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Following the acquisition by The
Delivery Group, Mark Plant has
been appointed Managing Director
of ONEPOST.

During his career Mark has gained
extensive experience within both
the Royal Mail Group and with a
national logistics provider – making
him perfectly placed to drive
ONEPOST forward as part of The
Delivery Group.

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)..

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



NEWS

The Delivery Group
expands operation with
new £8m Bristol hub
UK’S LEADING E-COMMERCE, MAIL AND PALLET SPECIALIST EXTENDS ITS

CAPACITY WITH A NEW PROCESSING CENTRE IN BRISTOL

The Delivery Group has recently expanded its
operational footprint with the opening of a
new 52,500 square foot processing hub in
Bristol.

The new hub comes hot on the heels of the
new Maidstone site in March and more
recently the new 137,865 sq ft location in
Warrington.

Steve Stokes, CEO, The Delivery Group
commented: “Our aim is to deliver
exceptional value and service to clients
throughout the UK, and Bristol represents
the best strategic fit for our network. The
Bristol hub complements our existing sites in
Warrington, Luton, Kent, Derby and Central
London, giving a very strong geographic

footprint across the country and enabling us
to expertly handle over 1 billion items.

“The e-Commerce marketplace continues to
grow at a rapid rate and there is a real
demand for expert logistical support to
ensure goods arrive at the desired time in the
best possible condition. Our continued
growth is testament to the fact that our
people know the market inside out, which
enables us to offer cost-effective solutions
tailored to today’s delivery challenges.”

Naturally, following our acquisition by The
Delivery Group, ONEPOST are keen to
discuss the increased options that we can
now offer customers, so please do get in
touch to find out more.
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Online shoppers demand
free delivery

ALMOST HALF OF ONLINE SHOPPERS EXPECT FREE DELIVERY BUT

ALMOST EVERYONE PREFERS A RANGE OF DELIVERY SPEEDS

The continuing influence of social media is
reflected in Royal Mail’s Delivery Matters
2019 report, which reveals that almost a
quarter (23%) of social media shoppers have
bought items after seeing posts or
comments on social channels.

Consumers continue to search online for the
best deals and prices – from the comfort of
their home. Shoppers choose to buy online
due to ease of comparing prices (54%),
choice (51%) and searching (46%).

Delivery Matters
When it comes to the delivery of goods, the
report reveals the key requirements for
consumers:
• 47% of shoppers expect free delivery, but
only 1 in 4 would actually switch to
another retailer entirely if free delivery
wasn’t available.

• More importantly people want real choice
– with 83% preferring the retailer they’re
buying from to provide a range of delivery
speeds.

• Most online shoppers were pleased with
the last delivery they had, with 93% of
respondents saying they were satisfied
(down from 94% in 2018)

• For preferred delivery locations, people
want home delivery with 66% citing this
as their number one option (same as
2018). The Post Office at 71% is the best
substitute to home delivery.

Standard Delivery remains as the most
commonly used service. On average over the
course of the last 12 months customers
used:

Standard Delivery – 10 times
Same Day Delivery – once
Next Day Delivery – 3 times
Next Day Timed – once

In summary, its clear online shopping is here
to stay, and the challenge now for retailers is
to ensure they offer customers a reliable
service and high-speed delivery options.

INDUSTRY RESEARCH
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For effective direct mail,
keep your Data clean

ACCURATE DATA MEANS REDUCED COSTS AND BETTER TARGETING FOR

YOUR DIRECT MAIL CAMPAIGNS – AS WELL AS BEING LESS LIKELY TO

CONTRAVENE THE GDPR

The importance of data to any business can
never be under estimated - and in a GDPR
compliant world, it’s now essential for data to
be regularly maintained and cleaned.

The Data & Marketing Association (DMA)
champion many data initiatives including
DataSeal and often run events and
conferences on this key subject area.

Their website www.dma.org.uk recently
featured the article “Using Data Cleansing
can improve your Direct Mail Campaign.”

Here are just three of the key points made in
what is a compelling argument to clean up
your data.

Ensures accuracy
Keeping your data accurate and clean has
many benefits and helps businesses reduce
their costs and improve efficiency. Regular
cleaning of data ensures its accuracy,
integrity, correctness, completeness and
consistency.

Reduces costs
With an accurate list, you avoid wasting
money on direct mailing, for example, to

people who may not live at that address
anymore. Depending on your size of list and
frequency of marketing, this can represent a
significant cost saving for your business.

Better targeting
Another key way to ensure you reach the
right people is through Address
Enhancement – a service which corrects
invalid addresses and postcodes, and
standardises address structure.

So its clear that any business that stores and
uses customer data can benefit from using a
data cleaning service.

DATA
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WHY DO YOU NEED ONEPOST DATA
SERVICES?
Here at ONEPOST we’re at the forefront of
data management in the postal industry.

We can work with you to ensure that you
comply with best practice and regulatory
requirements.

There are many industry initiatives that
actively encourage and reward data best
practice and lower costs too.

In particular Royal Mail Responsible Mail and
Advertising Mail products which require data
services. Better quality data also reduces
wasted mail and looks professional too.

Clean and accurate data has always been
essential for successful marketing
campaigns, but since the implementation of
the EU General Data Protection Regulation
(GDPR), keeping data up to date has never
been more important.

• Article 5 of the GDPR tells us that data
must be ‘relevant, accurate and kept up to
date’, and asks that ‘every reasonable step
must be taken’ to meet these
requirements.

• ONEPOST, with over a decade’s
experience in processing data for a wide
range of customers – from retail, charity,
publishing and finance – are ideally placed
to help ensure that your businesses data
is clean, accurate and GDPR compliant.

In summary our data cleansing service will:

- Reduce costs associated with contacting
people who can’t or won’t respond

- Ensure your data and marketing
communications are compliant with data
regulatory requirements

- Reduce the risk of causing consumer
annoyance and damaging brand
reputation

- Help you to access environmentally
friendly mail products (Responsible Mail).

How clean is your data?
ONEPOST will screen your data for FREE to
help identify any potential issues. This will
look at all aspects of your data file including
duplicates, suppressions and name/address
quality.

You are welcome to send us your data and
we will supply a FREE report. You only pay for
the level of service you require after the
health check.
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CHRISTMAS

Scented Stamps andMusical
Postboxes – it must be
Christmas!
THE FESTIVE SEASON GIVES POSTAL OPERATORS AROUND THE WORLD

THE OPPORTUNITY TO CELEBRATE WITH SPECIAL STAMPS AND OTHER

CHRISTMAS IDEAS

Many postal services across the world devote
their annual issues to Christmas.

However, the subject of which country
issued the first ever Christmas stamp has
created much debate! Here are the main
contenders:
Canada 1898
It is widely considered that the first official
Christmas Stamp was issued in 1898 by
Canada.

The stamp featured the text: “XMAS 1898”.
But many people question whether this was
really a Christmas stamp at all – see image
opposite, not particularly festive is it?

Denmark 1904
Denmark printed its first Christmas Stamp in
1904 after an idea to add an extra stamp to
the Christmas issue. The revenue went to
help sick children. However these “stamps”
were actually labels and not issued for
postage.

Austria 1937
Austria issued two stamps on 12 December
1937 for use on Christmas mail and New
Year greeting cards.

Hungary 1943
Finally, there is Hungary. Many people believe
the 1943 Hungarian stamps to be the first
real Christmas stamps as they feature
religious imagery.

Royal Mail issued their first Christmas stamp
in 1966. The designs for the UK’s first ever
Christmas stamps came about as a result of a
competition held by children’s TV show, Blue
Peter.

WORLD’S FIRST EVER SCENTED
CHRISTMAS STAMPS 2018
The world’s first scented stamps were issued
by Bhutan in January 1973.

However the very first Christmas postage
stamps with a festive scent were issued as
recently as 2018 in Greenland.

There were two fragranced stamps produced
– pine and cinnamon.

Ivinguak Stork Hoegh, the designer of the
stamps, said: “When the aromas of Christmas
pine and biscuits (cookies) fill the air we
know that Christmas is approaching. This
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scent is evocative of childhood, good
events, family gatherings and, not least, love
and calm.”

MUSICAL POSTBOXES
It was also last year that Royal Mail entered
into the festive spirit by installing postboxes
across the UK that played a traditional
Christmas tune when letters and cards were
posted inside. Movement sensors triggered
festive tunes including the ring of sleigh bells
and a merry greeting from Father Christmas.

The red postboxes were adorned with
snowflakes and were in place throughout the
festive season.

Commenting back in 2018 Simon Barker,
operation director at Royal Mail said: “We
enjoy any way we can add a little extra fun to
posting Christmas cards this year.”

Initially restricted to four locations, their
popularity was such that they doubled the
amount of festive postboxes to eight.

This was the first time that the national
service had installed these extra-special
festive postboxes. However it was not the
first time that Royal Mail made a change to
their signature red postboxes.

Back in 2012 when London hosted the
Olympic Games a select few of their iconic
British red postboxes turned into special gold
editions. This was done to honour the
Olympians who won gold medals during the
games. Celebratory postboxes were installed
in the winning athletes’ hometowns.

A DIRECT ROUTE TO SANTA VIA ROYAL MAIL
Royal Mail are running their annual letter to
Santa scheme again this year where the
children in your life can receive their own
letter from the big man himself. Any letters
must be posted by Friday 6 December.

POST Greenland 2018
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The future is looking
bright for data

CONTROL, TRUST AND VALUE ARE THE CENTRAL ELEMENTS IN THE USE

OF DATA IN THE DIGITAL MARKETING ARENA

At the Labour Party Conference in Brighton
on 24 September, the Advertising
Association held a fringe event – ‘The
database state, data-driven companies:
where next for personal data?’

Rachel Aldighieri, Managing Director, Data &
Marketing Association (DMA) was amongst
the panel discussion members.

The panel discussed how government can
use data to deliver effective public services
and how the public sector can learn from the
private sector on data use. The panel also
discussed the risks that both sectors must
confront as they hold more information
about consumers and members of the public
than ever before.

As to be expected, with the introduction of
the General Data Protection Regulation

(GDPR) in May last year, the importance of
responsible data use was also central to the
panel discussion.

Speaking on behalf of the Advertising
Association (AA), Rachel addressed three key
points in detail: the importance of control,
trust and value. Highlighting the importance
of building trust in the digital marketing
sector she said: “Trust is the single biggest
reason you will hand over your data to a
company” she went on to outline how the
Advertising Association are looking to rebuild
public trust in the industry with a five-point
action plan through its Working Group.

Further information regarding the ‘5-point
plan’ can be found in a publication issued by
the Advertising Association ‘Arresting the
Decline of Public Trust in UK Advertising’.

Commenting on the event as a whole the
DMA website (www.dma.org.uk) stated: “it
was a positive event surrounding the
responsible use of data, the changing value
of data, new challenges, and more
opportunities – the future is looking bright
for data.”
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Eight IoF commitments to
tackle climate change

CHARITY ORGANISATION TAKES A LEAD ON THE CLIMATE EMERGENCY

BY OUTLINING EIGHT COMMITMENTS FOR ITS MEMBERS TO HELP

REDUCE THEIR ENVIRONMENTAL IMPACT

Without doubt the problem of climate change
is one of the biggest issues facing the world
today. In recent times the climate emergency
has gainedmuchmedia attention.

Many businesses and organisations are
delivering strategies to address how they can
take positive actions. The Institute of
Fundraising (IoF) is one of these, and recently
they have announced their own set of
measures to help the fundraising sector play
its part in tackling the climate emergency.

After consulting with members, including a
roundtable on fundraising and the
environment, the IoF’s Board of Trustees
approved a series of eight commitments for
the Institute.

In a letter to Institute of Fundraising
members, Chief Executive Peter Lewis said
that business as usual was not an option.
Recognising that the environmental stakes

were higher than ever before, Peter
announced that “we all have a responsibility
to deliver change”. He continued, “We have
been reducing the environmental impact of
the Institute over the last few years. But we
need to do more.”

• The commitments include embedding the
climate emergency as a theme in the IoF
work, providing more support to its
members on stepping away from
partnerships if they have environmental
concerns and collaborating with the
charity sector for a stronger voice

• And recognising the importance of a
joined up approach, one of the
commitments is ‘implementing and
updated environmental policy for IoF’s
events an conferences’ which lists what
they are doing to help achieve
sustainability at their various events.

To view the full listing of the eight
commitments together with the work of the
IoF please do visit:
www.institute-of-fundraising.org.uk

SECTOR FOCUS: CHARITY
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Happy 40th Birthday to
the Barcode … and Happy
60th to the Postcode!
BARCODES AND POSTCODES HAVE MADE A REVOLUTIONARY IMPACT

ON ALL OUR LIVES

THE BARCODE IS NOW 40 YEARS OLD
The first UK barcode scan took place on
2 October 1979, at supermarket chain
Keymarkets in Spalding, Lincolnshire.

When barcoding systems were first
introduced to retailers, sunlight shining
through windows at the front of stores
prevented barcodes from being read.
Fortunately barcoding technology has
improved greatly since then!

• Did you know that barcodes are scanned
more than 70,000 times around the world
every second?

• The familiar black and white bars of the
Universal Product Code (UPC) that now
appear on nearly everything consumers
buy are so ubiquitous that we scarcely
give them a second thought today.

• Did you know that The Delivery Group
logo actually features a fully working
barcode as part of its design?

The inclusion of a barcode in the logo just
shows how important the barcode has
been, and continues to be in our own
postal and logistics business.

The barcode really has proved invaluable for
all areas of supply chain management. Philip
Wright, DHL Europe, said “For supply chains,
the power of the barcode comes from its role
in enabling standard formats and supporting
data pools to share consistent, real-time
information among trading partners.”

Royal Mail actively encourage business post
users to add Mailmark barcodes to mailings,
citing that barcode use ‘improves our
operational efficiency, so we are able to pass
on the cost savings to our customers.
Barcodes also allow us to have greater
transparency of items through our network.’

If you have any questions about using
Royal Mail Mailmark on your mailings
please contact us today – one of our
mailing experts will be happy to assist.

INNOVATION
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THE POSTCODE IS NOW 60 YEARS OLD
Friday 11 October 2019 marked the 60th
anniversary of the introduction of the
postcode.

It was Ernest Marples, the Postmaster
General who announced on 28 July 1959
that Norwich had been selected to trial a six-
character alpha numeric code to assist in the
routing of mail, like the one that’s still used
today. And in October of the same year, the
successful trial prompted the rollout of
postcodes across the UK, which was
completed in 1974.

• Today, everything from insurance
premiums to satellite navigation systems
now rely on postcodes

• Their power over property prices has even
led to some residents campaigning to
have their postcode changed

• Royal Mail started to use the
alphanumeric codes when electronic
sorting machines were introduced to
speed up the service in the 1950s.

Further innovation during the 1980s meant
that a postcode and address information
database could be developed which became
known as the Postcode Address File (PAF).

PAF is still in use today and is a highly
accurate addressing database containing
address information to over 30.5 million

delivery points. The Royal Mail Address
Management Unit maintains PAF and has
looked after the postcode for some of its 60
years.

Clearly the invention of the postcode has
revolutionised the way post is sorted and
delivered. In addition it has completely
changed and enhanced the way companies
do business. Remarkably it has survived and
thrived even during the digital
transformation we have experienced in
recent years.

In terms of the future, it is possible that the
postcode could be surpassed by something
else, who knows what will happen in the next
60 years! But
it’s fair to say
that the
marketing and
postal sectors
are very
grateful to
have the
powerful and
brilliant
postcode and
wish it a very
happy 60th
anniversary!
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First ever Green Postal
Day launched

UNITED NATIONS CLIMATE CHANGE EXECUTIVE PRAISES THE POSTAL

SECTOR FOR TAKING A LEAD IN REDUCING ITS CARBON FOOTPRINT

On the 20 September the first ever Green
Postal Day was launched – coinciding with
International Zero Emissions Day and the EU
Mobility Week. A dozen postal operators
worldwide launched the day to highlight the
environmental and business benefits of
working together to reduce CO2 emissions.

• Since 2008, postal operators participating
in the Postal Sector Sustainability
Programme have reduced their collective
carbon emissions by almost 30% and their
collective electricity consumption by 24%

• Posts have also doubled the share of
alternative-fuel vehicles in their fleet from
73,000 vehicles in 2012 to 150,000 in
2017 – equivalent to 23% of their total
fleet.

• Did you know that The Delivery Group has
recently replaced a significant proportion
of its London delivery fleet with electric
vehicles, with a view to roll out across
other sites later this year?

Postal operators are now calling on other
industries to also adopt a common system
for monitoring and measuring CO2 emissions

– offering to help others
adopt a sectoral approach
to climate change.

This initiative is another
clear example of an
industry working together
to exchange best practices
and stimulate individual
companies to move beyond their initial
objectives. Using a commonmeasuring
system has also favoured transparency and
driven sustainability ambitions.

Patricia Espinosa, Executive Secretary of the
United Nations Framework Convention on
Climate Change said: “The postal sector has
shown great leadership by adopting a joint
approach in order to reduce its carbon
footprint. Not only have postal services
achieved their objectives much earlier than
expected, they are now going further by
aligning their objectives with the United
Nations SDGs. We are convinced that this is
the way forward and encourage other
sectors to follow suit.”

INTERNATIONAL



Paper is sustainable – New
campaign from Two Sides
tells us why
MANY PEOPLE BELIEVE EUROPEAN FORESTS ARE SHRINKING – BUT

THEY ARE ACTUALLY INCREASING BY OVER 600 HECTARES EACH YEAR

Two Sides the paper advocacy group has re-
launched its ‘Love Paper’ campaign as part of
its global mission to educate consumers on
the sustainability of print, paper and paper
packaging.

The new campaign has a new consumer-
focused website (www.lovepaper.org), which
showcases all the positive stories about
paper, print and packaging from around the
world.

Historically there have been widespread
misconceptions on the sustainability of
paper, causing 63% of European consumers
to falsely believe that European forests are
shrinking. But, according to research
conducted by Two Sides, these forests are
growing by an area equivalent to 1,500
football pitches each day.

However, public perceptions about paper’s
recycling rate have been improving:

• In 2016, only 8% of UK adults surveyed
understood the European recycling rate
was over 60%

• In 2019, it’s encouraging to see this has
now increased significantly to 17%

Greg Selfe, country manager for Two Sides
UK commented: “Although there is still a long
way to go, it’s fantastic to see perceptions of
paper continue to improve. We are confident
the Love Paper campaign has played a
significant part in this.

“Since its origin, the Love Paper campaign has
reached tens of millions of consumers in the
UK alone. This has been thanks to the
support of newspaper and magazine
publishers donating millions of pounds of
advertising space.”

Even in today’s digital world, paper remains
unique in its ability to touch our lives.
Additionally we are all becoming more
conscious of the environmental impacts of
our purchases; paper is the natural choice for
sustainable packaging.

ENVIRONMENTAL
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