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WELCOME
Welcome to the latest issue of Post Impressions.

It’s interesting to see that the combined GDPR educational efforts are 
starting to pay off, with Britain leading in the number of organisations 
saying they are ready for 25 May. But this research also shows that 
almost a third are not prepared (pages 8–9).

For the first time there will be a tool to enable marketing planners to 
compare mail with television, radio, press and outdoor on an equal 
footing (page 5).

With parcel volumes still rising (page 4) and DM budgets also going up 
(page 6) we at ONEPOST have invested in a new 34-metre long sorting 
machine and new larger premises to accommodate it and increase 
fulfilment handling (pages 14–15). So we are really feeling like spring is in 
the air.

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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Graham Cooper was a founder Board 
Member of the Direct Marketing 
Association (DMA) and has 
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negotiations with Royal Mail as well 
as working on the Mailing House 
Council and Postal Affairs Committee 
for many years.

Experienced agency-side account 
director Paul Fulton now works as an 
independent copywriter and 
creative consultant.

Eric Austin is an independent direct 
marketing consultant, who until 
recently chaired the DMA Financial 
Services Council (for over 8 years). 
Eric is a fellow of the Institute of 
Direct & Digital Marketing (IDM).

CONTRIBUTORS
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Towards the end of January, Royal Mail 
published its trading update covering the 
nine months ending on 24 December 2017.

It was an overall positive picture:

• Parcel volumes were up 6%  and the total 
parcels revenue was up by 4% 

• Total parcel volumes in the busy 
December trading period were 149 
million – which is up by 6% over the same 
period last year

• Overall, Royal Mail group revenue saw an 
increase of 2%.

Commenting on this trading statement 
Moya Greene, Chief Executive Officer, Royal 
Mail plc, said:

“We have had a good performance over the 
important Christmas period thanks to the 
hard work and dedication of our people. 
They pulled out all the stops to deliver a 
great Christmas in the UK”.

Looking to the future Moya Green added 
“Given our performance to date, we expect 
to see broadly similar volume and revenue 

trends in UK parcels and letters for the full 
year as in the nine months. In GLS, (General 
Logistics Systems) we expect underlying 
revenue growth for the full year to broadly 
fall in line with first half.”

Royal Mail sees growth in 
parcel volumes

OVERALL TURNOVER EDGES UP – WITH ALMOST 150 MILLION 

PARCELS DELIVERED IN DECEMBER – AND MAIN ADVERTISING 

PRODUCTS THOUGHT TO BE REMAINING STRONG

NEWS
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There was an exciting new development 
for the direct mail industry when, towards 
the end of January, a new Joint Industry 
Committee (JIC) for Mail was launched. 

JICMAIL has been created to help users and 
suppliers of Advertising Mail to understand 
its use and readership by providing data and 
metrics to the same standards as television, 
radio, outdoor and press. This aims to help 
create a level playing field for all media 
channels and deliver a clear understanding 
of their respective values. 

JICMAIL’s Board is chaired by DMA Group 
CEO Chris Combermale and includes 
representatives from industry bodies and 
businesses including the DMA, IPA, ISBA, 
Royal Mail and Whistl.

It has already conducted its first report and 
here are some of its key findings: 

• 65% of all addressed mail is opened

• The average household receives 1.3 items 
of addressed mail each day

• Each item reaches 1.2 people per 

household and is read or revisited on 
average 4.2 times. The more people in a 
household, the more a piece of mail is 
shared and passed on  

• Men interact with Utilities, Council and 
Magazine mail most frequently, whereas 
Medical and Supermarkets are higher for 
women.

Writing the introduction to this first report, 
Mike Colling, Founder & CEO, MC&C and 
IPA Board Member of JICMAIL says: “This 
is a gold standard currency that gives the 
ability to all planners to plan mail using the 
same tools and metrics they use for all other 
communications channels. This is truly a 
landmark moment for mail in a digital age.”

Industry launches JICMAIL –  
new media metrics for mail

NEW RECOGNISED AUDIENCE MEASUREMENT TOOL GIVES 

MARKETING PLANNERS A MUCH BETTER UNDERSTANDING OF THE 

VALUES OF MAIL COMPARED WITH OTHER MASS MEDIA

INDUSTRY RESEARCH
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ONEPOST likes to bring you positive news 
on our industry, especially if it contains 
some upbeat facts.

So we welcome the findings of this 
influential report from the Advertising 
Association.

According to the Advertising Association/
WARC Expenditure Report published at end 
of January, direct mail spend witnessed a 
significant upturn in Quarter 3, 2017.

• Direct mail spend grew by 5.9% from 
2016, thereby marking the strongest rise 
for the channel since 2011

• Direct mail looks set to retain its place as 
the third largest medium behind internet 
and TV with a £2bn spend for the year 

• Total UK advertising spend rose 3.5% 
year-on-year to reach £5.4bn

• This is the 17th consecutive quarter of 
growth 

• And the latest data underpin preliminary 
figures which show 2017 spending grew 
to £22.1bn – representing the eighth 
consecutive year of market growth.

Direct mail records growth 
of 5.9% in 2017

MAIL SET TO RETAIN ITS PLACE AS THIRD HIGHEST ADVERTISING 

CHANNEL AND UK AD SPEND RISES FOR THE SEVENTEENTH 

QUARTER IN A ROW

Stephen Woodford, Chief Executive at the 
Advertising Association commented: “UK 
advertising spend enjoyed a record high 
in the third quarter of 2017, with figures up 
again year-on-year. It is encouraging to see 
further predicted growth of 2.8% for 2018. 
UK advertising is vital for the economy, 
generating six pounds for every pound 
spent and we know from the work of Credos, 
advertising’s think tank, that advertising is 
the engine of growth for UK business.”

The Advertising Association/WARC 
Expenditure Report is the definitive 
measure of advertising activity in the UK. 
It is the only source that uses advertising 
expenditure gathered from across the 
entire media landscape, rather than relying 
on estimated or modelled data.

INDUSTRY RESEARCH
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We live In an era where the public’s trust in 
journalism has been undermined – not least 
as the result of so-called ‘fake news’ – so, 
it’s encouraging to learn that publishers 
can now display a mark that distinguishes 
their magazine, newspaper or website as a 
trusted quality brand committed to the best 
professional standards.

The ‘IPSO Mark’ (from the Independent 
Press Standards Organisation) is described 
as a visual symbol that can be used by 
all of IPSO’s publications to “show their 
commitment to professional standards 
and an edited, regulated product.” It can be 
displayed by all 2,500 of the publications 
that it regulates. 

IPSO was set up in September 2014. It is the 
independent regulator for the newspaper 
and magazine industry in the UK. They hold 
newspapers and magazines to account 
for their actions, protect individual rights, 

uphold high standards of journalism and 
help to maintain freedom of expression for 
the press.

IPSO’s Chief Executive, Matt Tee, 
commented: “I strongly believe that 
IPSO membership helps our publishers 
distinguish themselves from the 
unregulated, thereby demonstrating 
that they choose to hold themselves 
accountable to higher standards.”

Clearly, the publishing sector remains as an 
important contributor to the UK economy, 
and this is confirmed by the Publishers 
Association who released figures showing 
that 2016 was a record-breaking year for the 
publishing industry with sales of books and 
journals reaching £4.8bn, their highest ever 
level.

To raise awareness of its work and inform 
the public and stakeholders about the 
services it offers, IPSO will be launching a 
full-scale advertising campaign this year.  

New ‘IPSO Mark’ launched for 
2,500 publications

NEW VISUAL SYMBOL CREATED TO HELP DISTINGUISH 

PUBLICATIONS THAT HAVE A ‘COMMITMENT TO PROFESSIONAL 

STANDARDS AND AN EDITED REGULATED PRODUCT’

REGULATORY
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The General Data Protection Regulation 
(GDPR) comes into effect on Friday, 25 May 
2018.

Are you ready?

Well, the good news is that the UK is doing 
rather well now with preparations for the big 
day, but there are still industry fears – fears 
which Elizabeth Denham, the Information 
Commissioner is trying to address.

MORE THAN 70% OF BRITISH 
BUSINESSES ARE CONFIDENT ABOUT 
THEIR UNDERSTANDING OF GDPR
That makes the UK the most well-prepared 
European country for the GDPR – according 
to findings from a new study by W8 Data, 
which was carried out amongst the top 
10 European countries by Gross Domestic 
Product.

Of course, that does mean there are still 
quite a few businesses that are more 
‘unprepared’ for GDPR, but at 29% we lead 
the way! Here are the top three in the GDPR 
businesses ‘Unprepared for GDPR’ league 
table from the W8 Data study:

General Data Protection 
Regulation: an opportunity 
or a threat?
ALTHOUGH THE PUBLIC ARE NOT REALLY AWARE OF GDPR – WHEN 

EXPLAINED A LARGE MAJORITY SAY THEY WILL EXERCISE THEIR 

NEW RIGHTS AND FEEL IT WILL IMPROVE BRAND RELATIONSHIPS

1. UK  29%
2. Germany  48%
3.  Poland 52%

At the other end of the table, Italy (63%); 
Sweden (71%) fare poorly, with Spain being 
the least prepared (73%).

“It is fantastic news that the UK is leading 
the march when it comes to compliance,” 
said Will Anthes, Managing Director, W8 
Data. “It is easy to be despondent given 
all the negativity surrounding GDPR but 
ultimately it will enable more responsible 
marketing that will lead to stronger 
relationships with customers.”

However, when it comes to the general 
public (both in the UK and the rest of 
Europe), the picture is not so healthy. Over 
79% of people are, at present, unaware 
of GDPR – but as a note of caution to all 
businesses, over 82% stated they “will 
exercise their new rights and believe it will 
enhance their relationships with brands.”

REGULATORY
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INFORMATION COMMISSIONER SAYS 
‘GDPR IS NOT Y2K’
Shortly before Christmas Elizabeth 
Denham, the Information Commissioner 
published an in-depth blog post listing a 
number of what she and her team see as 
the biggest misconceptions about GDPR.

The worst of which she sees as it being 
approached in the same way as ‘Y2K’.   

Y2K, also known as the ‘Millennium Bug’, 
became controversial when few of the 
feared effects actually happened. “GDPR 
is not the Millennium Bug – there’s no 
wondering if the new legislation will 
happen, it will,” warns Denham.

In her blog (which you can see at www.
iconewsblog,org.uk) Denham mentions 
that “GDPR compliance will be an 
ongoing journey” and she lays out what 
organisations should do now in order  to 
demonstrate effective accountability.

Organisational commitment: 
Preparation and compliance must be cross-
organisational, starting with a commitment 
at board level. There needs to be a culture 
of transparency and accountability as to 
how you use personal data – recognising 
that the public has a right to know what’s 
happening with their information.

Understanding the information you 
have: Document what personal data you 
hold, where it came from and who you 
share it with. This will involve reviewing your 
contracts with third-party processors to 
ensure they’re fit for GDPR.

Implement accountability measures: 
Including appointing a data protection 
officer if necessary, considering lawful 
bases, reviewing privacy notices, designing 
and testing a data breach incident 
procedure that works for you and thinking 
about what new projects in the coming 
year could need a Data Protection Impact 
Assessment.

Ensure appropriate security: You’ll 
need continual rigour in identifying and 
taking appropriate steps to address security 
vulnerabilities and cyber risks.   

Train staff: Staff are your best defence and 
greatest potential weakness – regular and 
refresher training is a must.

Much to do then, ONEPOST will keep you 
posted.

DID YOU KNOW?
Fun Postal Facts
• The Royal Mail was created by Henry VIII 

in 1516. From then until 1840, postage 
was generally paid by the recipient 
rather than the sender. 

• In terms of the Retail Price Index, one 
penny in 1840 would be worth 32p at 
today’s prices. In terms of average 
income, however, it would be worth £5.61.



10 ONEPOST  POST IMPRESSIONS

Royal Mail recently released the findings of 
its influential report Online Marketplaces, 
Understanding Online Marketplace 
shoppers in 2017 – Delivery Matters. 

This report looks specifically at the retail 
experience of online 
marketplace shoppers 
– so looking at 
businesses like eBay, 
Amazon and Etsy. 
The report provides 
more evidence on 
why it’s so important 
to provide a simple 
delivery and returns 
experience for the 
online marketplace 
consumer.

Delivery options 
are key when shoppers choose between 
marketplace sellers, with 75% of shoppers 
expecting delivery times to be the same as 
when they order from an online retailer. 

Online marketplace report 
highlights importance of 
delivery
DELIVERY AND RETURN OPTIONS ARE KEY FACTORS IN THE 

CHOICE OF ONLINE MARKETPLACES – WITH A DIFFICULT RETURNS 

EXPERIENCE OFTEN LOSING A CUSTOMER FOR GOOD

• 90% of online shoppers said that the cost 
of delivery was an important factor when 
buying from online marketplaces

• 62% preferred free home delivery, whilst 
29% preferred the ‘click and collect’ 
options.  

When it comes to returns:
• 59% of those surveyed said the returns 

experience would impact the rating they 
would give to a seller 

• 62% would be unlikely to shop with a 
seller again after a difficult returns 
experience 

• Whilst 78% expect the returns process 
with an online marketplace to be similar 
or easier than with online retailers.

Other interesting points to note include 
the fact that the majority of marketplace 
shoppers are female, but that males spend 
on average, nearly a third more (31%) than 
females per month (£67 vs £51), it also 
found that clothes (32%) are the most 
commonly purchased item from online 
marketplaces, closely followed by books 
(31%) and CDs/DVDs/Video games at 24%.

SECTOR FOCUS: MAIL ORDER



11ISSUE 75  WWW.ONEPOST.CO.UK

The Professional Publishers Association 
(PPA) has recently signed the National 
Literacy Trust’s ‘Vision for Literacy Business 
Pledge’ for 2018. This is the second year in 
a row that the PPA has committed to this 
very worthy pledge, which is supported 
by many diverse businesses as well as the 
government’s Department for Education. 

Established in 2015 by the National Literacy 
Forum, the pledge has boosted the reading, 
writing, speaking and listening skills of some 
of the most disadvantaged children, young 
people and families in the UK. 

Sixty-three businesses have signed the 
‘Vision for Literacy Business Pledge 2018’ 
to join the fight to tackle the UK’s literacy 
crisis which costs the economy £2.5 billion 
every year. Signatories of the pledge will 
look to target resources to make the biggest 
difference to the UK’s literacy challenge – in 
those important early years. 

For example, the PPA worked with the 
National Literacy Trust through its ‘Magaid’ 
projects to harness the power of magazine 

media to support literacy 
development in schools.  

(Note: ‘Magaid’ was the first 
national literacy project to 
use magazines to promote 
literacy.) 

The PPA’s Director of External 
Affairs, Owen Meredith, 
commented: “We know young 
people find magazines an accessible and 
friendly way to develop their literacy skills. 

“There’s a magazine brand for everyone, 
whatever your interests and whatever your 
abilities. Our brands entertain, educate 
and inform – reaching nearly 40 million UK 
adults every month.”

Meredith added, “We’re proud to support 
the Pledge to help more people, of all ages, 
improve their literacy so they are able to 
press pause and enjoy a magazine moment”.

PPA pledge to help boost 
child literacy

PROFESSIONAL PUBLISHERS ASSOCIATION HAVE JOINED A PLEDGE 

TO BOOST THE READING, WRITING, SPEAKING AND LISTENING 

SKILLS OF SOME OF THE UK’S MOST DISADVANTAGED CHILDREN 

ONEPOST are proud to be a member of the PPA

SECTOR FOCUS: PUBLISHING
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As we mentioned in our last edition of Post 
Impressions, Swiss Post were extending 
their trials for the concept of their ‘Starship’ 
delivery robots to include Dubendorf in 
Switzerland. 

According to a communication statement 
issued on 26 January, the postal operator 
has reported that it was “satisfied” with the 
robot delivery trials that it conducted in 
Dubendorf.

The tests, which used robots from Starship 
Technologies, were run in partnership 
with the online contact lens provider 
discountlens.ch and followed on from 
earlier (also successful) – deployment with 
Jelmoli in Zurich city centre.

Swiss Post said: “During their deployment 
between mid-October 2017 and January 
2018, the delivery robots completed 
almost 200 runs covering 800km without 
experiencing any accidents or collisions.”     

Apparently, during the tests, the box-like 
robot caused quite a stir and was constantly 

Swiss Post delivery robots 
– results of trial

TEST ROBOTS UNDERTAKE TWO HUNDRED DELIVERY RUNS OVER 

EIGHT HUNDRED KILOMETRES WITHOUT ANY ACCIDENTS OR 

COLLISIONS – CAUSING A LOT OF INTEREST AND PHOTOS

being photographed by passers-by. Near 
to kindergartens, the children almost took 
it prisoner and followed its every turn. In 
addition, some cyclists were hesitant about 
sharing the road with it – but soon learnt 
how to deal with its cautious driving style.

Swiss Post managed to gather important 
findings on using delivery robots with 
human assistants – which meant the tests 
in Dubendorf concluded on a positive note. 

If the robots are to be put to future use on 
Swiss pavements without supervision, it 
is important to run tests autonomously. 
However due to legalities in Switzerland 
this is not currently possible. As a result, 
Starship Technologies (the manufacturer of 
the delivery robots) aims to gather further 
data from fully autonomous operations at a 
variety of locations across the world.

INTERNATIONAL
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In recent times there has been much 
coverage regarding packaging and the 
environmental issue of plastic and plastic 
waste. In light of the stories, Two Sides UK (in 
conjunction with research agency Toluna) 
held a snap survey of 500 people across the 
UK, to find out what the public think about 
cardboard and paper packaging in general. 

ONEPOST takes its environmental 
responsibilities very seriously, so it was 
encouraging to see that this nationally-
representative survey illustrated that people 
do prefer more environmentally-friendly 
packaging. 

• 78% like paper and cardboard packaging 
because it is biodegradable 

• 73% believe paper and cardboard 
packaging makes good use of recycled 
materials 

• And 64% like paper and cardboard 
packaging because it is made from 
renewable wood fibre.

Commenting on these positive findings 
Martyn Eustace, Managing Director of 

Two Sides said: “In the current packaging 
climate, it is great to see paper and cardboard 
packaging recognised by consumers for its 
excellent environmental attributes”.

Unsurprisingly, especially in view of recent 
media coverage, the snap survey also 
revealed significant consumer concerns 
about packaging in general.

• 85% of those surveyed believe that 
packaging is a source of litter

• 84% believe that over-packaging is a 
problem

• And 71% believe packaging is bad for the 
environment

• Coffee cups, plastic bottles, chocolate bar 
wrappers, crisp packets and take-away 
packaging were all perceived to be the 
most significant causes of litter.

Paper and cardboard packaging is durable, 
renewable and recyclable and will be an 
essential material as we move towards 
a regenerative, circular economy – as 
outlined in the UK Government’s 25-Year 
Environment Plan.

Paper and cardboard – the 
future of packaging?

THE PUBLIC ARE RESPONDING TO THE RECENT HIGHLIGHTING OF 

PLASTIC POLLUTION AND RECOGNISE PAPER AND CARDBOARD AS 

THE MOST ENVIRONMENTALLY-FRIENDLY PACKAGING 

ENVIRONMENTAL
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Yes, we’ve started the New Year with a bit of 
a bang, with the launch of our exciting new 
website, and the opening of our larger brand 
new warehouse development in Derby. 

ONEPOST New Website
Our website has had quite a makeover  
www.onepost.co.uk  –  take a look – we hope 
you like the new format and easy navigation. 

While the site is new, our pledge to you 
remains the same – we’re here to help you 
‘Save on the things you send’, and to do 
this whilst bringing you simple, easy-to-use 
services for all your postal management 
needs: 

HIGH AND LOW VOLUME MAILINGS
For sorted mail ONEPOST has developed 
what’s widely recognised as the industry 
standard on sortation software (fully 
certified by Royal Mail).

INTERNATIONAL MAIL
International mailings can be complicated 
– but don’t worry we have a team of experts 
who will seamlessly mange your mailings 
from start to finish, including:

ONEPOST in the News… 
Read all about it!

NEW DERBY SITE NEEDED TO COPE WITH EXPANSION AND TO FIT 

IN THE NEW 34-METRE-LONG SORTING MACHINE

• Unsorted and sorted options for letters, 
large letters and packets

• Priority and economy services

• Tracked and untracked mail.

PACKETS & PARCELS 
In recent times this has been a real growth 
area for the industry and ONEPOST.

From warehouse to customer, we offer a 
range of flexible services using a range 
of trusted suppliers to provide a solution 
that will work for you and your budget, 
collection and delivery needs.

FULFILMENT
We are specialist in post, pick, pack and 
fulfilment. So, if you need regular dispatch 
of products or mailings – whether it’s 
product orders or catalogue requests – we 
will have a solution to fit your requirements.

NEWS
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ADVERTISING MAIL
This is a Royal Mail Wholesale (RMW) service  
aimed at delivering lower prices.

Eligible items are limited to addressed 
direct mail and mailing items “comprising a 
largely uniform message with the purpose 
of promoting the sale or use or products or 
services or to encourage, contribute to or 
support a cause.”  

DATA SERVICES
With the General Data Protection 
Regulation (GDPR) imminent, this is 
obviously a key area.

We would be delighted to prepare a free, no 
obligation report on any mailing data you 
supply – from there we can identify any 
issues and propose ways to rectify them.

RETURNS MANAGEMENT 
Designed to lift the burden from your 

business, ONEPOST can arrange a secure 
PO Box to receive any ‘Return to Sender’ 
items as well as a data capture system 
to identify the sender. We provide this 
information to you so you can refine your 
mailing list as a result.

SEED REPORTS
Last but not least, ONEPOST is the only 
supplier in the postal marketplace to offer 
a Seeds Reporting Service to our valued 
customers.

ONEPOST opens a new site in Derby
Early in January we opened a warehouse 
and offices at Westside Park, Derby.

Business growth meant we had to move 
from our previous site at Raynesway also in 
Derby.

Our Managing Director, Graham Cooper 
commented: “We’re hugely excited to be 
launching our new Westside Park location 
in Derby. A key requirement in selecting a 
new site was that it had to have excellent 
transport links for the whole of the UK, and 
be easily accessible for local businesses in 
Derby, whilst remaining accessible to our 
existing workforce. Our new building also 
had to be large enough to accommodate 
our new 34-metre sortation machine, which 
is so long I have been joking with staff they 
might need rollerblades to get from one end 
to the other.”

DID YOU KNOW?
Fun Postal Facts
• The UK is the only country that does not 

display its name on its postage stamps. 

• The Archangel Gabriel, bringer of 
messages, is patron saint of postal 
workers and the Post Office.

• Royal Mail stopped sponsoring Postman 
Pat in 2000, saying the character no 
longer fitted its corporate image.

• The Queen has a unique postcode for 
Buckingham Palace, SW1A 1AA.




