. 

In an open letter (dated 20 December 2016) 
to the Rt. Hon Mrs Andrea Leadsom MP, 

Secretary of State for Environment, Food 
and Rural Affairs and Defra, an organisation 
called Two Sides (www.twosides.info) 
challenged the government to explain how 
its planned paper reduction program will 
assist carbon reduction targets.

Here is an extract from the open letter: 
“So, when considering carbon reduction, 
it is important to consider that paper is a 
renewable and recyclable product that, if 
responsibly produced and consumed, is 
an environmentally sustainable medium. 
In Europe, where 93% of our paper comes 
from, recycling rates are 72% and the 
forests have grown by an area the size of 
Switzerland in the past 10 years.”

The letter also stated that “The paper and 
print industry account for 122,000 jobs and 
£13.5 billion in value to the UK economy. 
Making unsubstantiated environmental 
statements threatens jobs and the 
economy.”

This is definitely ‘one to watch’…

ORGANISATION WRITES AN OPEN LETTER TO ENVIRONMENT 

MINISTER ARGUING THAT PAPER IS RENEWABLE AND RECYCLABLE 

– AND THAT THE PAPER AND PRINT INDUSTRIES EMPLOY 122,000

ENVIRONMENTAL
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New Deputy Chairman 
appointed at Professional 
Publishers Association
HEAD OF TIME INC. UK WILL SERVE A YEAR AS DEPUTY CHAIR – ‘AN 

IMPORTANT AND PRESTIGIOUS ROLE’ – BEFORE STEPPING UP TO BE 

PPA CHAIRMAN AT THE BEGINNING OF NEXT YEAR 

At the end of January the Professional 
Publishers Association (PPA) announced 
that Marcus Rich, CEO of Time Inc. UK was 
officially confirmed as its Deputy Chairman. 
This significant appointment for the PPA, 
who describe themselves as ‘the voice of 
the professional publishers’, was placed on 
their website www.ppa.co.uk 

Marcus has been a member of the PPA 
Board and Executive Committee since 
2014.

He will serve as Deputy for one year and 
will then take over as PPA Chairman on 1 
January 2018.

Commenting on the appointment, Barry 
McIlheney, CEO of the PPA, said: “I am 
thrilled that Marcus has taken on this 
important and prestigious role. Huge 
change continues to shape publishers’ 
businesses right across the breadth of 
the PPA membership, and his experience, 
support, and leadership will be invaluable in 
ensuring that the PPA continues to evolve 
to meet the demands of its members.”

THE ROLE OF THE PPA
The PPA promotes and protects the 
interests of consumer and business media 
publishers across all platforms. 

It has nearly 250 publishing companies in 
its membership, which collectively produce 
more than 2,500 consumer and business 
magazines and journals

Back on 21 November 2013 the PPA 
celebrated a major milestone as it was 
precisely 100 years to the day since the 
association first came into existence.

There was also a change of name from 
the Periodical Publishers Association to 
the Professional Publishers Association in 
December 2010. The change was made to 
recognise the fact that its members were 
continuing to expand their operations onto 
an increasing variety of platforms.

Marcus Rich

PEOPLE
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International postal revenue 
increases by 1.5% in first half 
of 2016
THE LAST DECADE HAS SEEN PARCEL VOLUMES DOUBLE ACROSS 

THE GLOBE – IN LINE WITH THE CONTINUOUSLY INCREASING 

ONLINE SALES – BUT THERE IS STILL ROOM FOR MORE

The postal industry is of course a truly 
worldwide business sector, contributing 
massively to employment and the wider 
economy. Today, perhaps more so than 
ever before, we need to be aware and 
well informed about developments 
internationally – and the latest IPC Global 
Postal Industry Report certainly makes 
interesting reading.

The headline finding was that for the 
first half of 2016, postal industry revenue 
increased by 1.5%.

But behind this overall increase there were 
some key trends identified such as:

• In first half of 2016 (H1/2016) mail 
revenue for mail returned to growth – 
albeit at a marginal rate of 0.5%; but this 
compares with a decrease of 1% for the 
same period in 2015.

• However – and perhaps a little 
surprisingly – for the same period, parcel 
revenues slowed to 2.8% growth – a 
decrease of 4.3% compared with 7.1% 
growth for the same period in 2015.

Putting this last point into 
context, Holger Winklbauer, 
CEO of IPC, said: “The postal 
industry’s parcel volume 
more than doubled over 
the last decade, growing at 
a rate far above economic 
growth. Parcel volume 
growth in 2015 accelerated 
to 7.1% on average – more 
than double that of world 
GDP (3.1%). However, in 
line with continuously 
increasing online sales, a 
larger opportunity remains 
for postal operators.”

This influential industry 
report is published 
annually and provides a 
comprehensive review of 
industry trends by covering 
45 postal operators 
worldwide along with major 
integrators.

INTERNATIONAL



We hope that you find Post Impressions 
interesting, relevant and enjoyable – 
but if you would prefer not to receive 
future issues then please do let us know: 
marketing@onepost.co.uk


