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WELCOME
Welcome to the latest issue of Post Impressions.

As you read this there will only be a couple of weeks before the General 
Data Protection Regulation (GDPR) comes in to force. We reported in our 
last issue that Britain was ‘least unprepared’ for GDPR in comparison to 
the rest of Europe, but a new piece of Government research indicates 
that over half of all UK organisations still aren’t aware of GDPR (page 8).

On the plus side, another report shows consumers are getting more and 
more data savvy, and taking greater interest in what data is held about 
them online, and how they can access, change or remove data under the 
new rules (page 9).

Great news from Royal Mail on the continuing battle against fraudulent 
mailings – they (with the help of other postal operators like ONEPOST) 
have managed to stop three million scam mailings from reaching 
customers (page 4). 

Publishers are also smiling as the Royal Mail have also just introduced 
new incentives for magazine publishers (page 13). 

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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It was early in 2017 when ONEPOST signed 
up to a new Code of Practice to eradicate 
scam mail.

This followed on from several initiatives 
from Royal Mail to crack down at the end 
of 2016.

Early in March 
2018, Royal Mail 
reported that it 
had now stopped 
some three million 
scam mail items 
from reaching 
UK homes, since 
stepping up its 
drive against 

fraudsters. Whilst this is very welcome news, 
it has to be remembered that scam mailers 
are highly organised and are constantly 
looking at ways of getting to their ‘target 
market’.

Commenting on reaching the three million 
milestone Stephen Agar, Managing Director 
of Letters at Royal Mail, said: “We are 
committed to doing everything we can to 

stop this fraudulent material from reaching 
UK households. We continue to deploy a 
range of different initiatives to keep one 
step ahead of the scammers.”

The list of anti-scam initiatives already 
taken by Royal Mail includes:

• Leading the industry to launch a new 
Code of Practice on scam mail

• Stopping scam mail from reaching 
letterboxes by impounding it at 
distribution centres

• Working with National Trading Standards 
Scams Team to train delivery people to 
identify scam mail

• Working in partnership with postal 
services in other countries.

ONEPOST understands the serious 
impact of scam mail and recognises our 
responsibility to doing whatever we can to 
safeguard our customers from such criminal 
activity. 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

Royal Mail stops three 
million scam mailings

THE BATTLE TO REDUCE THE AMOUNT OF FRAUDULENT MAIL 

REACHING UK CONSUMERS HAS HIT A SIGNIFICANT MILESTONE AS 

ANTI-SCAM MEASURES ARE CONTINUOUSLY IMPLEMENTED

NEWS
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Every quarter Royal Mail is required to 
publish a range of Quality of Service 
performance results. The latest results – for 
the period from 25 September 2017 to 
3 December 2017 – have recently been 
published.

Here are some of the headline results:

• First Class mail was recorded at 91.5% 
being delivered the next working day, 
against a target of 93.0%. Cumulative for 
the year to date (i.e. nine months) sees 
Royal Mail delivering at 92.5%, still slightly 
behind its overall target.

• Second Class mail was recorded at 98.6% 
delivered within three working days, 
against a target of 98.5%. For the year to 
date the performance level is 98.7% – so 
marginally ahead of its overall target.

During the same trading period, 
Downstream Access products were 
recorded at 93.7% and the cumulative 
performance year to date stands at 94.7%. 
Whilst there are no performance level 
criteria for these products, the standard is 

for mail to be delivered on the first working 
day after receipt by Royal Mail.

Sue Whalley, Chief Operations Officer, Royal 
Mail said: “We take our Quality of Service 
requirements 
extremely seriously. 
Our postmen and 
women work six 
days a week, in all 
weathers, to deliver 
to these challenging 
targets, which 
are amongst the 
most demanding 
anywhere in Europe. 
Our customers are 
always uppermost 
in our minds. We 
continue to focus 
on improving and 
maintaining high 
standards of service.”

Royal Mail publishes latest 
Quality of Service figures

UK’S UNIVERSAL SERVICE PROVIDER SLIGHTLY BEHIND FIRST 

CLASS AND JUST AHEAD OF SECOND CLASS TARGETS – WHICH 

THEY CLAIM ARE ‘THE MOST DEMANDING ANYWHERE IN EUROPE’

NEWS
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The ‘Keep Me Posted’ campaign was 
recently boosted by winning the support 
of Kate Hoey MP, who tabled an Early Day 
Motion in the House of Commons. The 
motion recognises the importance of 
consumers’ rights to choose paper bills 
and statements and, if the motion gathers 
enough support, MPs will debate the 
Motion in Parliament and it could result in 
greater consumer protection.

‘Keep Me Posted’ is a partnership of 
representatives from charities, interest 
groups and businesses (including 
ONEPOST) who recognise the importance 
of communication choice for all consumers 
– particularly the most vulnerable in society. 

Some relevant facts from the ‘Keep Me 
Posted’ website (www.keepmeposteduk.
com)

• 90 million transactional relationships 
between consumers and their service 
providers – such as banks and energy 
companies – are now protected by the 
campaign’s efforts.

Keep Me Posted campaign 
gains significant Parliament 
support
THE IMPORTANCE OF MAINTAINING CUSTOMER CHOICE IN 

RECEIVING PAPER-BASED COMMUNICATIONS IS HIGHLIGHTED IN 

HOUSE OF COMMONS 

• On average, every consumer in the 
United Kingdom has at least one paper 
bill or statement protected as a result of 
the ‘Keep Me Posted’ campaign’s efforts.   

Kate Hoey MP, said: “Going paper-free is 
great but it is not right for everyone. As we 
embrace technology we must not create 
new barriers for people to access their 
financial information. There are particular 
challenges for those living in poverty, the 
elderly, those with mental health issues 
and the disabled, and the ‘Keep Me Posted’ 
campaign is quite right to fight for them to 
have a choice.”

Whilst thanking Kate Hoey MP for her 
support, Judith Donovan CBE, Chair of 
the ‘Keep Me Posted’ 
campaign added: “We 
encourage all Members 
of Parliament to sign 
the Early Day Motion 
and publicly support 
consumer choice and 
defend vulnerable 
consumers.”

NEWS
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Marketers appreciate and understand that 
effective personalisation enables them 
to cut through the noise and improve the 
customer experience. Understanding what 
customers find acceptable and what they 
don’t, becomes critical in providing them 
with the most appropriate level of service. 

As brands continue to focus on how 
they can use customer data to deliver 
personalised messages to shoppers, 
marketers should take note that, according 
to a recent survey, simply sending 
customers birthday greetings or addressing 
them by their first name is not enough 
these days. 

The new research from marketing 
automation suite Pure360 reveals that:

• Only 7% of UK consumers are interested 
in messages that relate to their personal 
details such as their birthday

• And just 8% said that they are likely to 
engage with online retailers that address 
them by their first name in their brand 
marketing. 

The study highlighted instead the value of 
tailored promotions as the most important 
aspect of marketing messages:

• Almost a half of UK consumers (45%) are 
prepared to engage with a retail brand 
that uses personalised offers in their 
marketing 

• Millennial consumers (18 –24) were found 
to be the most enthusiastic demographic 
about personalised offers, with 54% 
stating that they would engage with 
brands that contacted them about deals.

Pure360 marketing director Komal Helyer 
said: “While there is a case for personalised 
communications – when they represent 
value and opportunity for the consumer 
– our findings show that it is essential 
for businesses to know their audience 
and understand the kind of personalised 
messaging that will lead to positive 
brand engagement. Personalisation as 
it was known may be dead, but relevant 
personalised communication lives on.”

Time for marketers to get up 
close and personal

RESEARCH CONFIRMS THAT TOKEN PERSONALISATION CUTS LITTLE 

ICE WITH CONSUMERS WHO INCREASINGLY WANT BRANDS TO 

MAKE THEM TARGETED PERSONALISED OFFERS

INDUSTRY RESEARCH
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To date, much of the focus has been on 
businesses preparing for GDPR, but the new 
regulation is also set to have a big impact on 
consumers, especially in terms of improving 
the customer journey.

ONLY 38% OF BUSINESSES AND 44% OF 
CHARITIES ARE AWARE OF GDPR
In a somewhat alarming piece of 
government research, it would appear that 
a significant amount of UK organisations 
have still not heard of the General Data 
Protection Regulation (GDPR), meaning that 
they will struggle to be on course in terms 
of compliance.

‘Cyber Security Breaches Survey 2018: 
Preparations for the new Data Protection 
Act’ (issued by the Department for 
Culture, Media & Sports) looked at how 
aware businesses and charities are of the 
imminent changes – and how they are 
actively preparing for the change. 

• Awareness: overall, only 38% of 
businesses and 44% of charities said that 
they had heard of the GDPR.

GDPR: Businesses and 
Customers… are you ready?

DATA BREACHES HAVE INCREASED CONSUMERS’ AWARENESS OF 

PERSONAL DATA USAGE WITH TRUST AND CONFIDENCE NEEDING TO 

BE REBUILT – THE ETHOS OF GDPR IS A KEY PART OF THAT MESSAGE

• Preparation: Among those aware of 
GDPR, just over a quarter of businesses 
(27%) and charities (26%) have made any 
changes to the way they operate in 
response to the forthcoming changes.

Data, broken down by size of organisation, 
suggests that those in smaller organisations 
are less likely to have heard of GDPR than 
those in medium and large organisations.

In terms of awareness, business sectors 
doing quite well include: Finance and 
Insurance (79%); Information and 
Communications (67%); and Education 
(52%). However the following sectors are 
reporting a very low level of awareness of 
GDPR: Construction (25%) and Production 
and Manufacturing (27%).

In terms of preparation, businesses in the 
Financial and Insurance sector are the 
most likely to have made changes (54%). 
However, the Retail and Wholesale sector is 
the least likely to have made any changes 
(13%).

REGULATORY
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So, how are things with the consumer?

‘SIX OUT OF TEN CONSUMERS ARE 
SOMEWHAT OR VERY AWARE OF A NEW 
DATA PROTECTION LAW’
That’s a headline finding from the 2018 
DataIQ GDPR Impact research, the first 
tranche of which (covering mobile and 
digital data) was published in March. 

It is true that this awareness is not 
specifically of GDPR – but it is a significant 
reversal of the situation last year when 62% 
were only slightly or not at all aware.

Consumers are of course increasingly 
savvy and sensitive about their personal 
data, which is not surprising given the 
media headlines about data breaches 
and the poor responses from some of the 
organisations involved. 

This could be why in a recent survey by 
retail consultants SAS, around 30% of 
consumers intend to use GDPR to have 
their data removed by retailers, and a similar 
percentage will opt to prevent use of their 
data for marketing purposes.

MEANWHILE, ICO LAUNCHES ‘YOUR 
DATA MATTERS’ CAMPAIGN
The Information Commissioner’s Office 
(ICO) launched its new ‘Your Data Matters’ 
public awareness campaign early in April. 
The campaign is aimed at increasing the 
public’s trust and confidence in how their 
data is used and made available.    

The decision to launch the campaign 
came after research conducted by the ICO 
in August last year found that only 20% 
of the public has trust and confidence in 
how organisations store their personal 
information.

But, in a separate DMA report, two-thirds of 
consumers said they would be more willing 
to share data once they heard about GDPR 
and what it means for their data.

Rachel Aldighieri, managing director at the 
DMA said: “While consumer education will 
not solve all the problems, if marketers can 
embed the ethos of GDPR into how they 
talk to consumers, that combined with 
education will build trust.”
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On the 25 May the EU’s General Data 
Protection Regulation (GDPR) will become 
effective – replacing the Data Protection 
Act, 1998.

The GDPR is a culmination of four years of 
work that has seen the Direct Marketing 
Association (DMA) actively lobby and 
influence the evolution of the GDPR text. 

In a recent guide – ‘GDPR for Marketers: The 
Essentials’ – the DMA state the following: 

“The General Data Protection Regulation 
(GDPR) mirrors the DMA’s long-held view 

GDPR: It’s a long and 
winding road…

THE FOUR YEAR JOURNEY CULMINATES ON 25 MAY BUT THE 

PROCESS WILL CONTINUE AFTER THAT – WITH EVERYBODY URGED 

TO BE HONEST FAIR AND TRANSPARENT WITH CUSTOMER DATA

about the need to place people at the 
heart of everything we do – and echoes 
our commitment to a code that enshrines 
five key principles which marketers should 
follow:

•	 Put	your	customer	first	

• Respect privacy and meet your 
customers’ expectations

• Be honest, be fair, be transparent

• Exercise diligence with data

• Take responsibility, be accountable.”

REGULATORY
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In March the Information Commissioner’s 
Office (ICO) issued their long awaited 
‘legitimate interest’ guidance.

The marketing industry has already created 
its own guidance produced by the Data 
Protection Network, the DMA and others. 
The ICO’s guidance largely covers the same 
ground. 

GDPR: ICO CLARIFY THAT LEGITIMATE 
INTEREST IS COMPRISED OF THREE KEY 
ELEMENTS
In their published guidance the ICO 
suggests that it helps to think of this as a 
three-part test.

• Purpose test:  Identify a legitimate 
interest 

• Necessity test: show that the 
processing is necessary

• Balancing test: balance it against the 
individual’s interests, rights and 
freedoms.

For a more detailed version of legitimate 
interest, there is a download document 
available from the ICO website:  
www.ico.org.uk

Of course, the GDPR reaches its 
implementation on Friday 25 May, but the 
journey will continue long after.

IMPORTANT UPDATE

“You won’t need consent for 
postal marketing – you can 
rely on legitimate interests for 
marketing activities if you can 
show how you use people’s 
data is proportionate, has 
minimal privacy impact, and 
people would not be surprised 
or likely to object.”
Elizabeth Denham 
UK Information Commissioner
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Earlier this year the Fundraising Regulator 
updated its Code of Fundraising Practice 
to bring the fundraising rules into line with 
new data protection laws. The Code, and 
the associated rule books, were formally 
transferred to the new Regulator at its 
creation and launch on 7 July 2016.

The standards were developed by the 
fundraising community through the work 
of the Institute of Fundraising and Public 
Fundraising Association.  

The publishing of the new code follows a 
consultation opened by the Regulator in 
October last year. As you might expect, the 
new code has been produced to coincide 
with the implementation of the General 
Data Protection Regulation (GDPR) and so it 
will come into effect on 25 May 2018.  

The updated code includes new sections 
on data protection and direct marketing 
and provides definitions for key data 
protection terms, as well as signposting 
to further guidance from the Information 
Commissioner’s Office (ICO). 

Fundraising Regulator 
publishes new Code

UPDATED CODE OF FUNDRAISING PRACTICE INCLUDES NEW 

SECTIONS ON DATA PROTECTION AND DIRECT MARKETING – AND 

INCLUDES STANDARD DEFINITIONS FOR KEY TERMS

As a summary, the Fundraising Regulator 
said the changes will: 

• Ensure consistent terminology between 
the Code and GDPR

• Emphasise that any activity involving 
personal data (including wealth 
screening, data matching, tele-
appending and reuse of public 
information) falls under processing and 
that data protection rules apply

• Create new sections on data protection 
and direct marketing

• Add and expand definitions for key terms, 
including ‘processing’, ‘consent’ and 
‘legitimate interest’ 

• Increase links to existing guidance from 
the ICO, the Fundraising Regulator and 
other relevant bodies.

The revisions also highlight those areas that 
may be subject to further change when the 
new Data Protection Bill is enacted and the 
Privacy and Electronic Communications 
Regulations (PECR) are reviewed. 

SECTOR FOCUS: MAIL ORDER
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There was welcome news for the publishing 
sector when Royal Mail launched four new 
incentive schemes designed specifically to 
help publishers optimise postage costs and 
retain subscriber numbers.

The incentives are:

New Titles: 30% discount on postage for 
the subscription distribution of new title 
launches. To help with a launch Royal Mail 
will reduce the postage by 30% for the first 
12 months and then 10% for a further 12 
months as the title becomes established.

Volume Commitment: 2% discount on 
the postage for a publisher sending the 
same volume of subscription magazines 
as last year. This means postage costs will 
be reduced anywhere from 0.6p to 1.9p 
(depending on weight) – publishing volume 
must be at least 500,000 items per year.

Subscriber Acquisition: 15% discount 
off postage for mailings where the primary 
objective is to recruit new subscribers. Tests 
can be performed over a period of up to 
six months, with renewal mailings being a 
minimum of 10,000 items.

Subscriber Renewals: 
15% discount off postage 
where mail is used 
incrementally to secure 
renewals, or for tests that 
add a new stage of mail to 
the renewal process. As 
with subscriber incentive 
tests these can be 
performed over a period 
of up to six months for 
renewal mailings of at 
least 10,000 items.

Tim Cable, Strategy Director at Royal Mail 
Letters commented: “We will continue to 
work closely with the PPA (Professional 
Publishers Association) and its members to 
explore how else we can support publishers 
in the future.”

If you would like further information on 
these or any other Royal Mail incentives, 
please contact us here at ONEPOST.

Royal Mail’s new publishing 
offers: send more and save 
more
NEW POSTAGE PRICE INCENTIVES FOR PUBLISHERS INCLUDE 

LAUNCH SAVINGS FOR NEW TITLES PLUS SUBSCRIBER ACQUISITION 

AND RENEWAL OFFERS

SECTOR FOCUS: PUBLISHING
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As in many business sectors the postal 
industry is utilising technology as the main 
driver of innovation. A recent example of 
this came to our notice when car giant 
Porsche announced it’s currently testing 
the feasibility of incorporating ‘blockchain’ 
applications directly in its vehicles… and 
this could enable customers to give parcel 
delivery agents temporary access to their 
car!

Without getting too technical, the 
‘blockchain’ is a distributed ledger of 
transactions verified by independent 
third parties. Or, as Porsche describe it 
“Blockchain is a decentralised protocol 
for data transactions between business 
partners … Every change is recorded in 
chronologically arranged data blocks, 
making it transparent and tamper-proof.”

This means that using ‘blockchain’ will 
result in a clear, unaltered record of when, 
and to whom, the car owner granted 
temporary access to the vehicle. In addition, 
‘blockchain’ speeds up the process.

Porsche testing Blockchain 
data innovation

CARMAKER PORSCHE IS INTRODUCING NEW METHODS TO ALLOW 

QUICK AND SECURE DATA DISTRIBUTION – EVEN ALLOWING 

TEMPORARY THIRD-PARTY ACCESS TO YOUR PRECIOUS VEHICLE

Commenting on the potential and safety 
issues for the car industry and car owners, 
Oliver Doring, Financial Strategist at 
Porsche said: “We can use blockchain to 
transfer data more quickly and securely, 
giving our customers more peace of mind 
in the future, whether they are charging, 
parking or need to give a third party, such as 
a parcel delivery agent, temporary access 
to the vehicle. We translate the innovative 
technology into direct benefits for the 
customer.”

The specifics of how ‘blockchain’ may 
benefit drivers and postal operators could 
seem a bit abstract, but the important point 
here is that ‘blockchain’ is likely to change 
the way data is used and distributed across 
the world. 

INNOVATION
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The market for online shopping continues 
to grow at a remarkable rate and, according 
to recent research, this trend is set to 
continue over the next few years.

Forrester (one of the most influential 
research and advisory firms in the world) 
has recently updated its ‘Western European 
Online Retail Forecast for 2017 to 2022’ – 
which outlines the growth of the online retail 
market across 17 markets in Western Europe. 

It covers 22 product categories and the 
research suggests:  

• Online sales will grow at an average of 
11.9% per year over the next five years in 
Western Europe

• 21% of non-grocery retail sales are 
predicted to be online by 2022

• And although grocery will be one of the 
fastest-growing online retail categories. 
Just 4.5% of grocery sales will be 
transacted online in 2022

• In 2017, it reveals that online sales grew 
10 times faster than the retail market in 
Europe.

Report author Michael O’Grady expects 
to see continued growth in online sales 
in selected sectors. “In Germany, beauty 
and cosmetics sales grew by 14% in 2017, 
faster than the overall German online retail 
market,” he said. “The UK drives online DIY 
sales in Western Europe, with 14% of its 
sales online, which is twice the Western 
European average.”

Forrester also predicts that digital-
influenced sales will account for 38% of total 
retail sales in the EU by 2021 and that 55% 
of total European retail sales, or €1 trillion, 
will involve digital touchpoints by 2021.

Online sales set to grow in 
Western Europe over next 
five years
ONLINE DIY SALES GIVES BRITAIN TWICE THE WESTERN EUROPEAN 

AVERAGE – WHILE BEAUTY AND COSMETICS HAVE AN ONLINE 

SALES BOOM IN GERMANY

INTERNATIONAL




