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WELCOME
With only months to go before the implementation of the General Data 
Protection Regulation (GDPR), the Information Commissioner’s Office 
has published a useful 12-point checklist to help businesses prepare for 
the new regulations (pages 6–7).

Yet again research shows that printed material plays an important role 
in the communications mix – with mail creating a better impression for 
companies (page 4) and trust in printed items being much greater than 
digital, with people wary of online advertising (pages 8–9).

May I take this opportunity to wish you and your families a Merry 
Christmas and a Happy, Prosperous and Peaceful 2018 – when we’ll be 
back to do our best 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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Towards the end of September ‘The Value 
of Mail in Uncertain Times’ study – carried 
out for Royal Mail MarketReach by TNS – 
was published. Conducted in May this year, 
the research followed the same model set 
by studies carried out in 2007 and 2013, 
allowing shifts in consumer opinion to be 
tracked over a ten-year period.

• Between 2007 and 2017, the percentage 
of people stating that mail makes them 
‘feel valued’ has steadily increased to 70% 
– compared with 43% in 2007 and 57% in 
2013.

• In the same period, 70% also felt that mail 
‘gives them a better impression of the 
company’ compared with 53% in 2007 
and 55% in 2013.

The report recognises one of the 
fundamental advantages that mail stays in 
the home, giving multiple opportunities to 
read/reread the contents and engage with 
it more deeply.

• Addressed advertising mail stays in the 
home for an average of 17 days

• Bills and statements remain for 45 days

• Furthermore, research has shown that 
mail is also often displayed and discussed 
– it’s even taken out of the home, with 
64% of people stating that they have 
carried an item of mail out of their home 
in the last 12 months.

The study concludes with “The solid, 
tactile, printed nature of mail, the fact 
that customers hold the communication 
in their hands, feel it, store it, come back 
to it – gives mail a level of credibility and 
believability that few other channels can 
even approach”.

New study finds that mail 
makes people ‘feel valued’

RESEARCH OVER A TEN YEAR PERIOD SHOWS THAT NOW 70% OF 

PEOPLE BELIEVE MAIL MAKES THEM ‘FEEL VALUED’ AND ‘GIVES A 

BETTER IMPRESSION OF A COMPANY’

INDUSTRY RESEARCH
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Back in September the Information 
Commissioner’s Office (ICO) published 
draft GDPR guidance regarding ‘Contracts 
and liabilities between controllers and 
processors’. The guidance document was 
open for consultation until 10 October. 

This guidance is very important as under 
the General Data Protection Regulation 
(GDPR), businesses that engage third parties 
to process personal data on their behalf will 
face new obligations in respect of the detail 
of those contracts.

“Any contracts in place on 25 May 2018 will 
need to meet the new GDPR requirements,” 
the ICO said. “You should therefore check 
your existing contracts to make sure 
they contain all the required elements. If 
they don’t, you should get new contracts 
drafted and signed. You should review all 
template contracts you use. It would also be 
prudent to make sure that your processor 
understands the reasons for the changes 
and the new obligations that the GDPR puts 
on it. Your processor should understand that 
it may be subject to an administrative fine or 

other sanction if it does not comply with its 
obligations.”

Within the consultation document the ICO 
reminds readers that the regulation “applies 
consistently across the EU” and that ICO 
guidance will need to evolve to take account 
of future guidelines issued by the relevant 
European authorities – as well as the ICO 
experience of applying the law in practice 
from May 2018.  

As such the ICO also states that it intends 
to “keep this guidance under review and 
update it in light of relevant developments 
and stakeholders feedback”.

As with so much with the GDPR – this is yet 
another area to watch.

GDPR: New guidance published 
for contracts between 
controllers and processors
BUSINESSES PLACING DATA PROCESSING WITH THIRD PARTIES 

NEED TO CHECK THAT THEIR EXISTING CONTRACTS COVER ALL THE 

NEW REQUIREMENTS

REGULATORY
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On the 25 December, there will be exactly 
five months to go to 25 May 2018, which is 
implementation day for GDPR!

The General Data Protection Regulation 
(GDPR) introduces a single legal framework 
that applies across all EU member states. 
Even with the UK leaving the EU, in order 
to do business with EU member states, 
we will have to comply with the new data 
protection compliance obligations.

The Information Commissioner’s Office 
(ICO) has helpfully published a checklist 
of 12 steps – which businesses can use to 
prepare for next May. Here is a précis of the 
12 steps. For this, and full ICO guidance on 
GDPR please visit:  www.ico.org.uk 

AWARENESS 
You should make sure that all decision 
makers and key people in your organisation 
are aware that the law is changing to the 
GDPR. In a timely reminder it also states 
that you might find compliance difficult if 
you leave your preparations until the last 
minute.

GDPR: ICO’s 12 steps checklist

WITH ONLY A FEW MONTHS BEFORE THE NEW DATA PROTECTION 

REGULATIONS – HELPFUL GUIDELINES HAVE BEEN PUBLISHED TO 

HELP BUSINESSES MAKE THE NECESSARY ARRANGEMENTS

INFORMATION YOU HOLD 
You should document what personal data 
you hold, where it came from and who you 
share it with. You may need to organise an 
information audit across the organisation or 
within particular business areas.

COMMUNICATING PRIVACY 
INFORMATION 
Obviously a key area, this states that 
you should review your current privacy 
notices and put a plan in place for making 
any necessary changes in time for GDPR 
implementation.  

REGULATORY
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INDIVIDUALS’ RIGHTS
Check your procedures to ensure they 
cover all the rights individuals have, 
including how you would delete personal 
data or provide data electronically and in a 
commonly used format.

SUBJECT ACCESS REQUESTS
States that you should update your 
procedures and plan how you will handle 
requests to take account of the new rules.

LAWFUL BASIS FOR PROCESSING 
PERSONAL DATA
Identify the lawful basis for your processing 
activity in the GDPR, document it and 
update your privacy notice to explain it. The 
ICO voices concern that many organisations 
will not have thought about their lawful 
basis for processing personal data.

CONSENT
Probably the most discussed area of GDPR. 
You should review how you seek, record 
and manage consent and whether you 
need to make any changes. The ICO urges 
you to read their detailed guidance re 
consent.

CHILDREN
For the first time, GDPR will bring in special 
protection for children’s personal data, 
particularly in the context of commercial 
internet services such as social networking. 
So, where relevant, things like verification of 
individuals’ ages will be important.        

DATA BREACHES
You should make sure you have the right 
procedures in place to detect, report and 
investigate a personal data breach. The 
GDPR introduces a duty on all organisations 
to report certain types of data breach to 
the ICO.

DATA PROTECTION BY DESIGN AND 
DATA PROTECTION IMPACT 
ASSESSMENTS
The GDPR makes privacy by design an 
express legal requirement, under the term 
‘data protection by design and by default’.

DATA PROTECTION OFFICERS
You should designate someone to 
take responsibility for data protection 
compliance and assess where this role will 
sit within your organisation’s structure and 
governance arrangements.

INTERNATIONAL
If your organisation operates in more 
than one EU member state, you should 
determine your lead data protection 
supervisory authority and document this.
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Increasingly we live in a digital world, but 
the power of print and paper remains 
strong.

There could even be evidence of some 
digital fatigue in relation to advertising as, 
according to an international survey of over 
10,700 people, consumers trust and gain a 
deeper understanding of information read 
in print, than in a digital format.

The survey – commissioned by Two Sides 
and carried out in June by research company 
Toluna – showed that consumers have a 
negative perception of online advertising. It 
was a truly international survey as it covered 
10 countries: Australia, Brazil, France, 
Germany, Italy, New Zealand, South Africa, 
Spain, USA and here in the United Kingdom. 
Some key findings include:   

• 68% of global respondents said they 
don’t pay attention to online ads

• 62% find them annoying and usually not 
relevant 

• And a further 57% do their best to block 
or avoid online ads 

Print and paper remains 
strong in the digital world

A RECENT INTERNATIONAL SURVEY CONFIRMS THAT THE 

MAJORITY OF PEOPLE ARE WARY OF ONLINE ADVERTISING AND 

GAIN GREATER UNDERSTANDING FROM PRINT MEDIA

Once again there is evidence that consumers 
believe that they should have the right to 
choose how they receive communications 
(printed or electronically) from financial 
organisations and service providers, with 
89% stating such a preference and a 
further 77% agreeing that there should 
be no charge for choosing paper bills and 
statements. In the UK, a significant 41% of 
consumers would even consider changing 
provider if forced to go digital. 

In terms of reading habits, the results are 
interesting: 

• 72% prefer reading printed books and 
magazines (compared to only 9% 
preferring e-books)

• 60% read a printed newspaper at least 
once a week

• 69% believe it is important to ‘switch off’ 
from electronic devices and enjoy print 
more.

For reading marketing messages, the 
results for both electronic and printed 
formats were similar, with 23% reading 

INDUSTRY RESEARCH
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marketing emails every day and 19% 
reading addressed advertising mail 
delivered to their home address. 

However, the reading of marketing emails 
varies dramatically by country:

• In Brazil 45% of consumers read 
marketing emails every day

• Whereas here in the UK less than 13% 
read them on a daily basis

• Even more surprising was that 35% of 
respondents in France claim to never 
read marketing emails at all.

As to be expected there are also consumer 
concerns about security and privacy, with 
71% stating they are concerned their 
personal information held electronically is 
at risk of being hacked, stolen or damaged. 

However, 73% keep paper copies of 
important documents at home for safety 
and security.

The environmental issues associated with 
the drive to digital – such as “Go Green 
– Go Paperless” and “Save Trees” are 
creating consumer suspicion with 62% of 
respondents believing that the switch to 
digital is more about the sender wanting to 
save money, so not necessarily because it is 
‘better for the environment’.

Even when organisations choose to 
only communicate with their customers 
electronically, going ‘paperless’ is often 
unachievable as 69% of all respondents 
regularly print out documents at home.

Overall, this is an encouraging outlook for 
the medium of print – especially in a multi-
channel world of communications.DID YOU KNOW?

According to tradition, you should eat 
one mince pie on each of the 12 days of 
Christmas, because it brings good luck – 
sounds like a good idea to us!

But, on the other hand, it ’s technically 
illegal to eat mince pies on Christmas Day 
in England.

In the seventeenth century, Oliver 
Cromwell banned pudding, mince pies 
and anything to do with gluttony… and 
that law has never been rescinded.
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For many children, writing a letter to Father 
Christmas is as much a part of the festive 
season as decorating the tree or trying to 
get to sleep on Christmas Eve.

Fortunately Royal Mail has managed Santa’s 
North Pole mailbox since 1963 and they 
generally start to receive letters from 
around July. All you have to do is write to 
Santa’s address:

 Santa/Father Christmas, 
Santa’s Grotto 
Reindeerland 
XM4 5HQ

All I want for Christmas is…

THE ROYAL MAIL CHRISTMAS ELVES ARE ALREADY HELPING TO 

REPLY TO OVER HALF A MILLION WIDE-RANGING REQUESTS SENT 

TO SANTA’S UNIQUE POSTCODE

When you write, you must also include your 
full name and address so as he can write 
back to you, but the deadline is Friday,  
8 December, so by the time you read this it 
might be too late – but there is always next 
year.

As to be expected this is a very popular 
service and according to Ashley March 
– archives assistant at the British Postal 
Museum & Archive some 600,000 replies 
were sent out by the Post Office in 2014.

And if you’re wondering how they cope 
with such a volume of letters, a Royal Mail 
spokeswoman explained: “There is a special 
team of elves at Royal Mail who manage 
Santa’s mail bag and sort and open all 
the letters received and forward them to 
Santa to read, they also help him to reply to 
these special letters where there is a return 
address for Santa to reply to.”

The cards sent back to the children from 
Father Christmas thank them for their wish 
list – and remind them to leave a carrot 
out for Rudolph. While Santa is too busy to 

CHRISTMAS
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personalise each message, the replies do 
include a puzzle by the elves. 

Back in 2015, Royal Mail shared some of the 
letters they receive from children who feel 
they have been ‘good enough’ to get some 
special gifts for Christmas.

Jack Wood, 5, from Aylesbury, promised to 
be ‘super good’ if he could get a computer, 
and also asked for a more traditional Lego 
set.

Constance Gauci, 7, from Cardiff, wanted 
something a little more difficult for Santa 
and his elves to make – a baby brother 
or sister.  Begging Father Christmas for a 
sibling, Constance explained: “Please ask 
your elves to make a baby brother and sister 
for real. Mummy and Pops said that babies 
cost lots of money and Santa doesn’t bring 
them but they also say that you are magic 
so I know you won’t mind me having one.”

Much has changed since its introduction 
back in 1963 but ONEPOST hopes that this 
wonderful tradition continues.

We live in a multi-media world, including 
radio, TV, video internet and of course 
social media – but this has not diminished 
the appeal of penning a note of Christmas 
wishes … and then waiting expectedly for 
that ‘Reindeer’ postmarked reply to drop 
through the door.

MERRY CHRISTMAS TO ONE AND ALL!

DID YOU KNOW?
In January of 1963, proposals for how 
Santa could reply to all his letters 
received were actively discussed. Did his 
reply even have to be a card at all?

One suggestion was that a colouring 
book be sent back; while another 
postmaster put forward the idea of 
making a record which would play out 
Santa’s voice ‘in keeping with the times’!

However it was decided that a postcard 
– complete with message – would be sent 
back to the child without charge on 
provision of a return address.
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Sometimes in life we all need to reduce 
stress, relax and hit the ‘pause button’.

A great way to do this is to read your 
favourite magazine – helping you feel 
refreshed and rejuvenated.

So with this in mind, ONEPOST were 
please to see the Professional Publishers 
Association (PPA) have recently announced 
their brand new ‘Press Pause’ campaign. 

Time to ‘press pause’ and 
enjoy reading a magazine!

PERIODICAL PUBLISHERS SET TO ENCOURAGE CONSUMERS TO 

INDULGE IN SOME ‘ME’ TIME AND CURL UP WITH A GOOD 

MAGAZINE – IN THE INTEREST OF REDUCING STRESS LEVELS

The PPA says on its website: “The idea is to 
harness the collective power of the industry 
to promote magazines to consumers. We’ve 
been busy working with creative agency 
Guerilla to develop the Press Pause brand 
campaign.

“In our fast-paced lives, we’re expected to 
always be ‘on’, but Press Pause promotes 
blissful ‘me’ time. Our message to readers 
is: Take a moment to curl up with your 
favourite magazine and create a little oasis 
of ‘you’ in your day. Pressing pause on 
day-to-day demands has also been shown 
to have real psychological and physical 
benefits and to decrease stress levels”.

Clearly this is an exciting initiative launched 
by the PPA and if you want to learn more 
about it and how you can support ‘Press 
Pause’, there is a dedicated website  
www.pauseyourday.co.uk 

In the meantime, as it will soon be 
Christmas, why not treat yourself: press 
pause and take some time out to lose 
yourself with your favourite magazine.

SECTOR FOCUS: PUBLISHING
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Interactive Media in Retail Group (IMRG) 
recently published the results of their IMRG 
Capgemini Index, an index which was started 
in April 2000 and tracks ‘online retail sales’.

Overall the picture for the retail sector was 
quite positive with sales up by 14% (year on 
year) in September.  

CLOTHING SAW ITS HIGHEST SEPTEMBER 
YEAR-ON-YEAR GROWTH IN FOUR YEARS
This mirrors September data from the Office 
for National Statistics, which revealed that 
clothing prices rose less sharply than in 
September 2016 and this may have helped 
boost shopper confidence.
ELECTRICALS SEE FIRST NEGATIVE 
GROWTH FOR MONTH OF SEPTEMBER  
However, the electricals sector suffered 
its first negative year-on-year growth for 
September since the IMRG started tracking 
it in 2003
HIGHEST EVER SEPTEMBER 
CONVERSION RATE
Online-only retailers enjoyed their highest 
ever September conversion rate (6.3%) 
– which is nearly twice that recorded by 

multichannel retailers. Additionally the 
online-only retailers are currently growing 
at over twice the rate of the multichannel 
retailers.

Commenting on the different trading types 
Justin Opie, managing director IMRG, said: 
“There are several notable differences 
between the online-only and multichannel 
retailers. While the online-only retailers are 
enjoying far higher conversion and sales 
growth currently, the average spend on 
multichannel retail sites is much higher.” 

And, according to the Retail Sales Index 
(RSI), the underlying pattern in the retail 
industry is one of growth – for three 
months (July to September) the quantity 
bought increased by 0.6%. Year-on-year, 
the quantity bought in the retail sector 
increased by 1.2% – with non-food 
(household goods, clothing stores) and 
non-store retailing all providing growth.

Positive signs for online retail 
sector

LATEST RETAIL FIGURES SHOW THAT ONLINE-ONLY BUSINESSES 

ARE SHOWING HIGHER CONVERSION RATES AND SALES GROWTH 

– BUT MULTICHANNEL RETAIL SITES HAVE A MUCH HIGHER SPEND

SECTOR FOCUS: MAIL ORDER
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In recent years the postal industry has 
embraced innovation and in particular in 
the area of delivery solutions. Two recent 
developments have caught our eye.

SWISS POST EXTENDS TRIAL OF 
STARSHIP DELIVERY ROBOTS
Following a six week initial trial period, Swiss 
Post will continue using Starship delivery 
robots for last mile deliveries in several 
locations throughout Switzerland.

The three trial robots completed around 
170 deliveries in the city centre of Zurich. 

The extended test will take place in 
Dubendorf and is expected to last for a year; 
it will focus on integrating the technology 
into existing supply chains.

Alongside delivery robots, Swiss Post is also 
testing other autonomous systems such as 
logistics drones and intelligent shuttles.

UPS CANADA TESTS CARGO BIKES
The Canadian postal operator is using 
a cargo bike to deliver packages in and 
around the York University campus, as part 
of a pilot programme to test the potential of 
delivery by bike in the city of Toronto.   

The bike is 2.8 metres long and 1.2 metres 
wide and, depending on the size of the 
packages, it can hold up to 50 parcels. 

Craig Rayner, vice president of automotive, 
UPS Canada commented: “The cargo 
bike joins a growing alternative fuel and 
advanced technology fleet. We have over 
2,880 delivery vehicles, tractors and shifters 
in Canada, more than 40% of which operate 
with alternative fuel”.

Innovation – that’s the key 
for new-style delivery 
solutions
POSTAL OPERATORS AROUND THE WORLD ARE SEARCHING FOR 

NEW AND BETTER WAYS TO STREAMLINE THE DELIVERY PROCESS 

– PARTICULARLY THE ‘FINAL MILE’

INNOVATION
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Three in five feel shopping 
experience is ‘disconnected’ 
between channels
AS CUSTOMERS CHANNEL HOP BETWEEN ONLINE AND INSTORE 

FOR PRODUCT RESEARCH AND BUYING – MANY ARE FEELING THAT 

THE TWO EXPERIENCES ARE NOT PROPERLY INTEGRATED

With the freedom to shop at any time night 
or day, from any location in the world, 
customers really do have a global retail 
marketplace at their fingertips.

And these shoppers are proving to be 
increasingly ‘retail savvy’ thanks to the 
research they carry out prior to making 
purchases – that’s just one of the findings 
of ‘Connected Shoppers Report 2017’ 
published by Salesforce.   

• 95% of UK shoppers say they like going 
into a store for the ability to touch and feel 
merchandise 

• Equally, the study found that UK shoppers 
like to research and buy online

• 77% say they research products before 
buying from a retailer in-store, while 84% 
research products before buying online.

At Christmas, many UK shoppers select a 
stress free shopping experience.

• 79% of those who responded move to 
online to avoid physical stores as they 
look to avoid crowds

• 43% look to avoid the congestion caused 
by increased traffic 

• And for 46% its simply just the 
convenience of online shopping that they 
like.

Of some concern for retailers is the 
apparent ‘disconnect’ – with three in five of 
Brits feeling customer experiences are still 
disconnected from channel to channel.

This is a challenge being met by Nespresso 
– a company that is very clear on each of its 
channels.

Roger Staheli (Nespresso’s Country 
Manager for Hong Kong) says “Retail is 
very much about delivering the brand 
experience. Online is about Nespresso 
‘anytime, anywhere’.” Staheli adds “Typically, 
new customers that are initially recruited 
through a Nespresso boutique, then 
become online customers. Subsequently 
these are regularly invited back into 
the boutique or shop to try new coffee 
innovations top enable Nespresso to 
engage directly with them”. 

(Source: The truth about online consumers:   
2017 Global Online Consumer Report, KPMG)

INDUSTRY RESEARCH
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