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WELCOME
Welcome to the latest issue of Post Impressions.
 
As I’m sure you already know ONEPOST have recently become part of 
The Delivery Group family. This exciting new development means we’ll be 
able to bring you improved tracking and delivery accuracy and access to 
a wider range of services.
 
If you want to read more about this news please see our website 
ONEPOST.co.uk
 
In other news we are observing the growth of Royal Mail ‘special offers’. 
These incentives are well worth investigating but are often a little on the 
complex side and so sometimes ignored by clients. If this is the case for 
you, then do look at our summary (pages 10 & 11) and then talk to one of 
our business managers, so we can help you manage the process.
 
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
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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CONTRIBUTORS
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ARE BRANDS CONFUSED ABOUT WHETHER THEY’RE OPERATING 

LEGALLY UNDER THE GENERAL DATA PROTECTION REGULATION?

Calls for more clarity on 
Legitimate Interest

One of the key areas of the implementation 
of GDPR was that of legitimate interest. The 
Information Commissioner’s Office (ICO) first 
published its legitimate interest guidance in 
March last year, but according to the Direct 
Marketing Association (DMA), many brands 
are still struggling to determine whether 
they are operating within the law.

In the DMA’s response to the ICO’s 
consultation on the new ‘DM Code of Practice’ 
the trade body claims this confusion is 
affecting a raft of direct marketing disciplines 
from postal marketing and telemarketing to 
third party data and profiling. 

For instance, for direct mail, the trade 
body states: “The code should make it 
plain where legitimate interests can be 
used as the appropriate legal ground for 
postal marketing and what requirements 
an organisation must meet in its legitimate 
interest assessment (LIA).”

Another area of concern is the use of third-
party data.

The DMA added: “Since the introduction 
of GDPR, marketers have been unclear to 
what extent they can use third party data for 
marketing. There is also a lack of guidance 
from the ICO. As a result, organisations 
have stopped using third party lists for new 
marketing campaigns as they are unsure 
whether lists sold by vendors are compliant 
with GDPR.”

For accurate guidance and help 
understanding best practice under GDPR, 
please see the ICO’s website for the latest 
news, guides and checklists: ico.org.uk

REGULATORY



CREATIVE PERSONALISED AND TARGETED DIRECT MAIL IS STILL A 

HIGHLY EFFECTIVE WAY OF COMMUNICATING WITH EXISTING 

CUSTOMERS AND PROSPECTS

Using Direct Mail in a post 
GDPR world

In today’s GDPR compliant world, there’s 
never been a better time to invest in Direct 
Mail to increase your sales. The DMA has 
reported a 43% increase in customer 
responses to direct mail, and that on 
average people keep post for 38 days – 
thats in comparison to 51% of emails that 
are deleted within two seconds! 

SENDING DIRECT MAIL ON THE 
GROUNDS OF LEGITIMATE INTEREST  
• In case you don’t already know, 

‘Legitimate Interest’ is a term coined by 
the Information Commissioner’s Office 
(ICO) that offers greater flexibility for 
customer data processing 

• Businesses that send direct mail can do 
so on the basis of legitimate interest. You 
do not need to record consent from the 
recipient.

As a caveat, you do need to ensure the 
following:
• That the use of data is valid
• The direct mail has a minimal impact on 

privacy 
• The mail is expected by the recipient or 

they won’t be surprised to receive it.

A CHALLENGING TIME FOR CHARITIES
GDPR came at a difficult time for marketing 
in charities. 

But the introduction of GDPR has allowed 
charities to become more targeted in who 
they communicate with, and therefore 
more effective in getting responses from 
donors and supporters.     

James Davis, group insight manager at 
the Direct Marketing Association (DMA) 
says: “Research by the DMA about 
effective customer engagement tells us 
that contacting those who have had a 
meaningful interaction with a brand is a 
much more successful method. Charities 
and their marketing teams need to be more 
innovative and diversify their approach, 
contacting their databases with the right 
opportunities at the right time – being 
transparent is key.”

Source: David Amor, dma.org.uk
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MAJOR WIN FOR INDUSTRY RESEARCH BODY ESTABLISHED TO 

PROVIDE DIRECT COMPARISONS BETWEEN MAIL AND OTHER 

ADVERTISING CHANNELS

JICMAIL scoops prestigious 
Market Research Award

At the end of last year, JICMAIL (Joint 
Industry Committee for Mail) were thrilled 
to win a coveted Media Research Award at 
The Market Research Awards, for their entry 
‘Proving the performance of mail in a digital 
age’.

JICMAIL was only formally launched early 
in 2018, so this really was an outstanding 
achievement. 

Until JICMAIL’s inception, advertising mail 
wasn’t measured, reported on, or governed 
like all other media channels. Advertising 
mail is the third largest media channel in 
the UK, worth an estimated £1.7bn annually, 
JICMAIL now provides foundational 
audience and item data and insights across 
the mail journey in the home, enabling 
advertising mail to compete on a level 
playing field.

The Judges said of the winning entry that 
the team; “Have created metrics that are 
comparable with other media and to sell 
them in to the advertising industry. That’s 
an achievement.”

From its website, JICMAIL states that it has 
proven that mail items have a far greater 
impact than previously assumed:

• Direct Mail reaches 1.14 people per 
household on average – an additional 
reach of 14%, and has a frequency of 
exposure of 4.18 over a four-week period

• 11% of mail prompts a call to action 
– online, call, post or in-store

• In addition, 8% of mail is used to make a 
purchase, use a voucher or discount, or to 
plan a large purchase

• 12% of mail is discussed with someone 
else.

ONEPOST sends congratulations to JICMAIL, 
funded by the key ‘joint industry’ partners 
Royal Mail, Whistl, the ISBA, the IPA and the 
DMA.

NEWS



FOCUSING ON CUSTOMERS FIRST IS THE COMMON-SENSE 

APPROACH RECOMMENDED BY A NEW STUDY 

5 big trends to affect Postal 
Industry in 2019

According to a new international study ‘The 
Future of Posts 2019’, postal operators need 
to focus on customers first, or face losing 
valuable trade. The study was conducted by 
the Escher Group to gain insight into how 
the postal industry is changing.

The report revealed the 5 biggest 
trends affecting Posts in 2019:
BIG DATA IS A SECRET WEAPON FOR 
BETTER CUSTOMER AWARENESS
Big data has significant support in the postal 
industry. It’s commonly linked to strategies 
that can improve efficiency or curtail 
spending, but innovative postal operators 
are using it to redefine the customer 
experience. An overwhelming 94% of Posts 
are either using or planning to use data 
analytics for better customer awareness.

DIGITALISATION FUELS THE POST 
OFFICE FOR PEOPLE ON THE GO
Posts are turning to digital solutions like 
kiosks, mobile POS and data analytics to 
improve branch productivity and make 
the journey as efficient as possible for 
consumers. 92% of Posts believe digital 
solutions will play an important role in 
improving branch productivity.

POSTS EXPAND THE NETWORK 
THROUGH SELF-SERVICE KIOSKS
Consumers want to be able to access 
products in more places than one and in 
their own time, which is why 91% of Posts 
either already have or are planning on 
introducing self-service kiosks.

PARCELS ARE A KEY PART OF POSTAL 
INDUSTRY SUCCESS MOVING FORWARD
The impact of e-commerce on the postal 
industry has been undeniable and it’s a 
trend that the industry expects to continue 
with 90% of Posts expecting that parcels 
will be most important to success over the 
next five years.

DEUTSCHE POST DHL IS THE MOST 
ADMIRED POSTAL OPERATOR IN THE 
WORLD, AGAIN!
Given its long history of innovation, it’s not 
hard to see why Deutsche Post DHL is the 
most admired postal operator in the world 
for a second successive year, while Swiss 
Post and SingPost are second and third 
respectively.

Source: Escher Group’s Report ‘The Future of 
Posts 2019’
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DIGITAL PRINTING DEVELOPMENT CREATES PERSONALISED 

CATALOGUES FOR YOUR CUSTOMERS REFLECTING THEIR INTERESTS

ONEPOST partner with 
dynamic catalogue service 
Hachiko 

Here at ONEPOST we’re always on the 
lookout for ways to help you increase 
your customer engagement, so when we 
discovered Hachiko Fetch, we knew we had 
to introduce this new print service to you. 

So, what is Hachiko?

Hachiko is a dynamic ‘book’ or catalogue 
that’s personalised to your customer.  It 
contains data and information you might 

usually use in your email marketing 
campaigns – but of course the Hachiko 
book is a tangible piece of direct mail that 
customers can physically engage with, view 
and return to time and again. 

How Hachiko could work for you

• Welcoming new, and rewarding existing 
customers – you can talk about their 
choices and add offers and promotions

NEWS
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• Customer reactivation – if a customer is 
lapsing you can remind them of what 
they might be missing, and its again a 
great time to send offers and promotions 
by mail

• Triggered campaigns - such as welcome 
programs or abandoned basket

• Email replacement – why not mail a 
glossy brochure of all the things your 
customer will like when they have chosen 
to opt out of emails.

There are 3 models

Depending on your objectives and budget, 
Hachiko have three different ways to bring 
the benefits of this triggered direct mail into 
your business.

MODEL ONE : BATCH PRODUCTION
This requires no digital integration and 
is great for sending a personalised book 
to your customers. This can be split by as 
many customer categories as you wish, with 
individual messaging and offers. Create the 
artwork, supply the customer data and let 
Hachiko do the rest.

MODEL TWO : LIGHT TOUCH
This brings in content based on your 
customers’ purchase behaviour, so you 
can have messaging personalised to their 
choices. Bringing relevancy to a follow up, 
reactivation, welcoming or even for email 
opt outs. Hachiko take a feed from your 
CRM data, incorporate this into the artwork 
and send out the books as a live trigger or 
in batches.

MODEL THREE : FULL FETCH
All the above, but with imagery to match 
purchase behaviour. This involves a slightly 
deeper integration as Hachiko also take a 
feed from your Content Delivery Network 
and Google Shopping feed. Now you have 
intelligent relevancy with product images 
and up-to-date pricing.

Hachiko have already helped over 70 
retail brands reactivate and retain their 
customers - so ONEPOST are excited to be 
able to bring this service direct to you, as 
we genuinely believe it’s a cost-effective 
way to target your customers with printed 
direct mail.  

Call us on 0800 138 3551 to discus 
how this could help your business. 
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ROYAL MAIL OFFERS A VARIETY OF POSTAGE INCENTIVES TO 

ENCOURAGE OUR USE OF MAIL IN THE MARKETING MIX

Royal Mail Incentives are created to 
encourage marketers to maximise the 
benefits of using mail as part of their 
marketing mix. There are various incentive 
schemes available, and ONEPOST are 
ideally placed to help your business identify 
which might be right for you.  

Here’s some of the existing and new 
schemes available:

Up to 15% off Advertising Mail for First-
time Users
If Direct Mail is a new channel for you, this 
scheme is an ideal incentive.

• You can earn postage credits for each of 
your first three mailings, provided you send 
a minimum of 10,000 items per mailing

• Also available if you are lapsed advertising 
mail customer, with no spend on 
advertising mail services over the past 24 
months.  

Up to 15% off for Testing and 
Innovation
A scheme designed to help you in the 
testing of new advertising mail items over a 
6 month period.  

• More mailing campaigns means more 
opportunities to boost your bottom line 

• You could test new ideas such as 
introducing Welcome Packs or perhaps 
introducing Loyalty Campaigns to your 
most valued customers.

Save with Digital Stamps
For customers who apply for the Testing 
and Innovation Incentive for testing digital 
stamps will receive 5% postage credits off 
the access price during the test period. 

• Available to customers that have not 
previously used digital stamps and have 
testing methodology in place to test the 
impact of switching to digital stamp for 
their Mailmark mailings

• Customers can qualify even if they have 
previously used Mailmark services.

Save money with incentives

NEWS
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New, 4% savings on Bank Statement 
volume Commitment Incentive
You can save 4% on mailing bank 
statements to your clients.

• The first year you are eligible for 2% 
incentive

• If you reach 97% of committed volumes 
after year 1, then you will be automatically  
enrolled for 4% incentive for the year.

New, up to 15% off Growth and Volume 
Incentive 

With this Incentive, Royal Mail determines 
your “baseline” based on historical volumes 
and growing trend.

• To get a 7.5% discount, you need to 
commit to the volumes higher than your 
baseline

• If you exceed the committed volume you 
will be eligible for 15% credits.

• Suitable if you are going to increase mail 
advertising volumes in the next two 
years.

FOR THE PUBLISHING SECTOR
Up to 15% off New Customer 
Acquisition and Renewal Mailings
If you are the publisher, this scheme could 
be right for you.

• It works similarly to the Testing and 
Innovation incentive for advertising mail.

• Your campaign should contain not less 
than 10,000 copies and can be run for a 6 
month period

Up to 30% discount for New Title 
Launch
This is a great way to judge if a new title will 
work.

• You can get up to 30% of credits back to 
your account if your quantity Is not less 
than 10,000

• You can also use this type of discount for 
the first 6 months from the launch date.

New, 2% Publishing Volume 
Commitment Incentive
Supports the use of mail for the circulation 
of publishing titles.

• Rewards you if you post publishing mail 
volumes at the same level (or higher) than 
the year before entering the incentive

• Minimum amount of the publications 
should be 250,000 a year.

Royal Mail incentive 
procedures can be quite a 
challenge. If you are in any 
doubt or simply want advice 
on best ways to effectively 
conduct your mailings, please 
do contact our expert team 
here at ONEPOST.
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ENVIRONMENTAL

Print and paper firms hailed 
as climate action leaders

THE DIRECT MAIL PRODUCTION INDUSTRIES ARE SEEN AS LEADING 

THE WAY IN CLIMATE CHANGE ACTION

As environmental issues rightly continue to 
take prominence in the worldwide media, it 
was encouraging to see companies in the 
print, pulp, paper and forest sectors recently 
rated as ‘global leaders on corporate climate 
action’ by non-profit global environmental 
disclosure platform CDP.      

CDP (formerly the Carbon Disclosure 
Project) states their Vision and Mission 
as “We want to see a thriving economy 
that works for people and planet in the 
long term. To do this we focus investors, 
companies, and cities on taking urgent 
action to build a truly sustainable economy 
by measuring and understanding their 
environmental impact.”

The Climate Change ‘A List’ is published by 
CPD each year, alongside similar lists for 
leadership on protecting forests and water 
security. Thousands of companies annually 
disclose data about their environmental 
impacts, risks and opportunities to CPD for 
independent assessment against its scoring 
methodology. 
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Companies receive scores of A to D– for 
how effectively they are tackling climate 
change, deforestation and water security, 
while those that don’t disclose or provide 
insufficient information are marked with 
an F.

• Industry names featured on the 
organisation’s 127-strong Climate 
Change ‘A List’ included The Navigator 
Company, Metsa Board, Stora Enso and 
Xerox.

• They were all recognised for their 
activities in the last reporting year in 
cutting emissions, mitigating climate 
risks and developing the low-carbon 
economy.

As well as the above awards, Metsa Board 
also scored A in CPD’s Forest programme.

“We all need to act to combat climate 
change. Sustainability has to be an integral 
part of a responsible business and it must 
lead to concrete actions,” said Metsa Board 
chief executive Mika Joukio. 

The Navigator Company chief executive 
Diogo da Silveira said: “We are proud of this 
international recognition from CDP and our 
aim is to go even further and to be a carbon 
neutral company by 2035.”

Stora Enso executive vice-president of 
sustainability Noel Morrin added: “We are 
proud of this recognition of our long-term 
work to reduce our emissions. 

“For over a decade we have been actively 
reducing the energy intensity of our 
operations and our dependence on fossil 
fuels, in December 2017, Stora Enso 
became the first forest products company 
to set ambitious science-based targets 
for reducing greenhouse gas emissions 
throughout our value chain.”

WHAT DOES THIS MEAN FOR DIRECT 
MAIL?
Direct Mail marketers are often very aware 
of the environmental impact of direct mail 
and are working hard to make it more 
sustainable. Paper can be obtained from 
areas with responsible forest management, 
helping to offset the potential effects of 
deforestation.

Furthermore, paper is recyclable and one of 
the most recycled commodities in Europe. 
According to recent research by Two Sides, 
paper and card have a recycling rate of 83% 
– the highest of any packing material.

The paper industry’s support of responsible 
forestry practices, use of renewable, 
carbon-neutral biofuels and advances in 
efficient paper-making technology, make 
paper a product with distinctive long-term 
sustainable benefits.
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DESPITE CURRENT ECONOMIC UNCERTAINTY SMALL AND MEDIUM 

ONLINE RETAILERS SEE THIS YEAR AS ONE OF OPPORTUNITY AND 

GROWTH

Royal Mail report online 
retailers 2019 confidence

In a new study commissioned by the Royal 
Mail reports UK SME online retailers are 
confident about 2019 trading prospects – 
despite what could be a challenging year 
ahead.

Key points:

• 69% of online retailers predict their sales 
will increase in 2019

• 68% experienced an uplift in year-on-year 
sales in 2018

• 70% sell overseas, the majority to Europe, 
USA and Asia 

• 68% of retailers plan to increase 
international sales revenue.

Key plans for increasing international sales 
include:

• Simplifying the sales/ordering/delivery 
and payment process (46%) 

• Selling more to existing markets (31%) 

• Targeting new markets and countries 
(25%).

However, the current economic instability 
does present business challenges for 
online retailers in 2019. Pricing goods 
competitively, attracting new customers 
and growing competition in the online 
space also feature amongst the biggest 
perceived challenges.

Commenting on the findings a 
spokesperson from Royal Mail said: 
“Although obvious challenges exist in 2019, 
it’s promising to see the level of business 
confidence from UK SME online retailers. 
Retailers are focusing on the opportunities 
that have growth and are looking at how 
to be successful both in the UK and 
abroad. At Royal Mail we already support 
many retail businesses in delivering 
against these opportunities. We make 
exporting as simple as possible by 
giving UK SME online retailers 
the tools they need and we 
look forward to working with 
even more of these great 
businesses this year.”

Source:  
www.royalmailgroup.com

SECTOR FOCUS: MAIL ORDER
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PEOPLE SAY THAT NOT BEING THANKED IS THE MOST COMMON 

REASON WHY THEY DON’T MAKE ANOTHER DONATION TO A 

CHARITY

The power of saying  
Thank You!

Does your business take the time to 
say ‘Thank You’ to your customers and 
supporters?

For the charity sector, this is something of 
great importance, as research shows not 
being thanked continues to be the most 
common reason people give for not making 
further donations to an organisation. 

The research published by fundraising 
consultancy John Grain Associates found 
from over 100 charities surveyed:

• One in ten charities did not thank their 
new donors who gave a first gift of less 
than £10

• Almost one on five charities who did not ever 
thank new donors giving less than £5

• Over half of existing supporters giving 
online, only received a bounce-back 
email acknowledgement.

However, over 25% of charities in the survey 
tried ‘always or often’ to send handwritten 
thank-you’s to acknowledge gifts.

EXAMPLES OF WAYS TO SAY ‘THANK YOU’
A communication plan with structured 
touchpoints could work well for your 
organisation; for example:

• An automated receipt following the 
donation

• A follow-up letter, thanking the supporter 
for the donation

• Subscribing the supporter to a regular 
newsletter 

• Segregating future mailings so they 
include a line acknowledging their 
previous support

• Sending a physical or digital copy of the 
annual report at the end of the year.

When charity communications are so 
often a request for help, making a plan to 
say ‘Thank You’ is an opportunity not to be 
missed!

SECTOR FOCUS: CHARITY
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THE ADOPTION OF ELECTRICAL DELIVERY VEHICLES IS GAINING

GLOBAL POPULARITY AS OPERATORS SEIZE THE CHANCE TO

BECOME MORE EFFICIENT AND ENVIRONMENTALLY FRIENDLY

In recent years there has been significant 
progress around the use of electric delivery 
vehicles. 2019 has already witnessed three 
further exciting developments:
THE DELIVERY GROUP SWITCHING 
LONDON FLEET TO ELECTRIC
The Delivery Group (TDG) is switching its 
Central London fleet to electric vehicles from 
March, with a view to roll out additional electric 
vehicles across other sites later this year.

Mark Calladine, MD, TDG London and 
Kent comments: “This is a significant and 
important investment for our business, 
our clients want to partner with a supplier 
that proactively seeks to provide the most 
sustainable and environmentally efficient 
service – allowing them to meet their own 
sustainability targets too.”

AUSTRALIA POST BOOSTS ITS ELECTRIC 
FLEET 
• The Australian postal operator has 

ordered an additional 1,000 three-
wheeled electric delivery vehicles.

• Along with the additional 1,000 eDVs 
Australia Post will also roll out an additional 

4,000 electric pushbikes, bringing its total 
to 5,980 over the next three years.

Australia Post Group Chief Operating 
Officer, Bob Black, said: “Our posties love 
the eDVs because they demonstrate our 
commitment to providing safer and more 
sustainable employment into the future, 
given consumers are sending fewer letters 
and relying more and more on their postie 
to deliver their parcels.”

DHL BOLSTERS ITS GREEN FLEET IN U.S.
DHL is rolling out a new fleet of electric 
delivery vans that will serve U.S. markets. 

• Capable of running  up to 100 miles on a 
charge, the vans have ultra-low floors to 
reduce physical stress on workers’ knees 
and back, and a high roof design that 
maximises cargo space in a small footprint 

• DHL will roll out the first 30 NGEN-1000 
electric delivery cargo vans in the San 
Francisco Bay area.

Greg Hewitt, CEO of DHL Express U.S. 
commented: “This year alone, nearly 30% 
of our new vehicles will be alternative fuel. 
We’re excited about the technologies that 
continue to emerge in this area and how 
they are benefiting the logistics industry.”

Electric vehicle developments 
home and abroad 

INNOVATION
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‘THE POSTMAN HOME VISITS’ PROJECT SEES POSTAL STAFF VISIT 

VULNERABLE ELDERLY PEOPLE

SingPost delivers letters – 
and care

Towards the end of last year Singapore 
Post Limited (SingPost) commenced its 
‘Postman Home Visits’ initiative. This comes 
after a year-long pilot programme where 
seven postmen visited 11 seniors at least 
once a week. Following the success of the 
pilot, SingPost will progressively roll out the 
programme to all districts across Singapore.    

SingPost worked with social service 
agencies such as AMKFSC Community 
Services and social enterprise NTUC Health 
Silver Ace to identify vulnerable seniors in 
the areas where the postmen make their 
deliveries. 

• The postmen could contact the social 
service agency for help should they face 
an emergency situation

• With flexible visit times and dates, 
SingPost said the postmen were able to 
manage their schedules and maintain 
delivery standards 

• And, over time, these postmen built a 
bond with the seniors       

The Postman Home Visits initiative 
supplements regular visits by social service 
organisations to the vulnerable elderly, with 
the postmen acting as an extra pair of eyes 
and ears for the social workers.

SingPost chief executive of postal services 
Woo Keng Leong said: “Postmen have been 
a ubiquitous part of the community for 
more than a century. The Postman Home 
Visits initiative is a natural extension of their 
service to the community as it offers kind-
hearted staff the opportunity to do good 
during the course of their work.”

One of the pilot phase volunteers, 
Inspector of Post Abass Sadkoon, said 
that the postmen were in a good position 
to befriend and check in on the seniors 
because they are familiar with the 
neighbourhood. 

INTERNATIONAL




