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WELCOME
Welcome to the latest issue of Post Impressions.

The new data protection era has now started giving the consumer more 
control over their data, but the Information Commissioner’s Office 
indicates that responsible direct mail activity shouldn’t require prior 
consent (pages 8–9), which is good news for a marketing channel that 
last year was behind only online and TV in terms of expenditure (page 10).

Still on the data front, a worldwide survey has highlighted the key need 
for transparency in how data is collected and used (page 7).

It’s interesting to note that only one in five customers want the same 
or next day delivery for their online purchases, with many happy to wait 
longer (page 13).

And we would like to wish the Royal Mail CEO, Moya Greene, all the very 
best for the future as she leaves after eight years in the role, and best 
wishes to her replacement Rico Back.

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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ONEPOST Managing Director 
Graham Cooper was a founder Board 
Member of the Direct Marketing 
Association (DMA) and has 
represented the industry in 
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 April, Royal Mail 
announced that Moya Greene is to stand 
down as CEO after eight years. Ms Greene 
will leave the Royal Mail board in July, 
but remain with the company until 14 
September.

The Canadian executive – who was 
previously boss of Canada Post – was 
replaced on 1 June by Rico Back who was 
previously head of Royal Mail’s European 
business General Logistics Systems (GLS). 
Black will be supported by Sue Whalley 
(another senior Royal Mail executive) who 
will be promoted to Chief Executive of the 
company’s UK post and parcels business. 

Ms Greene said it had been her “pleasure 
and a great privilege to serve as CEO of the 
cherished UK institution”, adding that she 
was looking forward to “going on walks 
with my husband and reading things which 
aren’t related to business.”

Royal Mail chairman Peter Long said “Royal 
Mail was highly fortunate to recruit Moya, 
given her direct experience, strategic vision, 

drive and proven track record across a 
range of industry sectors.”

Her time at Royal Mail has not been without 
challenges. Perhaps most notably was the 
overseeing of the controversial privatisation 
of the business in 2014 – after three 
previous attempts by the Government. 

Her contribution was recognised by 
Long when he added “I would like to 
extend to Moya our sincere thanks for her 
tremendous contribution during a defining 
time for us.”

All change at the top for 
Royal Mail

MOYA GREENE – CEO FOR EIGHT YEARS – TO LEAVE AND BE 

REPLACED BY HEAD OF EUROPEAN BUSINESS

Rico Back

PEOPLE
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May saw Royal Mail issue its most recent 
Quality of Service figures, as well as its full 
year financial results. 

QUALITY OF SERVICE
Overall results were a bit mixed, and it was 
disappointing to note that Royal Mail missed 
its annual regulatory target for First Class 
mail:
• First Class mail was recorded at 91.6% 

being delivered the next working day – 
against an annual target of 93.0%

• Second Class was recorded at 98.4% 
being delivered within three working days 
– against an annual target of 98.5%. 

Royal Mail reported that the full-year 
outcome for First and Second Class mail 
was significantly impacted by a number of 
exceptional events including:
• A challenging industrial relations 

environment
• Some very severe weather 
• Cyber Week falling outside the exemption 

period 
• Significantly reduced staffing levels 

caused by the Australian flu outbreak.

REVENUE UP BY 2%, PROFIT UP BY 1%
For the financial year 2017–2018, Royal 
Mail revenue increased by 2% to £10.2 
billion – largely driven by UKPIL and GLS 
parcels growth. And, adjusted operating 
profit before transformation costs was £694 
million – up by 1% on an underlying basis. 

In terms of business performance, Royal Mail 
reported that parcel revenue grew by 4%, 
whilst total letter revenue declined by 4%. 
And similar patterns for volumes with parcel 
volumes up 5% and letters declined by 5% – 
which was in line with expectations.

Mixed results for Royal Mail

OPERATOR MISSES ANNUAL TARGET FOR FIRST CLASS AND JUST 

ACHIEVES SECOND CLASS GOAL – ARGUING THAT IT WAS 

ADVERSELY AFFECTED BY EXCEPTIONAL EVENTS

NEWS
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April was generally recognised as a difficult 
month for footfall and sales on the high 
street, with the British Retail Consortium 
reporting a 3.3% drop in visitor numbers 
to stores. However UK online retail sales 
continued to rise, according to the latest 
figures from the Interactive Media in Retail 
Group (IMRG) Capgemini e-retail Sales 
Index.

• UK online sales grew by 18.8% – 
compared to the same month last year. 
This is the highest seen since November 
2016, and came despite Easter falling 
early in March.

• Strong results across sectors, particularly 
in clothing (+15.6%), garden (+12%) and 
electricals (+20.9%).

Recognising that new technology plays an 
ever increasing role in the online shopping 
experience for consumer, Bhavesh Unadkat, 
Principal Consultant in retail customer 
engagement, Capgemini commented: “This 
links to a bigger picture as consumers are 
adopting more technology as part of their 
everyday life; voice-assisted technology 

UK online sales continue to 
grow – up by 18.8% in April

LATEST FIGURES CONFIRM FURTHER DROP IN HIGH STREET 

NUMBERS WHILE ONLINE CONTINUES ITS GROWTH – 

PARTICULARLY IN ELECTRICALS AND CLOTHES

is a primary driver of smart technology in 
the home, wearable technology such as 
health and fitness devices is increasing in 
popularity, and further innovations in home 
security and entertainment give a taste of 
upcoming trends in 2018.”

The IMRG Capgemini Index, which was 
started in April 2000, tracks ‘online 
sales’, which are defined as ‘transactions 
completed fully, including payment, via 
interactive channels’ from any location, 
including in-store.

INDUSTRY RESEARCH
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Clearly, we live in an era where data (and 
how it’s used) is a top priority for businesses. 
So, where does that leave the consumer? 

A recent study ‘Global data privacy: 
What the consumer really thinks’ – 
commissioned by the Direct Marketing 
Association (DMA), the Global Alliance of 
Data-Driven Marketing Associations and 
Acxiom – surveyed 10 markets across four 
continents. The countries in the survey 
included Argentina, Australia, Canada, 
France, the Netherlands, Singapore, Spain, 
the UK and the USA. 

Some key findings include: 
• 86% believe that transparency about how 

their data is collected and used is 
important

• 83% of consumers would like more 
control over their data 

• 51% are happy to give up their personal 
data if there is a clear benefit for doing so

• 51% rank ‘Trust in an organisation’ over 
‘Free services’ when exchanging data

• 26% are unconcerned about the use of 
their data

• However 23% will not share their data at all.

The study also reveals that industry is seen 
to benefit disproportionally from the data 
economy across global markets: 78% of 
consumers believe that industry benefits 
most from data sharing with just 9% 
believing that consumers currently benefit 
the most.

For industry across the world, the extent 
of this perceived imbalance will need to be 
addressed in order to build a data economy 
that is seen to benefit all parties more 
equally.

What consumers really think 
about data privacy

WORLDWIDE SURVEY REVEALS THAT TRANSPARENCY AND TRUST 

ARE KEY AND THAT THE ‘BALANCE OF POWER’ IN THE DATA 

ECONOMY IS NOT WITH CONSUMERS

DATA
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After two years in the making, the General 
Data Protection Regulation (GDPR) finally 
came into force on 25 May. Clearly this 
has had a major impact on businesses 
and consumers but, in reality, the 
implementation is just the beginning.

ONE THING IS CERTAIN... THERE WILL 
ALWAYS BE MARKETING
However, the GDPR will significantly change 
the way marketers do business – especially 
when it comes to using consumer data 
to deliver marketing content. Of course, 
consumers are now given far more control 
over their personal data and organisations 
that fail to comply could be charged up to 
£17.2m or 4% of their annual turnover.

CONSUMERS STILL DON’T KNOW HOW 
ORGANISATIONS USE THEIR DATA
There was a general assumption that GDPR 
would educate the general public on how 
organisations collect and use their data, but 
the Charter Institute of Marketing actually 
found the opposite – 48% of consumers 
saying they don’t know where and how 
organisations use their personal data… 
despite the hype over GDPR.

The future’s bright – The 
future’s Direct Mail

THE NEW DATA PROTECTION ERA IS HERE AND WHILE THE 

CHANGES ARE SIGNIFICANT POSTAL MARKETING CAN LOOK TO 

‘LEGITIMATE INTRERESTS’

THE FUTURE’S BRIGHT – THE FUTURE’S 
DIRECT MAIL
Earlier this year the direct mail industry was 
given a real boost after the ICO confirmed 
that under GDPR companies will be able to 
use ‘legitimate interests’ – and not have to 
gain explicit consent to contact consumers 
by post.

For clarity, this is the wording as it appears 
on the ICO website in the FAQ section: 

“You don’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 a minimal 
privacy impact and people would not 
be surprised or likely to object”.

REGULATORY
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This is something Judith Donovan, chair 
of the Strategic Mailing Partnership (SMP) 
highlighted:

“My members are quite excited. There 
was a time when we were worried about 
GDPR but it soon became clear that mail 
would be under legitimate interest and 
thus considered more under the law than 
e-communication.

“The long-term implication is that this 
recognition will lead to more direct mail and 
print jobs being produced. We do have to be 
careful to keep everything above board and 
stick to procedure, but I also see this as a 
shifting of the roles for mailers.” 

WIN AT GDPR – WITH POST AND DIRECT 
MAIL
We all know how effective direct mail can 
be – and it’s good to know you can now 
make plans for your direct mailing initiatives 
without panicking about explicit consent – 
as long as your data processing meets the 
GDPR regulations and you can demonstrate 
the potential benefits to the end consumer.

If you need any help with your next direct 
mail campaign, ONEPOST are here to help 
you – so please get in touch.

DID YOU KNOW…
that under the new regulations companies 
like yours can continue to use direct mail 
without the permissions needed for email 
marketing? 

Find out more today, and get… 

• Help and advice on how to maximise 
postal cost savings 

• Total mail management from arranging 
collections to delivery 

• Expertise in packet & parcel and 
fulfilment management 

• Data services to ensure your data is 
accurate, current & complete, so your 
post goes to the right people.

Win at GDPR... With Post and Direct Mail

GDPR
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Figures published in the latest ‘Advertising 
Association/WARC Expenditure Report’ 
reveal a robust performance from direct 
mail, as well as an overall record spend for 
the broader advertising sector in 2017.

• Direct mail spend rose by just under 1% to 
£1.75bn in 2017

• Direct mail remains the third largest 
medium behind internet (which grew 
14.3% to £11.5bn) and TV (which showed 
a decline of 3.2% to £5.1bn) 

• Total advertising spend grew by 4.6% 
reaching a record annual figure of £22.2bn

The report is widely viewed by the industry 
as the definitive measure of advertising 
activity in the UK. It’s the only source that 
uses advertising expenditure gathered from 
across the entire media landscape, rather 
than relying on estimated or modelled data. 

The direct mail results are encouraging and 
include a strongest performance for nearly 
six years in Quarter 3, 2017 – growing by 
5.9% in comparison to the same period in 
2016. 

Advertising 
Association 
Chief Executive 
Stephen Woodford 
said: “These 
very impressive 
adspend figures 
demonstrate 
the strength and 
resilience of the 
UK advertising 
industry over the 
course of 2017.”

Looking ahead Woodford added: “The UK 
is a hub for the global ad industry and with 
our expertise and creativity, I am hopeful we 
can continue with this run of success into 
the future”.

ONEPOST are here to help you get your 
mailings and campaigns out there in the 
most efficient and cost-effective way. Just 
give us a call to find out how much you 
could be saving today.

Direct Mail puts on a strong 
performance for 2017

DIRECT MAIL STAYS IN THIRD PLACE – AFTER ONLINE AND TV – 

WITH AN EXPENDITURE OF ONE AND THREE-QUARTER BILLION 

POUNDS OVER THE CALENDAR YEAR

INDUSTRY RESEARCH
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With online shopping continuing to grow, 
it’s increasingly important for retailers to 
fulfil and deliver orders to meet customer 
expectations. Evidence shows that the 
delivery experience can make or break the 
customer experience, and is a key factor in 
repeat purchase decision 
making.   

A recent study by Whistl 
has delved further into 
what exactly the delivery 
expectations of the British 
public are.

There are some surprising 
results from the survey:

• 7% of consumers only 
want same day delivery 

• 12% must have their order delivered the 
next day

• 32% are still happy to receive their orders 
within two to three days

• However, over a quarter of UK shoppers 
are willing to wait a week to receive their 
purchases.

Shopping delivery –  
what customers want

ONLY ONE IN FIVE CUSTOMERS WANT SAME OR NEXT DAY 

DELIVERY WITH OVER A HALF WILLING TO WAIT THREE DAYS TO A 

WEEK FOR THEIR PURCHASES

It would seem that overall females are 
happier to wait longer for their deliveries 
(91 hours) compared to a slightly more 
impatient male (89 hours). In addition, 
those under age 24 are the most impatient 
– with only 16% saying they were happy to 

wait a week for delivery – 
compared to 38% for those 
over age 65.

Melanie Darvall, 
Director of Marketing & 
Communications at Whistl 
said “With the rise of online 
shopping we are seeing a 
greater demand for same 
and next day delivery to fit 
in with the lifestyle needs of 
consumers. 

“This is driving a fundamental change in 
the speed and flexibility of services from 
delivery providers and they will have to 
continue to evolve to satisfy retailers who 
must respond to their customers’ needs.”

SECTOR FOCUS: MAIL ORDER
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Subscription services have been around for 
decades. In the early days, the majority were 
magazine subscriptions. But the dawning of 
the internet era saw the arrival of increased 
and diverse activity – particularly with 
subscription boxes from companies like 
Graze. 

Recent figures from Whistl show the 
growing importance of subscription services 
to the UK retail market. The Subscription 
Services survey questioned 1,100 people 
and revealed: 

• Customers are collectively spending over 
£2bn a year on regular deliveries of goods 
– from snacks and drinks, to beauty 
products

• Almost two-thirds (61.4%) had an Amazon 
Prime subscription

• The next most popular choice was the 
snack boxes from Graze (12.3%)

• Clothing also featured strongly with 
nextunlimited (9.7%) and ASOS Premier 
(8.8%) both occupying top-five positions.

As you might expect, consumers state 
‘convenience’ (45%) and ‘value for money’ 
(60%), as their main drivers for signing up to 
subscription services. The average Amazon 
Prime user said the service saved them £165 
a year.

Carl Thompson of Hawkins & Shepherd 
(which offers a monthly shirt delivery) says 
the company has seen steady growth since 
introducing its subscription model, with 
around 37% of subscribers making extra 
purchases on its website outside of their 
subscription. 

Melanie Darvall, Director of Marketing and 
Communications at Whistl, commented: 
“It’s great to see the popularity in monthly 
subscription services and how they are 
benefitting both businesses of all sizes and 
the customers who sign up to them.”

Retail subscriptions – UK 
market booming

FROM SHIRTS TO SNACKS – THE GROWTH OF ONLINE 

SUBSCRIPTIONS HAS RISEN TO OVER TWO BILLION POUNDS A 

YEAR

SECTOR FOCUS: MAIL ORDER
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In an effort to raise public awareness, 
the Fundraising Regulator has launched 
its first engagement campaign with the 
distribution of 76,000 leaflets promoting 
the Fundraising Preference Service (FPS). 

• The 12-week campaign will run from May 
to August  

• Leaflets will be sent to doctor’s surgeries 
across England, Wales and Northern 
Ireland

• Content will include information about 
what the Fundraising Regulator is, and 
how the FPS works 

The Fundraising Regulator is the 
independent regulator of charitable 
fundraising, and its aim is to strengthen the 
system of charity regulation, and restore 
public trust in fundraising. The FPS was 
officially launched on 6 July 2017 – a year 
after the Fundraising Regulator itself was 
officially launched. 

Fundraising Preference 
Service first public 
campaign live
NEW THREE MONTH PUBLIC AWARENESS CAMPAIGN IS BEING 

TARGETED AT THE MOST VULNERABLE VIA DOCTORS’ SURGERIES

The Regulator states that the campaign 
would form “part of the efforts to ensure 
that people who want more control over 
the communications they receive from 
charities, particularly those in vulnerable 
circumstances or their families, are aware of 
how to use the FPS to deal with unwanted 
communications from charities.”

A spokeswoman for the regulator said the 
leaflets cost £5,500 to design and print, and 
a further £12,000 to distribute. She said, 
“The number of people who have signed 
up to the FPS in the last year shows that it 
is being used as intended; as a last resort 
for stopping communications from specific 
charities.

“This campaign specifically is about 
ensuring that the most vulnerable across 
the UK are aware of our service – which is 
why we are targeting GP surgeries.”

According to the regulator, over 5,000 
people have already used the FPS to prevent 
one or more charities from getting in touch 
with them by phone, mail, email or text.

SECTOR FOCUS: CHARITY
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The postal sector is embracing innovation 
to respond to the rapid evolution of 
consumer needs and to remain competitive 
in ever-changing markets. In previous 
issues we have spoken about our interest in 
the following delivery innovations. 

DRONE DELIVERY PARTNERSHIP
Parcel delivery by drones remains in an 
experimental phase, with technical and 
safety issues still to be resolved. Late in May 
Drone Delivery Canada (DDC) and Toyota 
Tsusho Canada Inc. (TTCI) announced an 
agreement to work together on a drone 
delivery platform.

Under the agreement, TTCI will participate 
in DDC’s commercial pilot program in 
Canada as an initial stage. Collectively, the 
two groups will look to commence flight 
testing and identify other international 
markets to deploy DDC’s proprietary 
drone delivery platform as an alternative 
transportation solution.

DPD TO TRIAL ELECTRIC 3-WHEELERS
The need to deliver in an environmentally 
friendly manner continues to focus the 

Update: Drones and electric 
three-wheelers for delivery

NEW CANADIAN PARTNERSHIP LOOKS TO DEVELOP AIRBORNE 

DELIVERY AND GERMAN OPERATOR HAS PLANS FOR ELECTRIC 

TRICYCLES IN THREE CITIES 

mind of leading postal operators across the 
world. DPD has recently announced that 
it’s using eight fully-electric TRIPL tricycles 
for parcel delivery in the German cities of 
Berlin, Hamburg and Cologne.

Gerd Seber, Group 
Manager Sustainability 
& Innovation at DPD 
Germany said: “While 
parcel volumes are 
growing rapidly, 
inner-city traffic is 
also growing. This is 
where our TRIPLs can 
help, because they 
make much faster progress on narrow 
and congested inner-city streets than our 
conventional delivery vans. The emission-
free electric drive of the TRIPL not only 
reduces traffic but also helps to conserve 
the environment.”

We’re bound to continue to see exciting 
innovations and changes to how mail is 
delivered – and here at ONEPOST we’re 
excited to keep you updated on new ideas. 

INNOVATION
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Recently the European Paper Recycling 
Council (EPRC) published its ‘European 
Declaration on Paper Recycling 2016–
2020’. The EPRC was set up as an industry 
self-initiative in November 2000 to 
monitor progress towards meeting the 
paper recycling targets set out in the 2000 
European Declaration on Paper Recycling. 

Since 2000, the European value chain has 
been committed to increasing recycling 
and working in unison to increase paper 
recycling. 

• In 2016, 72.5% of all paper consumed in 
Europe was recycled, 

• Europe is reportedly on track to meet the 
overall commitment of 74% by 2020.

When comparing 2015 results with 2016, 
the collection of paper for recycling 
increased by 0.9%, reaching 59.5 
million tonnes. At the same time paper 
consumption slightly decreased, totalling 
82.1 million tonnes. These two factors drove 
a considerable increase in the recycling rate 
from 71.9% in 2015 to the 72.5% achieved 
in 2016.

Clearly this is an important 
step towards reaching the 
2020 target of 74% paper 
recycling. However the report 
recognises that “we are now 
fast approaching our maximum 
potential, since 22% of paper 
consumption can neither be 
collected nor recycled”. 

Ulrich Leberle, Secretary of 
the EPRC and Raw Materials 
Director at the Confederation 
of European Paper Industries 
(CEPI) says “We continue to 
make progress in elevating 
Europe’s recycling rate, but we 
must not remain complacent. A renewed 
focus on separate collection of paper for 
recycling is even more crucial to ensuring 
that Europe remains a global leader on 
paper recycling.”

At an international level, it’s important to 
note that Europe continues to be the world 
leader in paper recycling, followed by North 
America. 

European Paper recycling 
targets on track

AS SIGNATORIES INCREASINGLY ACHIEVE OVER SEVENTY PERCENT 

–  IT’S RECOGNISED THAT A FIFTH OF PAPER WILL NEVER BE ABLE 

TO BE RECOVERED OR RECYCLED

ENVIRONMENTAL




