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WELCOME
Welcome to the latest edition of Post Impressions, 

The General Data Protection Regulation (GDPR) is, without doubt, the 
most important regulation affecting our industry in a very long time. As 
you can imagine many people are examining it and its implications.

As a useful starting point the DMA have produced a six point checklist to 
assess your organisation and identify the areas you need to concentrate 
on (see pages 6–7).

ONEPOST have also got together with fast.MAP  to bring you a free copy 
of the valuable guide ‘11 Steps to Your Consent and Permissions’ (see 
pages 8–9 for more detail).

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 0844 249 2912
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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independent copywriter and 
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recently chaired the DMA Financial 
Services Council (for over 8 years). 
Eric is a fellow of the Institute of 
Direct & Digital Marketing (IDM).
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ONEPOST are long-term active members of 
the DMA, and were interested to learn back 
in April that ‘DMA House’ completed some 
major refurbishments and has taken on a 
new lease of life at its Oxford Circus, London 
address.

This follows the DMA’s merger with the 
Institute of Direct and Digital Marketing 
(IDM) back in May 2015 and since 
September last year they too are now 
housed within DMA House. According 
to their website (www.dma.org.uk)  “we 
have remodelled DMA House to create 
a connected workspace, mixing shared 
working areas, private meeting rooms, 
training suites and a boardroom level with 
city views.”

DMA membership benefits:

• A network of more than 1,000 UK 
companies

• A DMA membership is a badge of 
accreditation within the industry

• Access to research, free legal advice, 
political lobbying and industry guidance

• Regular events that inspire creativity, 
innovation, responsible marketing and 
lots more.

In addition, the DMA is a trade body that 
adheres to and promotes best practice 
guidelines, legal updates and a code that 
puts the customer at the heart. Right now of 
course it is championing the cause for the 
industry with information and advice about 
the introduction of the GDPR.

Direct Marketing Association 
unveils new look ‘DMA 
House’
THE UK’S LEADING TRADE ORGANISATION FOR THE DIRECT AND 

DIGITAL MARKETING INDUSTRY HAS REMODELLED ITS CENTRAL 

LONDON HQ INTO A MODERN ‘CONNECTED WORKSPACE’

NEWS
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Royal Mail exceeds Quality of 
Service targets for 2016–17

Early in May, Royal Mail published 
its ‘Quarterly Quality of Service and 
Complaints Report’ for Q4 2016–17, 
announcing it had exceeded the regulatory 
‘Quality of Service’ targets for both First 
Class and Second Class mail.

For the full year (2016–17)

• 93.1% of First Class mail was delivered the 
next working day, thereby exceeding the 
93.0%. target. This is an improvement  on 
2015–16 when this target was missed 
with only 92 .5% being delivered on time. 

• 98.9% of Second Class mail was delivered 
within three working days, and thereby 
also exceeding the 98.5% target.

For Quarter 4 (3 January to 26 March 2017) 

• 93.1% of First Class mail was delivered 
next working day.

• 98.8% of Second Class mail was also 
delivered on time.

For the same period, Downstream Access 
products were recorded at 96.0%, with a 
cumulative performance for the year at 
96.1%. 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.    

Overall these results are very welcome 
in an industry that continues to rely on 
Royal Mail to deliver mail for them – be that 
advertising or transactional mail.   

Sue Whalley, Royal Mail’s Chief operations 
Officer, commented: “I would like to 
thank all our people for their great efforts 
throughout the year. We are committed 
to maintaining and improving these high 
standards of service for all our customers.”

MAIN MAIL OPERATOR FINISHES ITS YEAR ON A HIGH – AND 

MAINTAINS STANDARD FOR THE IMPORTANT DOWNSTREAM 

ACCESS PRODUCTS

NEWS
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Here at ONEPOST we have noticed 
there’s been a real increase in information 
circulating about the General Data 
Protection Regulation (GDPR) and much 
speculation about what it will or won’t mean 
to UK business when it’s introduced in less 
than a year’s time. 

So, ONEPOST would like to help our readers 
by bringing key updates and guidance from 
authorities on GDPR, such as the DMA, to 
help you start preparing your business to 
ensure you’re ready for the new regulation 
on the 25 May 2018.

Read all about it: less than a 
year to go until GDPR

A QUARTER OF ORGANISATIONS HAVE YET TO CREATE A FORMAL 

GDPR PLAN BUT NON-COMPLIANCE PENALTIES SHOULD FOCUS 

THE MIND – UP TO €4 MILLION OR 4% OF GLOBAL TURNOVER

According to a recent survey by the DMA:

• 54% of businesses believe they are on 
course to achieve compliance in time – 
but that figure has fallen from 68% back in 
February 2017

• 24% are yet to draw up a formal GDPR 
strategy 

DMA chief executive Chris Combermale said 
he feared recent announcements from the 
Information Commissioner’s Office (ICO )
have caused concern that interpretation 
of the laws is overly strict. “What industry 
needs is balanced and fair guidance from 
the ICO and Article 28 Working Party. With 
just 12 months to prepare we need this 
guidance urgently if we’re expected to be 
ready in time,” said Combermale. 

THE BUSINESS BENEFITS OF GDPR 
Yes the workload is significant, but it’s 
worth pointing out that the GDPR is also 
an opportunity for organisations (large and 
small) not only to review what data they 
hold and why – in terms of privacy and 
data protection – but also to look at how 

REGULATORY
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they can use data to innovate in terms of 
products and services. 

In many ways the introduction of GDPR 
will be adhering to best practice guidelines 
(as championed by the DMA). The ICO has 
previously mentioned that complying with 
the GDPR ahead of next year will improve 
customer trust – and many marketers 
already appreciate and understand that 
there is commercial advantage from striving 
to comply in time. To focus the mind, the 
consequences for non-compliance will be 
steep, with fines of up to 20 million euros 
or 4% of global turnover, whichever is the 
greater.

Fortunately help is at hand as the DMA has 
produced a ‘GDPR Checklist’ – available free 
of charge to members (for details of DMA 
membership please contact Katie.North@
dma.org.uk) The checklist rightly warns that 
although it is “as up-to-date as possible, 
guidance may change right up to May 
2018”. As a DMA member benefit, you can 
have access to all the latest developments 
on GDPR.

The checklist, which has been designed to 
assess your business and find out which 
areas you need to focus on, focuses on six 
key areas:

• The first two are Legitimate Interests 
and Consent: There are cross over issues 
for these two areas, but suffice to say that 
“whether you rely on consent or 
legitimate interests for your marketing, 
you need to do similar things to make 
sure you are GDPR compliant”

• Information Provisions: Guidance on 
when collecting data and what you intend 
to subsequently use it for

• Third Party Data: When buying third 
party data, make sure you carry out due 
diligence

• Profiling: Including how you must  
advise people ‘how and why’ you use 
personal data and how they can opt-out

• Last but not least the area of Legacy 
Data is covered and advice on how to 
make sure that is also GDPR compliant

So with a year to go, it’s time to research, 
plan and prepare, and Post Impressions 
will continue to bring you the latest GDPR 
updates and learnings as they happen.
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It is true that we are still learning the 
details of the new General Data Protection 
Regulation (GDPR), and it’s looking likely 
that we are all going to have to change our 
current data practices in order to comply 
with the new regulations. Over the next few 
months Post Impressions will be looking at 
the specific challenges some sectors face 
to become compliant, and this month we 
focus on Charities.

ONEPOST have teamed up with fast.MAP 
(research specialists in optimising consent) 
to offer a new guide produced by them 
– with contributions from charity and 
fundraising organisations such as Institute 
of Fundraising, RNLI, Woodland Trust 
and Macmillan Cancer Support – to help 
charities understand more about the key 
areas of consent and permissions.

fast.MAP and ONEPOST  
team up to offer free GDPR 
Guide for charities
CONSENT AND PERMISSIONS FORM THE CORE OF THE GENERAL 

DATA PROTECTION REGULATION AND INTERPRETING THESE 

CORRECTLY WILL BE A KEY ELEMENT IN NOT TRANSGRESSING

FREE COPY FOR READERS OF  
POST IMPRESSIONS
The ‘11 Steps to Your Consent and 
Permissions’ is available for purchase at £50.

However, fast.MAP is offering the guide 
free to Post Impressions readers. You can 
simply download your free copy at www.
fastmap.com/11steps – inputting the code:  
11STEPS106  

CONSENT – THE BIG ONE 
The debate about opt-in and opt-out has 
dominated discussion of the GDPR – not 
least because many charities fear they 
will lose access to thousands of potential 
supporters.

The GDPR states: “Consent should be 
given by a clear affirmative act establishing 
a freely given, specific, informed and 
unambiguous indication of the data 
subject’s agreement … Silence, pre-ticked 
boxes or inactivity should not therefore 
constitute consent.”

Furthermore the ICO’s draft guidance on 
consent under the GDPR, published for 

REGULATORY
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consultation in March, says “all consent 
must be opt-in consent – there is no such 
thing as ‘opt-out consent’.”

So, taking this a stage further it is likely that 
previous support is not deemed as consent 
– thus ‘a donation I give you today is not 
consent for something tomorrow’.

Commenting on the key issue of consent, 
fast.MAP Managing Director David Cole 
said: “Consent is now the new front line 
for marketing and the implications for 
every charity are far more profound than a 
change to a tick-box or a data structure.”

He added that the guide’s function is 
to “inspire, rather than be prescriptive, 
because each charity, when embracing 
consent, will plot their own path.”

The Guide’s proposed 11 steps are best 
described as ‘common and sensible’ and are 
based on real-time experience from  
fast.MAP working with leading charities. 

What gives this particular guide an edge 
is that it not only briefly discusses each 
of these steps, but there are supportive 
comments and a case study of how one 
particular charity approached the issue.   

Cole concluded that, in his view, “some 
charities are now leading the way with 
consent, compared to every other sector” 
because GDPR, together with a heightened 
focus on consent and myriad uses of data 
for fundraising and research has been 
debated  and discussed at length.

Undoubtedly the GDPR increases the 
workload for the charity sector as it 
also gears up for the introduction of the 
Fundraising Preference Service later this 
year, so we hope this free guide is a useful 
tool for our readers.

DID YOU KNOW?
In terms of what is generally considered to 
be a ‘modern computer’, it was the ‘Turing 
machine’ invented by Alan Turing back in 
1936 that became the foundation for 
theories about computing and computers.

The machine was a device that printed 
symbols on paper tape in a manner that 
emulated a person following a series of 
logical instructions. Without these 
fundamentals, we wouldn’t have the 
computers we use today – thank you Mr 
Turing! 
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Did you know that mail is the only mass 
media channel without an independent 
and industry standard audience 
measurement body? 

The good news is that this is now changing 
– Royal Mail, Whistl, DMA, the Institute of 
Practitioners in Advertising (IPA) and ISBA 
are joining forces to launch a new Joint 
Industry Committee (JIC) scheme which will 
measure the daily readership and usage 
of direct mail – similar to the programme 
run by Audit Bureau of Circulation (ABC) for 
magazine readership.

Results of a pilot research project looking 
into mail measurement showed:

• 75% of mail delivered to homes in the UK 
is opened and read

• Mail is shared and then re-read on 
average seven times

The JIC launch was backed by the Strategic 
Mailing Partnership (SMP) – the body which 
brings together the postal market’s rival firms 
to collaborate on industry-wide initiatives. 

Judith Donovan, who chairs the SMP said: 
“We know that mail campaigns have a 
hugely positive impact for customers but 
agree that having recognised and respected 
measurements for their impact and success 
will transform the way the medium is 
viewed and sold.”

Here at ONEPOST we welcome any initiative 
that has the ability to officially quantify and 
measure the impact of direct mail, 

Direct mail … as easy as ABC!

OPERATORS AND ORGANISATIONS GET TOGETHER TO PROVIDE A 

VALUABLE MEASUREMENT OF THE DAILY READERSHIP AND USAGE 

OF DIRECT MAIL – SIMILAR TO THAT FOR MAGAZINES

INNOVATION
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In April the quarterly ‘IPA Bellwether Report’ 
published its latest positive findings for the 
direct marketing and the wider marketing 
industry.

Key highlights:

• Growth in marketing budgets has now 
been reported for the last four and a half 
years

• A net balance of +11.8% of companies 
reported marketing budgets would 
increase during the first quarter of 2017

• A net balance of +26.1% of companies are 
signalling overall growth for the coming 
year

• Direct marketing budgets increased by 
their greatest extent for 2 years following 
stagnation in the previous quarter – net 
balance of + 5.3% from a neutral position 
of 0.0% in Q4 2016.

The ‘Bellwether Report’ is researched and 
published by Markit Economics on behalf 
of the IPA. It was first published on 17 July 
2000, and features original data drawn 
from a panel of around 300 UK marketing 
professionals, and is established as a key 
indicator of the health of the economy.

Clearly this report depicts a degree of 
confidence from marketers, but the report 
authors also point out that expectations 
continue to lag behind those seen prior to 
the global financial crisis in 2008.

Marketing budgets are on 
the rise – again

LEADING REPORT SHOWS A RECORD FOUR AND A HALF YEAR RUN 

OF GROWTH IN MARKETING BUDGETS – WITH DM BUDGETS 

SHOWING THE HIGHEST INCREASE FOR TWO YEARS

INDUSTRY RESEARCH
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It’s true that conventional wisdom says you 
shouldn’t mix business with pleasure – but 
we think that the DMA summer lunch could 
be an exception. At ONEPOST we always 
enjoy this annual event, finding it a useful 
place to catch up with colleagues in the 
direct marketing industry. 

Yes sunshine and good times are 
guaranteed (OK well maybe not the 
sunshine!) as the Direct Marketing 
Association’s Summer Lunch returns to the 
Pavilion at the Tower of London.

So, here are the details:
• DMA Summer Lunch
• Wednesday 5th July 2017 – 11:45 to 16:30
• The Pavilion at the Tower of London

It’s a great setting for the DMA’s annual 
gathering, which always attracts a huge 
turnout of the marketing and direct 
marketing industry. 

For more information and how to book, 
please visit www.dma.org.uk

Ultimately, business is done between 
people and is built on a human connection. 
And maybe Richard Branson was correct 
when he said “I don’t think of work as work 
and play as play. It’s all living.”

Mixing ‘Business with 
Pleasure’

THE SPECTACULAR SETTING OF THE TOWER OF LONDON PROVIDES 

THE BACKDROP TO AN AFTERNOON OF EATING, DRINKING, SEEING 

OLD FRIENDS AND NETWORKING

EVENTS
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It was back in 1999 that Microsoft founder 
Bill Gates wrote: “Your most unhappy 
customers are your greatest source of 
learning” – how true that is.

So maybe it’s time for UK retailers to take 
note of the finding of a new survey which 
reveals that more than half (53%) of UK 
consumers think that UK retailers provide a 
disconnected shopping experience that fails 
to adequately join online and the physical 
store.

The survey ‘The Connected Consumer 
Report’, carried out by Opinium Research 
on behalf of MuleSoft in March 2017, also 
revealed:  

• 61% stated that they would consider 
changing retailers due to a disconnected 
shopping experience 

• 63% of consumers think it is unacceptable 
for retailers to show inaccurate stock 
levels online

• And the question of ‘personalisation’ 
– something the marketing and direct 
marketing community fully appreciate 
– was flagged as a real concern with 54% 
stating that retailers did not provide a 
personalised service.

The findings prompted Guy Murphy 
from MuleSoft to comment: “Today’s 
customers are now expecting more than a 
transactional relationship with retailers; they 
want a seamless and personalised journey 
that reflects the context of how they shop 
across devices and channels. Retailers 
can ill afford dissatisfied customers, yet 
as the figures show disconnected data 
and systems continue to severely impact 
customer loyalty.”

Stark warning for retailers 
from UK consumers

OVER HALF OF UK CONSUMERS ARE COMPLAINING THAT 

RETAILERS ARE NOT PROVIDING AN INTEGRATED EXPERIENCE 

WHEN IT COMES TO SYSTEMS AND SERVICE

SECTOR FOCUS: RETAIL
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Emirates Post Group opens 
‘Customer Happiness Centre’

NEW ‘BRIGHT AND INVITING AND COURTEOUS’ CUSTOMER CENTRE 

OPENS IN DUBAI WHICH AIMS TO REPLICATE THE HOSPITALITY OF 

AN EMIRATI HOME

Emirates Post Group has opened its first 
‘Customer Happiness Centre’ in Dubai. The 
new centre will provide the usual postal 
services but will also host a range of special 
VIP facilities – from a recreation area for 
the elderly – to 
a fun corner for 
children! 

It’s all part 
of the UAE 
Government’s 
‘Customer 
Happiness 
Formula’, a 
recently launched 
initiative to enrich 
the nation’s 
happiness and positivity. 

The postal operator has also embarked 
on a project to give its post offices a more 
uniform and ‘customer-friendly’ look under 
the theme ‘We Deliver Happiness’. Sixteen 
post offices have been given the new 
look so far, and remaining offices will be 
refurbished in three phases.

“The main aim of the new look is to entice 
customers to visit post offices by creating 
a bright and inviting ambience reflecting 
the courteous service that Emirates 
Post is committed to delivering” said 

Acting Chief 
Commercial 
Officer of 
Emirates Post 
Group, Obaid 
Mohammed 
Al Qatami. “We 
want to make 
sure that our 
customers are 
greeted by 
an identical 
ambience and 

common standards of service in every 
post office,” he added.

INTERNATIONAL
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Print and paper play their 
part in General Election

PAPER CONTINUES TO BE ONE OF THE MOST RECYCLED 

COMMODITIES IN THE WORLD WITH ALMOST THREE-QUARTERS 

BEING RECYCLED IN EUROPE IN 2014

As was well covered in the media last 
month, the Election announcement 
from Theresa May caught many people 
by surprise. Such a snap announcement 
obviously has a wide impact, but one you 
might not consider is the demands placed 
on paper production and supply. Paper of 
course forms the backbone to any election 
campaign with the printing of  party 
literature – flyers, leaflets, posters and all 
campaign direct mail.

Shortly after the General Election was 
announced, Julian Townsend, sales director 
at Denmaur Independent Papers, warned 
that longer lead times on some types of 
paper could impact supplies, he said: “The 
lead time on uncoated woodfree offset 
paper has gone out to 8-to-12 weeks, 
whereas it would normally be four-to-five 
weeks.”

Historically these lead times soon bounce 
back, but it’s worth bearing in mind if you’re 
trying to order a large quantity of a specific 
paper type.   

There are many misconceptions about print 
and paper, and these can be a real issue 
that the industry constantly faces up to. 
Some organisations still push out messages 
such as “Go Green – Go Paperless” and 
statements like “Do your bit for the 
environment and choose e-billing”. 

These messages are largely 
unsubstantiated and misleading and 
can have a lasting effect on consumer 
perceptions about both print and paper.

• Paper is one of the most recycled 
products in the world 

• The European recycling rate for paper 
reached 72% in 2014. That amounts to 
two tonnes of paper being recycled every 
second! (‘European Declaration on Paper 
Recycling Monitor Report 2014’) 

In true election spirit, we vote for ‘print and 
paper’ remains as a powerful combination.

ENVIRONMENTAL




