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WELCOME
Welcome to the latest edition of Post Impressions, and a happy Easter 
to all our readers.

Firstly I would like to mention how pleased we are to be involved with 
the important initiative to help cut down on physical scam mail – and to 
commit to an educational role within the industry (page 5).

We’re also delighted that Royal Mail is introducing some pricing 
incentives to encourage organisations into trying direct mail or, for 
existing users, to test new approaches or expand their campaigns. See if 
you can save some money (pages 8–9). 

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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Towards the end of February, Royal Mail 
published its ‘Quarterly Quality of Service 
and Complaints Report’ for their Quarter 
3 trading period (26 September 2016 to 4 
December 2016). 

The performance of Royal Mail is important 
to the broader postal market here in the UK. 
As we have often said, a strong incumbent 
operator (Royal Mail) is vital in a deregulated 
market. 

Here are the headline results:

• First Class was reported as 91.9% against a 
target of 93%, however, in the bigger 
picture, the operator is still exactly on 
target for the first three quarters 
combined. 

• Second Class reported as 98.7% against a 
target of 98.5%. Over the three quarters it 
has exceeded this target, by delivering an 
excellent 98.9% of this mail within three 
working days. 

• And Special Delivery returned a 
performance level of 98.2% against a 
target level of 99%.

For the same period, Downstream Access 
products were recorded at 95.7% – there 
are no performance level criteria for these 
products, but the standard is for mail to 
be delivered on the first working day after 
receipt by Royal Mail. And the cumulative 
performance year to date is 96.1%. 

Commenting on the performance levels 
Sue Whalley, Chief Operations Officer, Royal 
Mail said: “We take our Quality of Service 
requirements very seriously and are focused 
on continuously improving on the service 
we offer.”

Royal Mail’s Quality of Service is measured 
by TNS Global.

Royal Mail remains on target 
with its Quality of Service

ALTHOUGH THERE ARE NO SET BENCHMARKS – DOWNSTREAM 

ACCESS CONTINUES AT GOOD PERFORMANCE LEVELS WITH 96% 

DELIVERED ON THE FIRST WORKING DAY AFTER RECEIPT

NEWS
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ONEPOST signs up to new 
Code of Practice to eradicate 
scam mail

In recent months there has been much 
media coverage on the subject of so-called 
‘scam mail’. Scam mail can be defined as: 
mail which is sent in an attempt to part 
a person or corporate body fraudulently 
from money or assets. These are usually in 
breach of the Fraud Act.

Scam and scam mail comes in many forms:
• By phone, email and the post, whereby a 

small number of individuals seek to 
exploit vulnerable people through 
various scams.

• In terms of the mail – it will look genuine 
and authoritative and can include fake 
lottery schemes, investment scams 
(which are very popular) and bogus health 
products – and a whole lot more as well.

Scam mailers are highly organised and are 
constantly looking at ways of getting to 
their ‘target market’.

ONEPOST understands the serious 
impact of scam mail and recognises our 
responsibility to do whatever we can 
to safeguard our customers from such 
criminal activity.  That is why – along with 
other Downstream Access providers – we 
have signed up to a Code of Practice to 
try and eradicate scam mail. The Code – 
initiated by the National Trading Standards 
Office – demonstrates our serious 
commitment to try and avoid handling any 
scam mail. 

Commenting on this our Managing Director, 
Graham Cooper says “We will also take the 
opportunity to advise mailing houses, print 
brokers and the like, of the possibility that 
scam mailers might be targeting them as a 
possible entry point for scam mail.”

If you think you have received scam mail 
please contact your ONEPOST account 
manager or visit the Royal Mail website for 
further guidance: www.royalmail.com/
dealing-with-scam-mail 

PEOPLE TEND TO THINK THAT SCAMS ARE CONFINED TO EMAILS 

AND ONLINE – BUT THERE IS A REAL THREAT THAT FAKE SCHEMES 

AND INVESTMENT ‘CONS’ CAN ARRIVE THROUGH THE LETTERBOX

DID YOU KNOW?
The National Trading Standards Scams 
Team helps tackle mass-marketing scams 
and disrupts the operations of perpetrators 
behind mail scams. Each year such scams 
cause approximately £3.5bn worth of 
detriment to UK consumers.  

According to its website a joint initiative 
with Royal Mail has already prevented some 
22 million items of fraudulent mail from 
reaching UK households saving consumers 
an estimated £99 million.

NEWS
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On the 2 March the Information 
Commissioner’s Office (ICO) published 
its latest consent guidance for the new 
General Data Protection Regulation (GDPR) 
due to come into force May 2018.

What’s new? In brief:

• The GDPR sets a high standard for 
consent, but the biggest change is what 
this means in practice for your consent 
mechanisms. 

• The GDPR is clearer that an indication of 
consent must be unambiguous and 
involve a clear affirmative action. 

• Consent should be separate from other 
terms and conditions. It should not 
generally be a precondition of signing up 
to a service. 

• The GDPR specifically bans pre-ticked 
opt-in boxes. 

• It requires granular consent for distinct 
processing operations. 

• You must keep clear records to 
demonstrate consent.

Draft GDPR guidance for 
consent published by ICO

A HIGH STANDARD FOR CONSENT IS BEING ASKED FOR – 

OFFERING CLEAR AND ACTIVE OPT-INS AND GIVING PEOPLE 

GENUINE CHOICE AND CONTROL OVER HOW THEIR DATA IS USED

• The GDPR gives a specific right to 
withdraw consent. You need to tell 
people about their right to withdraw, and 
offer them easy ways to withdraw 
consent at any time. 

• Public authorities, employers and other 
organisations in a position of power are 
likely to find it more difficult to get valid 
consent. 

• You need to review existing consents and 
your consent mechanisms to check they 
meet the GDPR standard. If they do, there 
is no need to obtain fresh consent.

(Source: https://ico.org.uk/about-the-ico/
consultations/gdpr-consent-guidance)

ONEPOST will keep you updated on  
all further developments on this  
important piece of legislation. 

REGULATORY
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‘Marketing communications 
must be obviously identifiable 
as such’

Most marketers are only too familiar 
with CAP Code rule 2.1, which states that 
marketing communications must be 
obviously identifiable as such. But when 
it comes to direct marketing, what about 
the envelope in which the marketing 
communication is contained? We’ve boiled 
it down to three need-to-know rules of 
thumb.

1. An envelope is considered to be part 
of the marketing communication

 In the context of a direct mailing, the 
envelope forms part of the marketing 
communication. It therefore follows that 
consumers need to be able to tell that the 
envelope contains a marketing 
communication before they open it 

2. Company branding or logos alone are 
(probably) not enough

 The logo and company branding are 
important elements to have on the 
envelope, but on their own are probably 
not enough to inform the recipient of the 
nature of the communication

3. Text making clear the commercial 
intent of the mailing should be 
sufficiently prominent

 The simplest way to comply would be to 
include text, in a clearly visible location, 
stating “This is a marketing 
communication from [company name]” 
(the company name might not be needed 
if the envelope includes a clear logo).

CAP has issued the following guidance to 
help marketers:

 ‘When mail drops through the letterbox, 
what’s printed on the envelope can matter 
just as much as what’s inside. Advertisers 
understand that eye-catching claims and 
graphics can give consumers that added 
incentive to tear a letter open and read its 
contents.   

‘But it’s important for consumers to 
recognise what they’re reading is a piece 
of advertising, and letters that shock or 
mislead them because of what’s printed 
on the envelope run the risk of breaking a 
number of advertising rules.’

THE ADVERTISING STANDARDS AUTHORITY HAS RULED THAT 

DIRECT MAIL ENVELOPES MUST CLEARLY SHOW THAT THEY ARE 

PART OF THE ADVERTISING MESSAGE

(Source: www.asa.org.uk/news/how-to-push-
the-envelope-without-breaking-the-rules) 

REGULATORY
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Everyone loves a discount! 

And ONEPOST loves saving you money on 
the things you put in the post.

And now Royal Mail is doing their bit with 
some recent promotions to convince more 
brand owners of the benefits of direct mail, 
with the launch of various schemes offering 
significant discounts.

Direct mail remains a vital way to 
communicate with customers and 
potential customers. According to Royal 
Mail MarketReach research, the ROI for the 
total communications budget increases by 
12% when mail is included in the marketing 
mix. The research also shows that 87% of 
customers are influenced to make an online 
purchase as a result of receiving mail.

There are four new promotions launched 
by Royal Mail – and if you require more 
information on any of them, please do 
contact us here at ONEPOST.

Can you benefit from new 
schemes to save you money 
on postage?
ROYAL MAIL IS INTRODUCING NEW PRICING PLANS TO 

ENCOURAGE ORGANISATIONS TO TRY USING DIRECT MAIL, TEST 

NEW APPROACHES OR EVEN JUST MAIL MORE

FIRST TIME USER SCHEME
As the name suggests, this is an ideal 
incentive for Advertisers who have never 
used advertising mail before, or customers 
who have not sent advertising mail in the 
last 24 months.

What are the benefits?
• Postage credits between 4p and 15p for 

postings made by 30 June 2017

• Postage credits between 2.5p and 9p per 
item for postings made after 30 June 2017

 The postage credit varies dependent on 
format, service and weight of items mailed.

TESTING AND INNOVATION SCHEME
As we all know, direct mail is a great 
medium for testing different concepts and 
ideas.

This scheme is designed to help customers 
test new mail applications such as 
welcome packs; maybe the impact of paper 
statements to a new audience; or how 
about a loyalty mailing to your most valued 
customers?

NEWS
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What are the benefits?
• A discount rate of 6.5p to 23p for Business 

Mail testing over a six month test period 
and 2.2p to 7.7p discount for six months 
for tests which progress to roll-out

• A discount of 2.5p to 10p for Advertising 
Mail testing over a 6 month test period.

Applications are open now and will be 
accepted right through to 31 May 2018, so 
plenty of time on this one!

SCHEME FOR GROWTH
This is targeted for customers already 
sending advertising mail.

Any customer sending new, incremental 
Advertising Mail of at least 250k items over 
a defined 12 month period. It includes post 
sent through Royal Mail, Access Operators 
or another postal delivery provider.

What are the benefits?
• A discount rate of 2.5p (for machine 

readable letters) up to 10.5p (for heavy 
Large Letters) off the Royal Mail price for 
all incremental mail posted above the 
agreed baseline 

• The baseline volume will be determined 
by Royal Mail, based on customers’ 
historic advertising mail volumes.

Applications will be accepted up to and 
including 30 April 2018.

ADVERTISING MAIL CATALOGUES 
SCHEME
Perfect for customers looking to increase 
the number of pages in their catalogues 
or maybe trial an additional insert… and 
you can increase the weight – without 
increasing the price.

What are the benefits?
• Access to straight line pricing which 

reduces the price increase at the initial 
weight steps for letter and large letter 
formats – between 101-150g 

• You can use heavier paper to improve the 
feel quality of the catalogue

These are just the headline details of all four 
schemes, all designed to promote greater 
mailing activity, and the bit we know you’re 
interested in – saving money!  Contact us 
today – ONEPOST are here to help guide you 
through the best options for your mailings.

DID YOU KNOW?
• The UK’s first chocolate egg was 

produced in 1873 by Fry’s of Bristol. 

•  The world’s largest handmade Easter 
egg was recorded in 2015 in Argentina 
– 8,000kg of chocolate was reportedly 
used to make the egg, which stood 
8.5m high.

•  Every child in the UK receives an 
average of 8.8 Easter eggs every year 
– double their recommended calorie 
intake for a whole week.

•  Unsurprisingly, given the above fact, 
almost one in five children (19 %) say 
they’ve made themselves ill by eating 
too much chocolate over the Easter 
holidays!
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ONEPOST are proud and long term 
supporters of the ‘Keep Me Posted’ 
campaign. 

As a reminder, the campaign calls on 
organisations  – including banks, councils, 
utility companies and telecoms providers – 
to give their customers a choice in how they 
are communicated with.

Earlier this year HSBC and online-only bank 
First Direct were both awarded a ‘Mark of 
Distinction’ by Keep Me Posted, recognising 
their commitment to providing customers 
with paper bills – if they request them. This 
means that a further 12 million UK personal 
banking customers will see their right to 
receive paper bills and statements, without 
charge or penalty, protected.

This adds increased momentum to a 
campaign that over the past few months has 
seen five major high street banks receive 
these ‘Marks of Distinction’.  HSBC and First 
Direct joins RBS, NatWest, Ulster Bank and 
Barclays – which means many millions of 
customers, can still receive paper bills and 
statements without financial penalty.

It also reflects consumer preferences, 
as behavioural finance research for the 
campaign (YouGov, January 2015) found 
that consumers who receive financial 
correspondence by post are much more 
likely to correctly assess the health of their 
accounts: 75% versus 48% for those who 
received electronically. 

Recognising the importance of these 
latest awards, Judith Donovan, Chair of the 
Keep Me Posted campaign said she was 
“delighted to award HSBC and First Direct 
with ‘Marks of Distinction,’” and commented 
“It is particularly welcome that First Direct, 
a business which exists primarily online and 
has no branch presence, has recognised 
that there is a need to engage customers 
through paper statements.”

Keeping the Customer 
Satisfied

INDUSTRY RESEARCH

TWO MORE LEADING BANKS – INCLUDING A MAJOR ONLINE ONLY 

OPERATION – WIN ‘MARKS OF DISTINCTION’ FOR OFFERING 

CUSTOMERS A CHOICE OF COMMUNICATION OPTIONS
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The growing use of robotic technology 
is well-documented as brands embrace 
concepts such as artificial intelligence, 
virtual assistants and machine learning. 
However, according to recent research 
conducted by Yonder Digital Group, when it 
comes to fostering brand loyalty, consumers 
still prefer that human interaction – or they 
just might go elsewhere to find it.

Here are some of the key findings:

• 87% report they stay more loyal, and 
increase business - with companies that 
offer a real person to talk to at the right 
stage of their customer journey. 

• 84% of respondents confirm that having a 
choice of channels to get in touch, is key 
to ensuring their repeat custom.

• Interesting to note that a whopping 60% 
of consumers have not completed an 
intended purchase - based on a poor 
customer service experience.

Yonder co-founder and chairman Chris 
Robinson commented: “Consumers today 
have come to expect a choice of channels to 
get in touch with companies. They may like 

to receive promotions over email, browse 
on an app, but make enquiries over the 
telephone. However they choose to get 
in touch with a company they also expect 
that the answer to their question, or the 
resolution to their complaint, is dealt with 
quickly and effectively and technology alone 
cannot always do that.

“Savvy businesses are combining the 
undoubtable power of artificial intelligence 
technology with well-informed live agents 
and are thus able to make the crucial 
difference and retain and grow custom as a 
result. Ensuring that live agents are able to 
access information on customer behaviour 
across channels helps ensure that this 
human interaction is speedy, informed and 
effective for both the customer and the 
business.”

Here at ONEPOST we pride ourselves on 
our customer service.  We know it’s hugely 
important to you that you speak to a person 
when you call us, and that as a customer, 
you have your own dedicated account 
manager who is ready to assist you with any 
queries. 

Human interaction and 
choice remain pivotal to 
increase brand loyalty
THE RISE OF ARTIFICIAL INTELLIGENCE, VIRTUAL ASSISTANTS, AND 

‘BOTS’ OF ALL SORTS DOESN’T TAKE AWAY THE CUSTOMERS’ DESIRE 

TO BE ABLE TO SPEAK TO A REAL PERSON WHEN NECESSARY

INDUSTRY RESEARCH
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There have been further developments on 
the launch of the controversial Fundraising 
Preference Service (FPS), with the 
Fundraising Regulator launching a ‘Have 
Your Say’ consultation.

The consultation 
– expected to run 
until the end of May 
– is seeking feedback 
from Charities, sector 
professionals, and 
members of the 
public on different 
elements of the FPS 
development.   

If you are interested in 
giving your feedback, you can register here: 
haveyoursay.fundraisingregulator.org.uk

You will then receive a brief weekly email 
asking for your views on subjects ranging 
from the scheme’s appearance – to its 
overall function.

On the Fundraising Regulator website, 
Gerald Oppenheim, Head of Policy and 
Communications, said: “We are committed 
to making the FPS’s development an 
inclusive process, which is why ‘Have Your 
Say’ is so important. The service’s priority is 

protecting the public, 
but we also need the 
views of the charity 
sector.

“The service is an 
important step in 
rebuilding the public’s 
trust in the sector, 
although on its own it 
is not a ‘silver bullet’. 
It demands the 

cooperation and commitment of charities, 
there is clear progress being made, 
however there is still a long way to go.”

Everyone can ‘have their say’ 
with new consultation for FPS

THE MUCH DEBATED FUNDRAISING PREFERENCE SCHEME IS OUT 

FOR PUBLIC CONSULTATION VIA THE FUNDRAISING REGULATOR’S 

WEBSITE – INVITING FEEDBACK ON THE WHOLE ISSUE

SECTOR FOCUS: CHARITY
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It’s true that we increasingly live in an 
‘instant gratification’ world. 

And this state of mind seems to be true 
when it comes to consumers receiving their 
retail orders in the post.

The most recent IMRG and MetaPack study 
reveals that next day delivery services are 
accounting for an increasing share of online 
orders. 

According to the study:

• In 2016 ‘next-day’ was selected as the 
delivery option for 31% of online retail 
orders – up from 26.8% in 2015

• Also in 2016, the share of orders using 
economy services fell from 45.5% in 2015 
to 28.9% in 2016.

In a timely reminder to all retailers Andrew 
Starkey, head of e-logistics, IMRG said “It’s 
not hard to see why delivery times are 
speeding up, as many retailers feature 
their next-day offer prominently at the top 
of their homepage in order to attract and 
keep customers. With delivery service so 

important retailers must look at all aspects 
to keep ahead of their competition and 
customer’s expectations”.  

For over 20 years, IMRG (Interactive Media 
in Retail Group) has become established 
as the voice of e-retail in the UK. The IMRG 
MetaPack Delivery Index has been designed 
to enable the e-retail industry to track a wide 
range of key metrics to enable organisations 
to benchmark performance, track trends 
and inform strategic decisions.

Next day delivery feeds the 
needs of consumers

IT SEEMS WE ARE BRINGING THE ‘I WANT IT AND I WANT IT NOW’ 

ATTITUDE INTO OUR ONLINE SHOPPING HABITS AS FIGURES SHOW 

WE ARE DEMANDING FASTER DELIVERY 

SECTOR FOCUS: MAIL ORDER
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Time to shine a light on your 
print prowess

SO MANY SUCCESSFUL CAMPAIGNS COMBINE DIGITAL WITH THE 

POWER OF THE PRINTED WORD – NOW IS YOUR CHANCE TO ENTER 

THE PRESTIGIOUS PRINTWEEK AWARDS

There is no doubt that the world today 
is defined by information. Whether it’s 
news, opinions, interviews or advertising, 
written, spoken or filmed – it’s information 
(and marketing content) that provides the 
direction and structure to our lives.

In truth, media dominates our lives today.

Magazines, mail (including direct mail) 
newspapers, catalogues and door drops 
plus of course social media channels are all 
now vital components of any advertising 
campaign.

In recognition of the ‘power of the printed 
word’ the PrintWeek Awards have become 
established as the most prestigious event 
in the printing industry’s calendar. A fact 
reflected in that the ceremony itself is 
typically attended by over 1,000 guests – a 
mixture of print buying and print production 
professionals.    

Entries are now being taken for these 
sought-after awards, with an entry 
deadline of Friday 20 June. The gala 
dinner and awards presentation will take 
place on Monday 16 October, at the 
Grosvenor House Hotel, London. 

For more information about the event, 
and how to enter just visit: 
www.printweekawards.com

AWARDS
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Innovative solutions shaping 
the future of postal 
deliveries
POSTAL OPERATORS WORLDWIDE CONTINUE IN THEIR EFFORTS TO 

MAKE DELIVERIES MORE EFFICIENT, COST-EFFECTIVE AND 

ENVIROMENTALLY-FRIENDLY

It’s always interesting to check out what’s 
happening internationally in the postal 
sector.

And, don’t forget that ONEPOST specialise 
in achieving cost savings on your 
International mailings, so please do call 
us to speak to one of our International 
Specialists on 0800 138 3551.

A couple of initiatives have recently caught 
our eye, both of which demonstrate the 
fast-moving and innovative postal sector in 
which we operate.

New Zealand Post: This forward-thinking 
postal operator has recently added its first 
fully electric vehicles to its Pace network. 
Pace couriers offer a same-day urgent 
delivery service across New Zealand and 
two Nissan e-NV200 vans have been 
deployed to help couriers deliver efficiently 
and sustainably.    

Vishal Kumar Sami, Pace contractor, said: 
“For the last couple of weeks, I have been 
testing and learning how to get the most 
efficiency from the vans. You need to be 

more mindful of how you drive, especially 
when and where to charge as there aren’t 
many charging stations available yet.”

Swiss Post: Have linked up with drone 
manufacturer ‘Matternet’ and are working 
together with an aim to transport lab 
samples between two hospitals in Lugano, 
southern Switzerland.  

Swiss Post believes that the drones could 
be in regular operation from next year, but 
they must prove that the drones meet strict 
safety and reliability requirements before 
becoming fully operational. 

INNOVATION



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


