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1. Introduction 
1.1 Background 

In October 2012, Ofcom commissioned Ipsos MORI to conduct an exploratory piece of 
qualitative research to understand how and why vulnerable and low income groups use 
postal services.  The study was intended to provide a snapshot of vulnerable and low 
income consumers’ experience of using postal services, with the specific aim of 
exploring their views on the affordability of sending post and whether this is an issue for 
them. This report presents the findings of the study. 
 

1.2 Research objectives  

This research follows and builds on Ofcom’s recent projects and research1 exploring 
how consumers more generally perceive and experience postal services. The overall 
aims of this study were: 

• To understand all usage of  postal services and behavioural patterns of 
vulnerable and low income groups of consumers, including how this may vary 
across the year (e.g. Christmas); 
 

• To explore which services and usages may be considered by these groups as 
‘essential’ and assess the perceived impact of not being able to send 
something by post; 

 
• To understand how substitutable usage of the post is with other forms of 

communication;  
 

• To identify perceived and/or actual barriers to usage (if there are any) and how 
surrounding constraints might impact usage and attitudes towards the post; 

 
• To explore what the potential consequences or detriments are (if any) of 

sending fewer items of post and/ or doing without other goods/ services in order 
to send post; and, 

 
• To inform Ofcom’s understanding of what affordability means to these groups 

of consumers and how affordable they perceive postal services to be. 
 

1.3 Sample and Recruitment 

The research process involved 110 participants from different low income and 
vulnerable backgrounds.  Given the exploratory nature of this study, a qualitative 
approach was used combining: 

 
                                            
1 Postal Services: a consumer perspective – Qualitative research with residential consumers 
and small business owners (October 2012): 
http://stakeholders.ofcom.org.uk/binaries/research/post/consumer-oct2012/consumer.pdf 
Postal User Needs Qualitative Research (published October 2012): 
http://stakeholders.ofcom.org.uk/binaries/research/post/deliberative-oct2012/main.pdf  
Postal User Needs Quantitative Research (published October 2012): 
http://stakeholders.ofcom.org.uk/binaries/research/post/quantitative-oct2012/report.pdf 
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1. 8 discussion groups  
 

2. 25 in-depth interviews  
 
3. 10 friendship pairs2. 
 
Fieldwork was conducted in seven locations across the UK: London, Swansea, 
Glasgow, Aberdeen, Norwich, Devon, and Belfast as shown in Table 1 below. The 
locations were picked to ensure good geographical coverage and to include consumers 
living in a range of different types of location (urban, rural, and suburban). The 
participants were recruited to comprise a broad range of vulnerable and low income 
postal consumers, taking into account a number of key criteria that are likely to 
influence usage. The criteria included the following recruitment variables:  
 

• Gender 

• Age 

• Ethnicity 

• Socio-Economic Group (SEG) 

• Tenure 

• Long-term condition/disability 

• Internet access 

• Residential status  

• Employment status 

• Family status 

• Urban/rural 

• Recent immigrant 

 
All participants were on low incomes3 except those living with a disability who were on 
a mix of low, medium and high incomes. 
 
Participants were recruited by specialist qualitative Ipsos MORI recruiters. The 
recruitment was done face-to-face on street and door-to-door. Recruitment took place 
within easy travelling distance of the venue (while ensuring the rural quota was met). 
All respondents were given information about the purpose of the research and were 
given an invitation letter with details of the discussion group or interview they had been 
recruited to, including the date, time and location of the events. Participants received a 
cash incentive as a thank-you for their participation.4 

At the end of the groups and depth interviews, participants were asked if they would 
agree to be re-contacted for future research conducted by Ipsos MORI on behalf of 
Ofcom, specifically to discuss how they may be sending or planning to send post  in the 
run-up to Christmas.    
 
 
 
 
 
 
 
                                            
2 A friendship pair is an extended depth interview conducted with two participants who already 
know each other. The approach helps participants feel at ease, and they use their knowledge of 
one another to deepen the discussion.  
3 ‘Low income’ was defined as 70% of the median household before housing costs income 
adjusted for size of household using the OECD equivalisation scale.  Participants were also 
asked to identify with a series of adult deprivation statements (see recruitment questionnaire in 
the Appendix).    
4 See Appendix for more information on Ipsos MORI’s approach to qualitative recruitment 
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Table 1: Sample breakdown by methodology and location 

                                            
5 When recruiting consumers with limited access to the internet, anyone who regularly accessed 
the internet (whether from home, a place of work or other location such as an internet café) was 
considered as having a good level of access.  Anyone who said they rarely access the internet 
from anywhere or they do not know how to access the internet was classed as having limited 
access. 

Participant type  Income  Internet 
access 5 

Methodology  Locations  

 
Age 65-74  

Low  No  2x focus groups  

(14 participants ) 

Belfast (suburban)  

Swansea  

Age 75+ Low  No  10x depth interviews  Norwich  

Aberdeenshire  

London  

Families with 
children  

Low  Mix  2x focus groups  

(13 participants)  

Belfast (suburban)  

Norwich  

Younger with no 
children  

Low  Mix  1x  focus group  

(9 participants) 

Glasgow (suburban)  

Middle aged with 
no children  

Low  No  1x focus group  

(8 participants)  

Swansea  

Younger 
unemployed  

Low  Mix  1x focus group  

(7 participants)  

Norwich  

Middle aged 
unemployed  

Low  Mix  1x focus group  

(9 participants)  

London  

Disabled  Mix  Mix  5x depth interviews  

5x friendship pairs  

Belfast (suburban)  

Devon  

Glasgow (suburban)  

Rural and very 
rural  (mix of 
ages)  

Low  Mix  10x depth interviews  Devon  

Aberdeenshire  

Recent 
immigrants  

Low  Mix  5x depth interviews  

5x friendship pairs  

London  

Norwich  

Swansea  

Glasgow  
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1.4 Methodology  

A qualitative method was considered the optimal approach for this study as it allowed 
participants to discuss their usage of postal services and behavioural patterns in-depth.  
It also allowed moderators to probe individual motivations and attitudes towards cost.  
Qualitative research is particularly useful when exploring sensitive topics such as 
finances and affordability. It also gives participants the freedom to express the issues 
that are salient to them and they are not restricted by a structured quantitative 
questionnaire.  

We conducted a series of 2 hour focus groups, 45-60 minute in-depth interviews, and 1 
hour friendship pairs to allow respondents enough time to express their views and 
experiences of the post services and discuss and reflect on their affordability.  A variety 
of qualitative techniques were used during interviews and discussions to encourage 
participants to think both about their own experiences (rather than hypothetical 
examples or the experiences of others) and more abstractly about the concept of 
affordability and how it should be defined in the context of postal services.   

Participants were asked to carry out a pre-task before attending a discussion group or 
interview, aimed at ensuring that they came to the research having already thought 
about some of the issues and their relevant experiences.   

All research materials used during discussions are included in the Appendices.  These 
materials show in more depth how the various topic areas were covered during 
discussions and what qualitative techniques were used to engage participants with the 
issues.   
 
Strengths and weaknesses of the different methodological approaches 
 
Like any methodological approach, the three approaches used for this study each had 
their own set of strengths and weaknesses, and these are summarised in Table 2. 
Throughout analysis, we considered which method of data collection was used and 
how this may have impacted on the responses given by participants. 
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Table 2: Strengths and weakness of different methodological approaches  
Method 
 
 

Strengths Weaknesses 

Depth interviews  

• Detailed personal stories 
• Fuller understanding of 

individuals’ motivations and 
coping strategies  

• Short interviews where 
usage was limited or 
affordability not an 
issue  

Paired depth 
interviews  

• Detailed personal stories 
• Informal, familiar setting 

encourages participants to 
open up  

• Short interviews where 
usage was limited or 
affordability not an 
issue  

Discussion 
groups  

• Efficient way of gathering a 
range of views / group 
exercises 

• Allows for more a discursive 
exchange 

• Fewer personal stories 
• ‘Group think’6 / 

shyness around issues 
of affordability*  

* During discussion groups, moderators used conventional qualitative research 
techniques to counter the effects of ‘group think’ and shyness when discussing 
sensitive issues.  For example, encouraging participants to work in pairs or small 
groups is an effective way of prompting shyer participants to express their views.  

1.5 Analysis and reporting 

An integrated approach was taken to analysis, combining the findings from across 
vulnerable and low income audiences.  Differences in opinion and experience between 
sub-groups are highlighted only where they emerged from a number of interviews.  
 

1.6 A note on presentation and interpretation of qualitative data 

Qualitative research approaches are used to shed light on why people hold particular 
views, rather than how many people hold those views. The results are intended to be 
illustrative rather than statistically reliable and, as such, do not permit statements to be 
made about the extent to which something is happening.  

Given the qualitative nature of the current study, this report aims to provide detailed 
and exploratory findings that give insight into the perceptions, feelings and behaviours 
of vulnerable and low income consumers surrounding the sending of post rather than 
conclusions from a robust and quantifiably valid sample.  

It is not always possible in qualitative research to provide a precise or useful indication 
of the prevalence of a certain view, due to the relatively small number of participants 
generally involved (as compared with the larger number of respondents generally 
involved with quantitative studies.) This is particularly the case when several different 
audiences have been included in a study such as this.  We therefore state the strength 
of feeling about a particular point rather than the number of people who have 
expressed that thought.   

                                            
6 Groupthink is a process by which participants taking part in group discussion try to minimize 
conflict and reach a consensus decision.  
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We favour phrases such as "a few" or "a limited number" to reflect views which were 
mentioned infrequently and “many” or “most” when views are more common.  And 
where views apply only to a subset of consumers, e.g. young consumers or recent 
immigrants, we have highlighted this in the relevant text.  Any proportions used in our 
reporting (e.g. a ‘couple’ or ‘handful’ of participants), should always be considered 
indicative, rather than exact.   

Verbatim comments have been included in this report to illustrate and highlight key 
points, whether they are key because they are shared by a large number of participants 
or because they reflect the strong views of a smaller subset.  Where verbatim quotes 
are used, they have been anonymised and attributed with relevant characteristics of 
users and location.  

E.g. Female, 65-74, Norwich  
 
Another consideration in the interpretation of qualitative data is the role of perceptions.  
Different outlooks on an issue make up a considerable proportion of the evidence 
presented in this study; while these perceptions may not always be factually accurate, 
they represent the truth for those who hold these views. 

Case studies have also been included in this report to bring to life the consumer 
perspective and highlight key issues affecting certain vulnerable groups.  Where 
demographic details are given they relate to individuals who took part in the research, 
although all names have been changed to ensure participant anonymity. 
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2.  Summary 
In October 2012, Ofcom commissioned Ipsos MORI to conduct an exploratory piece of 
qualitative research to understand how and why vulnerable and low income groups use 
postal services.  The study was intended to provide a snapshot of vulnerable and low 
income consumers’ experience of using postal services, with the specific aim of 
exploring their views on the affordability of sending post and whether this is an issue for 
them. This report presents the findings of the study.  
 
Different vulnerable groups use post in different ways – some hardly at all 
Vulnerable and low income consumers in this study used post in a wide variety of ways 
based on their circumstances. However, these variations were in line with findings from 
previous research conducted by Ofcom on how the general public use postal services7. 
In part, this is because vulnerable and low income consumers are responding to the 
same trends as the public as a whole, including how technology is changing social 
communication and the ways people interact with the services they use. As such, many 
vulnerable and low income consumers in this study sent items by post infrequently and 
did not rely on post enough for access or cost to be a key consideration. 
 
Drivers of ‘essential’ post 
We found that generally respondents considered two different categories of sending 
post as essential: 

i. Items which they are prompted or required to send by post because of official or 
commercial obligations. 

ii. Items which they are prompted or required to send by post because of social or 
family commitments or convention.  

The first of these tend to be official correspondence where either an original copy of a 
document is needed or the service does not offer an alternative (e.g. online or 
telephone) option. This type of use was very infrequent for most.  

The second of these categories – items respondents considered essential because 
they felt strongly that they wanted to send them by post – includes a large variety of 
items sent for different reasons. Examples included cards for special occasions, and 
letters to older or offline friends and relatives.  Perceptions about what falls into this 
category differed and were usually a reflection of an individual’s personal and social 
life, with the types of correspondence they value the most seen as the most essential.  

Vulnerable and low income consumers in this study felt it was important that they were 
able to send both types of ‘essential’ post. 
 
Affordability is not an issue for most vulnerable consumers in this study 
Although the ways in which vulnerable consumers in this study used postal services 
varied considerably, perceptions of cost and affordability were much more consistent. 
Affordability of sending post, either essential or other, was not generally a concern for 

                                            
7 Postal Services: a consumer perspective – Qualitative research with residential consumers 
and small business owners (October 2012): 
http://stakeholders.ofcom.org.uk/binaries/research/post/consumer-oct2012/consumer.pdf 
Postal User Needs Qualitative Research (published October 2012): 
http://stakeholders.ofcom.org.uk/binaries/research/post/deliberative-oct2012/main.pdf  
Postal User Needs Quantitative Research (published October 2012): 
http://stakeholders.ofcom.org.uk/binaries/research/post/quantitative-oct2012/report.pdf 
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those vulnerable groups included in this research. This view seemed to reflect a limited 
reliance on post and the low unit cost of the most frequently used services (e.g. 
sending First or Second Class letters). As a result, examples of reported detriment 
suffered as a result of the current cost of postal services were very hard to find. In 
general, vulnerable and low income consumers in this study said that they were able to 
send the items they wished to and did not suffer significant detriment as a result.  
 
Unless respondents were both really struggling to make ends meet and heavily reliant 
on sending post they considered essential, affordability was not something they worried 
about. Very few of the vulnerable consumers who took part in this research fell into this 
category; those who did were recent immigrants finding it difficult to manage their 
finances and those in situations where they were strongly reliant on the post, for 
example searching for a job or going through a visa application process. 
 
Rising costs and value for money are concerns 
While affordability was not seen as a concern, cost and value for money were. Rising 
costs were seen as an issue in the current economic climate generally, with post being 
another example of how everything is getting more expensive. Overall, respondents 
were concerned that the cost of post was rising but most did not see a significant 
enough impact on their weekly or monthly budget for this specific area of spend to 
worry them.  
 
Value for money was seen as a concern in two main ways: 

i. Relative to the value or size of the item being sent, particularly for larger spend 
items (parcels or international mail). Vulnerable consumers in this study would 
often make a judgement about whether the cost was proportionate to the value 
of sending an item and would sometimes make adjustments to what or how 
they send something as a result. Our findings were that most respondents in 
this situation chose to implement their decision to post the item. 

ii. Relative to the level of service that they perceived the post offered them. 
Vulnerable consumers in this study would, similar to residential consumers 
more generally, make a judgement on this based on the level of service they 
perceived the post offered them.  

 Cost is factored in early in the decision to send something by post 
The decision to send something by post was usually made long before postage had to 
be paid. By the time most respondents reached the Post Office and were directly 
confronted with postage costs, they were generally committed to sending the item and 
did not want to adjust what they were sending. Some respondents reported adjusting 
their behaviour early in their decision-making process (before purchasing the item to be 
posted) but typically this was because they perceived that the cost of postal services 
did not represent value for money rather than being unaffordable for them.    
 
As such, there is some evidence of vulnerable and low income consumers in this study 
being more cautious about what they send, factoring in the cost of postage early on in 
deciding whether to send something by post. For example, buying a lighter item or 
sending several items to one person and asking them to hand deliver them instead of 
paying for separate postage.   
 
Coping strategies long established – increased relevance at Christmas  
While affordability was not a key consideration for the majority of respondents, many 
were still able to cite examples of ways in which they were cutting back on their 
sending of post and saving money as a result. This involved changing the specific 
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service they used, adjusting the item sent, or trying to find ways of using the post less, 
such as increased use of email. 

It is important to bear in mind that respondents did not always articulate that they were 
making these changes to their behaviour because they could not afford postal services.  
Often they were shifting their habits because alternatives appealed more or were 
perceived as better value for money, irrespective of whether post was affordable for 
them. 

Strategies for managing the cost of post were more common around Christmas as use 
of the post was reported as being higher over this period.  
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3. Context: overall perceptions  
of postal services 



 

13 
 

3.  Context: overall perceptions of 
postal services 

Our previous work for Ofcom on residential consumers’ overall attitudes and usage of 
postal services8 is useful context for the current research with vulnerable and low 
income groups of consumers.  Similar views about residential postal services emerged 
during the group discussions and in-depth interviews conducted as part of this study. 

The remaining chapters of this report focus on vulnerable and low income residential 
consumers and how some of their experiences and views diverged from those of 
residential consumers more generally.  Section 3.1 sets the scene with an outline of 
relevant headline findings from our previous study, while sections 3.2 onwards relate 
findings from our present research and start to look at how vulnerable and low income 
consumers in this study perceive and interact with the postal service.     

3.1 How the general public think about postal services 

The following paragraphs are a brief summary of findings from our previous research 
on post for Ofcom. 

Emotional attachment to post matters and residential consumer behaviour is 
often not consciously or overly considered 

Respondents said they were using the post less, particularly for sending and receiving 
personal communication and official documents. Some were using post more for 
receiving parcels. Their reasons for continuing to use postal services seemed to be 
changing, with the emotional significance of post becoming relatively more important. 
For example, some linked sending and receiving cards with positive emotions and 
experiences. Similarly, the delivery of goods ordered online was often associated with 
pleasant experiences such as purchasing gifts or treats either for themselves or other 
people. 

Consumer expectations of Royal Mail services often high 

Many respondents saw Royal Mail’s postal services as a mark of UK national identity 
and international status. As such, post was viewed and valued as a public service. 
However, consumer expectations of the post were often high, with some suggesting 
that Royal Mail services offered poor value for money in the context of their experience 
of the service. In this respect, the post was perceived more like a private business that 
treats people like customers and strives to encourage customer loyalty. It is therefore 
potentially hard for postal services to exceed consumer expectations because quality, 
reliability and value for money are often seen as hygiene factors.  The post was often 
taken for granted and bad personal experiences had lasting negative effects. 

 

 

                                            
8 Postal Services: a consumer perspective – Qualitative research with residential consumers 
and small business owners (October 2012): 
http://stakeholders.ofcom.org.uk/binaries/research/post/consumer-oct2012/consumer.pdf 
Postal User Needs Qualitative Research (August 2012): 
http://stakeholders.ofcom.org.uk/binaries/research/post/deliberative-oct2012/main.pdf 
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Perceived value for money really matters to consumers 

For many respondents, perceptions of Royal Mail services were based on whether or 
not they felt they were receiving value for money. In thinking about value for money 
most considered the quality of services and whether the cost seemed proportionate to 
the service received.  Some felt strongly that the universal service offered good value 
for money, particularly those who were able to take a ‘citizen-centred view’ and think 
beyond their personal experience.     

Most aware of the April 2012 rises, but lack understanding of details  

While most respondents were aware of Royal Mail’s April 2012 price rises, their low 
use of services and confusion about cost meant few fully understood how the changes 
would impact on how much they pay for the services they use. Some were frustrated at 
the increasing cost of living generally. Many respondents also struggled to accept 
Royal Mail price rises as reasonable when they perceived no real improvement in 
services despite increasing costs.   
 
A perceived lack of customer-centred service frustrates some consumers  

Most respondents were broadly satisfied with Royal Mail services. However, a  
commonly mentioned frustration was the perception that services were not designed 
with customers in mind but around what was seen as convenient for Royal Mail. These 
perceptions were often related to negative experiences of key touchpoints, including 
postmen/ postwomen and the local Post Office, but also other aspects of the service 
such as confusing pricing structures and inconvenient delivery times.  It was common 
for those who focused on their previous bad experiences and adopted a more 
‘consumer-centred view’ to perceive the service as representing poor value for money.   
 
Respondents think the UK postal service needs to modernise 

There was agreement among previous respondents that preferred methods of 
communication and other aspects of lifestyles had changed in recent years and that 
Royal Mail services needed to reflect that. Respondents wanted the postal service to 
offer a customer-centred service, modernising in ways that would make it better able to 
accommodate their and other people’s changing lifestyles. Examples participants gave 
included offering longer opening hours and more convenient parcel delivery options.  

3.2 How people think about post 

The following paragraphs reflect the findings from this research and start to look at how 
vulnerable and low income consumers in this study perceive and interact with the 
postal service.   

Respondents don’t just think of Royal Mail’s postal products 

The Post office and ‘posties’ were often the first associations with postal services and 
sending post for many vulnerable and low income consumers in this study, as with the 
majority of residential consumers. Experiences of these customer-facing Royal Mail 
services were often cited and seen as a reflection on the postal service as a whole.  
This was particularly true of older audiences, some of whom regularly visited the Post 
Office to manage personal and financial affairs, such as collecting their weekly 
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pension, drawing cash out or perhaps buying a card for a special occasion and posting 
it immediately.9    

“If I’m buying a card, there is a Post Office (locally) where they 
sell birthday cards.  I can buy a stamp, write it and post it 
while I’m there.” 

Female, 65-74, Norwich 
 
 

“I don’t really know how much any of it costs; I just go into the 
Post Office and give them the money.”    

Female, 75+, Devon  
 
 
It was also common for respondents to mention their experiences of receiving mail and 
that they valued getting a card or parcel in the post. Indeed some respondents who 
were using the post said that part of what motivated them to send a card or present to 
a friend or relative was the thought that they would be giving the same pleasure to 
someone else.   
 

“Everyone likes the sound of the post falling on the mat – 
delighted to open my free meerkat toy!” 

Female, disabled, Belfast 
 
These associations will not come as a suprise to Ofcom but they are useful to bear in 
mind when considering the role postal services play in consumers’ lives, as they are 
factors which can have a bearing on attitudes towards post.    

3.3 How reliance on post is changing 

Wider social trends in technology and communications have had an effect on how all 
consumers are using postal services.  As we know from previous research, consumers 
report their reliance on the post for sending items such as birthday cards and letters is 
falling (particularly among younger consumers) and use of the post for sending official 
documents like tax returns, birth certificates and job applications is also decreasing.  
This is largely due to the rise in popularity of alternative means of communication, 
particularly the increasing proportion of people who are online. By contrast, reliance on 
the post for sending and receiving parcels is growing among those who are buying and 
selling goods online. 

These trends are also affecting how vulnerable and low income consumers in this 
study organise their personal business and communicate with their friends and family, 
and this extends to how they are interacting with postal services. For example, older 
respondents tended to say they had become far more reliant on landline telephones to 
keep in contact socially, replacing their previous dependence on the post, especially for 
those who do not live nearby.   

                                            
9 As we have found in previous research, consumer awareness and understanding of the 
relationship between Royal Mail and the Post Office is very limited.   
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To understand how vulnerable and low income consumers in this study diverge from 
other consumers in their use and attitudes towards the post, we have looked at which 
factors impact the way they are communicating with others and managing their 
personal affairs as a whole (see table 3 below). 
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Table 3  

                                            
10 Examples of this were found among young people (under 35s) living in the outskirts of Glasgow and surrounding areas, a region where overall internet 
penetration is low. 

Consumer type Factors affecting communication habits and approach to managing 
personal affairs 

Impact on use of postal services 

Older people on low incomes • Increasing reliance on telephone for maintaining social networks 
(more than use of online channels) 

• Some are starting to use mobile phones and internet for staying 
connected, usually when a younger relative or friend can help them 
learn 

• Most are tending towards a combination of channels for managing 
personal business – post, face-to-face and phone – often dependent 
on individual’s level of experience and trust in post substitutes  

• Decreasing reliance on post for maintaining social relations 

• Still relatively high reliance on post for official purposes – often 
because of perception of trustworthiness and security if 
sending important documents 

Younger people on low 
incomes 

• Mobile phones seen as primary means of keeping in touch, 
perceived as ‘free’ and part of everyday life (‘I’d be lost without my 
(mobile) phone!’)  

• Majority are ‘digital natives’ and frequently using internet for online 
communications and many are in the habit of online shopping and 
ebay trading 

• For a minority in the younger subgroup, easy access to internet 
(other than via mobile phone) can sometimes be an issue for those 
living away from family home (e.g. students in rented 
accommodation)10 

• Very limited reliance on post for maintaining social relations 
(except when recipient has a preference or requires them to 
use the post)  

• Increasing reliance on post for sending small packages and 
parcels (rise in online trading) 

• Where easy access to internet is limited, this group can be 
quite reliant on post for sending official documents (university 
coursework, job applications)   
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Consumer type Factors affecting communication habits and approach to managing 
personal affairs 

Impact on use of postal services 

People living rurally • Challenge of accessibility usually considered as part of everyday life 
and many have well-established coping mechanisms for overcoming 
difficulties 

• Rising cost of petrol and transport is an everyday preoccupation for 
many, much more so than the cost of post 

• Face-to-face contact is often valued and many will overlook 
inconvenience in favour of going to see someone, whether socially 
or on more official business 

• Strong local social networks can make face-to-face contact easier 
and become the default 

• Value use of the Post Office for face-to-face contact and local 
interaction 

• Limited reliance on post for communicating with nearby friends 
and family 

 

Recent immigrants (including 
asylum seekers) 

• Social and family networks often further afield therefore these 
respondents have higher costs associated with keeping in touch, 
whether by telephone or post 

• Tend to be more reliant on post for international mail, in particular 
for sending small packages and parcels (presents to and from family 
abroad, personal belongings, originals of important documents) 

• In some cases, lower levels of educational attainment, poor 
command of English or difficulty reading and writing can act as 
barriers to communicating with others and interacting with services 

• Sometimes living in temporary accommodation without easy direct 
access to the internet  

• Some (particularly asylum seekers) on very low incomes or 
unemployed and not always receiving relevant income support 

• In cases of low literacy or language skills, more problems 
deciphering pricing systems and communicating by post 

• In some cases, more reliance on post for corresponding with 
official services such as immigration services or HMRC 
(particularly where access to internet is limited)     
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11 When screening participants for the research, access to internet using a personal mobile phone was not equal to ‘having internet access’ 

Consumer type Factors affecting communication habits and approach to managing 
personal affairs 

Impact on use of postal services 

People living with a disability  • Their disability tends to be viewed as a fact of life and individuals 
have well-established coping mechanisms for overcoming barriers 
(such as accessing postal services) 

• Convenience tends to be highly prized ‘anything that makes my life 
easier’ – more so than other types of vulnerable consumers who 
featured in this study   

• Little impact on reliance on post (other factors such as age, 
income and internet access more important) 

• See case studies for isolated examples where living with a 
disability impacted reliance on post  

People with very limited 
internet access (irrespective of 
other factors) 

• Heavily reliant on use of the internet in libraries and internet shops – 
often more conscious of the cost and inconvenience of spending 
time online  

• In Glasgow there was a perception that the internet café / shops 
were closing down due to the rise in personal internet access, 
causing frustration and difficulty to some and increasing their need 
to use the post  

• Mobile phones are primary means of keeping in touch, whether via 
the internet11, calls or texts  

• Higher reliance on post for sending official documents 

• Still limited reliance on post for social networks 
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As the preceding table shows, there are a range of factors impacting how different 
types of vulnerable and low income consumers in this study interact with and rely on 
the post.  Despite these differences, however, perceptions and attitudes towards cost 
and affordability of postal services were similar to the views of other residential 
consumers (see Chapter 6 for full discussion of cost and affordability of services).   

This similarity seems largely due to the fact that: 

• Postal usage in terms of sending post was still very infrequent among 
vulnerable and low income groups; and, 

• The unit cost of postage was considered relatively low compared with other 
more regular outgoings.     

It is also worth highlighting that a common view expressed in this study by many 
vulnerable consumers of all subgroups (and using the post for many different reasons), 
was that while they relied on sending post relatively infrequently, they really valued it 
when they did.  

3.4 When and why vulnerable people do send post 

The occasions when vulnerable and low income consumers in this study send post 
mirrored many of those given by other residential consumers during our previous work.  
These can be grouped into three broad categories: 

• Cards, letters and parcels to family and friends; 

• Official documentation, including household bills, forms and job applications; 

• Goods sold online or returned to a catalogue. 

There are many examples of each type of usage occasion and participants of all ages 
and across all subgroups could generally recall at least one instance of having sent 
post for one of these reasons during the last few months.   

The consumers aged 65-74 and 75+ tended to be able to recount more examples of 
using the post for sending cards, letters and parcels to people in their social network.  It 
was true of some that they sent out more of this type of post than they received, usually 
because they were sending items to younger relatives who were not likely to be in the 
habit of sending items in return. These respondents tended to send one item of this 
sort in the post at least once a month, although frequency varied between individuals. 

Respondents in the middle and younger age groups (18-64) tended to be more 
familiar with using postal services to send items they had either sold online or were 
returning having purchased online or from a catalogue.  Such interactions with the post 
were typically on a monthly, rather than weekly, basis. However, some respondents 
using the post for this reason said they could see their usage increasing with time as 
they became more accustomed to online shopping and trading.  A few respondents in 
these age groups explained that they were increasingly drawn to online shopping and 
trading as they were money conscious and saw it as a way of saving and, in some 
cases, a new way of making, money. Respondents in the middle and younger age 
groups were using the post far less than older respondents for sending cards and 
letters, although almost everyone was sending birthday and other special occasion 
cards at least a few times during the year. 
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Respondents with family and friends living abroad, often those who had recently 
immigrated to the UK, tended to have more recent experiences of sending items 
abroad.  The use of international mail for sending cards and letters was less common, 
other than for postcards and writing to older relatives who did not necessarily have 
access to the internet. The majority of respondents who were reliant on international 
mail were using it to send small packages and parcels. These packages often 
contained gifts or ‘treats’ from the UK, either to UK relatives living  abroad, or to 
members of family living in the senders home country.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Almost everyone could remember a time when they had needed to send an official (or 
original) document via the post but for the vast majority of respondents this was 
extremely rare – a yearly rather than monthly or weekly occurrence.  Sometimes it was 
a matter of personal preference (rather than an access or affordability issue) whether 
people were using the post or face-to-face means for conducting personal business 
rather than opting for online or telephone methods. For example, some of the 
respondents aged 65-74 and 75+ in the study tended to shy away from managing their 
affairs online (for example online banking) even if they had access to the internet.  But 
there were also examples across age groups and other subgroups where individuals 

Case study: asylum seekers 

Participants seeking asylum generally had very low incomes due to work restrictions, 
and relied on the post to communicate with family back home who did not always 
have access to the internet.  

For example, one participant who was an asylum seeker said that writing to his 
children was his main way of communicating with them: 

“Writing letters, it helps me to express myself without thinking of the expense of 
airtime on the phone. I communicate by letter writing to my children who are in Africa” 
 
 
 

Peter, parent, Belfast  
 
Peter lives with his wife in Northern Ireland, and one of their children works as an 
engineer abroad. Peter was unemployed for two years before finding his current job.  
 
Peter and his wife mainly rely on the post for sending parcels to their son, sending 
about a dozen Christmas cards and sending presents to his family in England.  They 
sometimes use the post for formal documents like tax returns but prefer to use online 
means as much as possible because ‘it’s far simpler, cheaper and quicker!!’ 
 
About five times a year they send their son a parcel of all his favourite things from 
back home – wine gums, his favourite magazine, etc. Lately, Peter has noticed that 
it’s costing about the same to post the parcel as all the contents added together.  In 
fact the last two parcels he sent were quite a bit lighter to avoid the higher cost.  In the 
past, Peter has looked at how much it would cost to send the same package via DHL 
and he’s been tempted to switch to DHL as £30 to send a package with Royal Mail is 
becoming harder for him justify…  
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favoured paper correspondence over online and vice versa.  As our previous research 
shows, many of the factors affecting whether respondents opt or need to use the post 
are driven by official purposes or requirements: e.g. the service the consumer is 
interacting with requires the use of offline channels such as the post, telephone or face-
to-face contact with no online option available.     

Younger respondents with limited or no access to the internet 12 stood out as 
being more reliant on the post for sending items like job applications and university 
coursework. Some also had a perception that sending items such as this via the post 
gave a better impression to recipients than email. The majority of younger respondents 
without access to the internet defaulted to mobile and face-to-face communications for 
maintaining social networks, and consequently for some their reliance on post was 
limited to only a handful of occasions a year. 

Some specific factors affecting respondents living with a disability and 
impacting use of postal services 

Respondents living with a disability generally did not recount any greater difficulty in 
using postal services and sending post than other vulnerable groups. However, there 
were a couple of cases where using the post had caused individuals particular 
inconvenience, leading them to prefer using alternatives where possible.  

 

 

 

 

 

 

 

 

 

 

                                            
12 When recruiting consumers with limited access to the internet, anyone who regularly 
accessed the internet (whether from home, a place of work or other location such as an internet 
café) was considered as having a good level of access.  Anyone who said they rarely accessed 
the internet from anywhere or they did not know how to access the internet was classed as 
having limited access.  

Case study: participants with limited mobility 

Participants without full mobility recounted some problems of accessibility to the Post 
Office when sending. For example, one participant with Multiple Sclerosis said that she 
was unable to walk to the Post Box at the end of the road and had to find time to drive 
to the Post Office instead.   

 

 Case study: blind and partially sighted participants 

 
Some blind and partially sighted participants had received parcels and letters with 
damaged Braille, causing them to distrust the service and prefer alternatives such as 
the telephone or face-to-face communications. They also stressed that using the post, 
in particular for sending and receiving mail, was not ideal:  

‘It’s a sighted person’s world.’  

Male, partially-sighted, Belfast 
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4. Awareness and usage of key services 
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4. Awareness and usage of key services 
This chapter summarises levels of awareness and use of key postal services among 
vulnerable and low income consumers who took part in this study. It particularly 
focuses on sending of First and Second Class post and respondents’ stamp-buying 
behaviour, as these are the services which everyone who took part in the research had 
at least some experience of using. Where the discussion moves on to less familiar 
services, respondents’ views were less distinct. Indeed for many respondents, 
awareness and usage of services other than First and Second class post was simply 
too low for them to comment in detail.      

4.1 Awareness of postal services can be very low 

Many vulnerable and low income consumers in this study used postal services 
infrequently and awareness of the full range available was often low. They reported 
that the times when they have needed to use a service other than First or Second 
Class post happen so occasionally (often less than a couple of times a year) that they 
felt there was simply no need for them to understand the options. In turn, the default 
position of many respondents was simply to stick to using either First or Second Class 
post.  Most trusted staff at the Post Office to let them know if an alternative was needed 
based on their requirements.  

When respondents are not relying on the advice of Post Office staff, many make their 
purchase decision based on a long-standing convention which they have not always 
given much conscious thought to. For example, at Christmas many respondents who 
usually favoured First Class during the rest of the year switched to sending cards by 
Second Class post in order to manage the overall costs of Christmas.  

As the rest of this chapter explains, consumer perceptions and understandings of 
postal products drive much of their behaviour, although these are often underpinned by 
misconceptions. Consumers in this study lacked information about services which 
could in turn impact on how they made purchase decisions relating to post. These 
misperceptions extend to those services that most consumers are most likely to be 
relatively familiar with, such as the difference between ‘standard’ and ‘large’ letter 
formats.   

“I went in and I thought it’s going to cost 69p...But no, it cost 
me £1.30 because the envelope was too large for a standard 
stamp!” 

Male, unemployed, Swansea 

4.2 First and Second Class post 

As to be expected, awareness of First and Second Class post is much higher, although 
motivations for using one over the other reveal misperceptions surrounding delivery 
promises and pricing. 

As previous Ofcom commissioned research has shown, individuals are often driven by 
long-standing preferences rather than carefully considering the respective features and 
benefits of First and Second Class. 
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Table 4 on pages 25 and 26 and the following quotes present the large variety of 
reasons why vulnerable and low income consumers in this study choose First or 
Second Class post; preferences for both were common. 

“First Class, I normally find it better, because it moves much 
faster than the Second Class, that’s what I prefer.” 

 
Male, unemployed, Swansea 

 

“It’s only about 10p dearer, but you think you’re going to get a 
better service when you send First, gets there quicker than 
Second Class.” 

Male, unemployed, Norwich 
 

“Is Recorded Delivery guaranteed the next day, or isn’t it?” 

Male, unemployed, Swansea 
 

“I send second because we tend to look ahead because we 
know the birthday’s coming up, so we’ll think that’s a good 
week, send it Second Class because it is cheaper, that’s what 
it comes down to, the cost of stamps is quite expensive 

Male, unemployed, London 
 

“I don’t think it gets there any faster if it’s 1st or 2nd class – it 
all goes in the same van”  

Male, rural, Devon  
 

“I'd never buy a Second Class stamp, it never crosses my mind. 
People might think I'm cheap and it takes longer to get to the 
receiver.” 

Male, unemployed, London 
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Table 4  

 

 

 

 

 

 

First 
Class  

Quicker  • Some had a personal preference for getting things done quickly and for this reason favoured First 
Class stamps as a ‘guarantee’ of speed. 

More reliable  • Many believed that First Class post was a more reliable means of ensuring an item arrived at the 
intended destination than Second.  This was something many people related to the fact that First 
Class was quicker; as respondents, in their own words, often seemed to equate speed, reliability 
and efficiency as being interlinked from their perspective. (Respondents were not commenting 
more generally on how well the service is managed).  

Habit • Some respondents put little thought into which type of stamp to buy; they bought what they were 
accustomed to buying and for some that was simply First Class.  

Disorganised • Some opted for First Class because they rarely planned enough in advance to allow sufficient 
time to use Second Class post and so they valued the immediacy of First. 

Value for money • Some believed that it was worth spending an extra ten pence on First Class as they felt it was 
generally a better service. 

Image • A few respondents felt that a First Class stamp made a good impression on the recipient.   
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Second 
Class 

Fast enough • Many respondents who tend towards Second Class post felt that a three or four day delivery 
period was quick enough for their purposes.  If a quicker response was required they would most 
likely be using alternative means, such as telephone or email.   

Habit • As with First Class post, many who use Second Class simply do so because it is what they have 
always known and do not think to do otherwise.   

Organised • Some respondents were more strategic about what they post and tended to know far enough in 
advance when they would need to use the post that they gave themselves long enough between 
when they sent something and when they wanted or needed it to arrive.   

Prudence / value for 
money 

• Some respondents (usually those who were in the habit of money-saving) felt it was worth saving 
the extra ten pence that First Class would cost them.   

• Some did not think that the extra ten pence was worth spending for a service that only saved a 
day or two. 

Sceptical of First • A few respondents favoured Second Class because they doubted whether there was much 
difference between the two services.   

Festivals / peak 
periods 

• Quite a few respondents chose Second Class post when they had more items to send, for 
example around Christmas.  This was true even for many who used First Class post the rest of 
the year. 
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4.3 Other postal services 

Respondents’ awareness of services other than First and Second Class post was limited. 
Many participants needed prompting with visual stimuli and examples of other services 
before they were able to cite them in discussion. 

Large and small-sized stamps 

A majority of participants knew that sending a larger or thicker letter would cost them more in 
postage. However, understanding of exactly how much more expensive it could be was low 
and many did not spontaneously recognise Large stamps (for ‘large’ format letters). 
Respondents tended to rely on Post Office staff to weigh cards and letters and provide them 
with the right type of stamp. A couple of respondents had bought a book of Large stamps in 
the past but it was not something they did regularly.   

Special Delivery 

There was some spontaneous awareness of Special Delivery, with quite a few vulnerable 
consumers at least recognising what it looked like when shown a showcard. However, very 
few knew exactly what the service offered; they tended to associate it with items that needed 
very urgent delivery. Most people who had used Special Delivery had not gone to the Post 
Office with intent to buy a specific service. Instead they had taken the advice of Post Office 
staff after communicating that they needed a guarantee of a next day delivery. 

Those who had used Special Delivery in the past considered it a reliable but quite expensive 
option and therefore limited their use of it to times of real necessity. The option to track your 
item was particularly valued by those who had used it in the past.   

Signed for / Recorded 

Many respondents conflated Special Delivery and Signed For (sometimes referred to as 
‘Recorded’) Delivery and were unclear on the differences in service that each offered.  
Respondents often said they had just deferred to the advice of Post Office staff and paid for 
the service.    

Items sent using Recorded Delivery included official or legal documents, often originals, 
where the sender wanted proof that they had been received. In a few cases this was 
because of mistrust in the recipient and the sender wanted reassurance that they would have 
proof that the item was delivered.  

Private providers 

Awareness and use of private courier companies and commercial postal providers was very 
low for those who usually sent post within the UK. Some Ebay users were more familiar with 
alternatives, but even in these cases the specific details were often unclear. Vulnerable and 
low income consumers sending post to friends and family abroad were more in tune with the 
range of companies, although even they tended only to know about the one or two they had 
used in the past. Recent immigrants more heavily reliant on the post to send packages and 
parcels abroad were more aware of companies such as DHL and FedEx. This was 
sometimes because relatives had used these companies to send them items by post, rather 
than their own direct experience of using them.  

“I use Royal Mail to send letters, and couriers for parcels. Things 
like UPS, mostly the cheapest ones I can find.” 

 Male, unemployed, Norwich  
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“I have tried DHL, for just a small package, I had documents I 
wanted to send to Africa, and when they told me £60, I was really 
not impressed.  I had to go back and use the Royal Mail.”  

Male, immigrant, Swansea 
International mail 

The majority of respondents used international mail only very occasionally and some of the 
younger participants had no personal experience to draw on at all.  As we might expect, 
those with family and friends abroad, often recent immigrants to the UK, tended to have 
more experience of this.   

“It’s nice to really, receive letters, like my grandson in America, I 
write to him using Airmail now and again.”  

Female, 75+, Norwich  
 

Respondents who used international mail for maintaining social relations did rely on it quite 
heavily and commented spontaneously on the expense that sometimes made them think 
twice about sending something. However, as Section 6.2 shows, this reluctance to send 
something was often a reflection of the respondents’ perception of value for money rather 
than an issue of affordability.  

“....parcels to Pakistan are very expensive - 1 kilo of clothes £35 - I 
had to pay it because I'd already bought the presents I was 
sending.  I didn't want them to go to waste and waste the money I’d 
spent already.  And I know it makes them so happy to receive my 
parcels!”   

Female, immigrant, Glasgow  
 

4.4 Stamp-buying 

Reliance on the post among vulnerable and low income consumers in this study was 
generally too limited for the majority to be able to recall exactly when they last bought a 
stamp or book of stamps.  Individuals approached stamp-buying in a variety of ways.  Some 
preferred to always have a book of stamps on-hand, others waited until they needed to send 
something and then bought stamps one at a time. Similar to respondents’ preferences for 
using First or Second Class post, stamp-buying behaviour was often not particularly thought-
out and many were driven by habit.   
 

“I just keep a book of each in my purse.” 

Female, parent, Norwich 
 
There was some evidence of vulnerable and low income consumers in this study being 
driven by cost in terms of whether they bought a book of stamps or single stamps, with a few 
reporting that they thought books may be cheaper overall. Due to relatively low awareness of 
pricing, these decisions were often based on a ‘gut feeling’ that one approach was cheaper 
rather than being sure this was the case.         
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"I buy my stuff in bulk; envelopes, stamps, paper. I save these 
things up so that I can save money. It's better to buy in bulk.” 

Male, immigrant, Belfast  
 
Several vulnerable consumers mentioned stocking up on books of stamps in the run-up to 
Christmas. This was linked to their increased postal usage for sending cards and parcels to 
friends and family during the Christmas period. A few staggered this additional cost by 
buying the stamps they required over several weeks rather than all in one go.   
 

 “The cost of stamps generally can be quite horrendous at 
Christmas time.”  

Male, 65-74, Swansea 
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5. What counts as ‘essential’? 
Vulnerable and low income consumers in this study often talked of ‘needing to’ or ‘having to’ 
send something and this was important when they considered the cost of postal services.  
Chapter 6 analyses the thought processes behind this approach to post and cost in more 
detail, while this chapter looks at what respondents mean when they say ‘I need / have to’ 
send something in the post. 

5.1‘Essential’ post 

One way to analyse and assess respondents’ reliance on postal services is to look at when it 
was viewed as ‘essential’ to use the post and when people were more able to consider 
foregoing the post (either not sending an item or finding alternative means). 

There are different ways we could group the sorts of post people send and senders’ 
motivations.  We have chosen three categories and these are based on our identification of 
the different drivers that seemed to influence the sending of post: 

1. ‘Essential sends’ (1) when respondents are prompted or required to use the post 
due to official or commercial obligations for example when individuals are not given 
an alternative (e.g. mandatory postal correspondence with some official services) or 
they have no ready access to one (e.g. no internet)   

2. ‘Essential sends’ (2) prompted or required by social or family commitments or 
convention for example when individuals feel they need to use the post – either 
because they value family or social connections or think it will be valued by the 
recipient; and 

3. ‘Non-essential sends’ when individuals feel able to choose not to use the post – 
either because they would be happy with a cheaper or more convenient alternative 
option or because they did not think that sending the item was sufficiently important 
to them or their recipients. 

The first two categories were referred to by participants as ‘essential post’. In the majority of 
cases for both these categories, once individuals had made a decision to send items they 
tended to see this through. The cost of postage was something they felt able to manage. 

Items which respondents put in the third category were considered by them as ‘non-
essential’, and in many cases individuals were already making personal decisions to scale 
back on their use of the post for these types of items.   

Table 5 shows some examples of the types of items that fell into each of these categories. 
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Table 5 

Category of post Types of item Quotes  

 

‘Essential sends’  

prompted or required 
by official or 
commercial 
requirements or 
convention for example 
when individuals are 
required to use the 
post because they are 
not given an alternative 
or they have no access 
to one 

Passport applications 

Birth certificates 

Legal documents 

Government 
correspondence 

Job applications 

Items sold on eBay or 

online returns 

 

“If you have to send 
something then you don’t 
have much choice – you 
have to send it.” 

Male, 75+. Aberdeen 
 

‘ Essential sends’  
 
prompted or required 
by social or family 
commitments or 
convention for example   

when individuals feel 
they need to use the 
post  because they 
value family or social 
connections or think it 
will be valued by the 
recipient 

Birthday cards 

Letters to family and friends 

(especially older or offline) 

Presents to UK and abroad 

Personal admin / bills 

Wedding and christening 

invitations (for some) 

 
“Sending greeting cards to 
my family is very 
important.  It makes a big 
difference if you are not 
seeing them regularly.” 

Female, immigrant, Glasgow 
 
 
“I communicate by letter 
to my children who are in 
Africa.” 

Male, asylum seeker, Swansea 

 

‘Non-essential sends’  

When individuals could 
easily choose not to 
use the post either 
because happy with a 
cheaper/more 
convenient alternative 
or because not sending 
the item would not 
cause inconvenience 
or upset to the sender 
or recipients 

 

Christmas cards to people I 
never see or am not close 
to 

Luxury items to friends and 

family 

Wedding and christening 

invitations (for some) 

 

 

 

“It depends whose 
birthday...If they’re not 
that important (to me) then 
they won’t get a card.” 

Female, 65-74, Norwich 
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Individual personalities and preferences naturally played an important role in how 
respondents viewed the different items they sent by post. For example, a birthday card to an 
old school friend was ‘essential post’ for some but ‘non-essential’ to others. This depended 
on how much that individual valued staying in contact with their old friends or whether they 
believed a phone call to that person could be just as meaningful. 

There was consensus that items which fell into the first category (prompted or required by 
official or commercial obligations) were essential and that individuals would face significant 
problems if the post was no longer there for them to use or they were constrained by the cost 
of post in sending these types of item. However, the majority of vulnerable and low income 
consumers in this study relied on the post to send these types of essential items very 
infrequently. This was true even of those respondents who had limited access to the internet 
and therefore tended to have more items falling into this category. 

A key finding of the research is that respondents would also feel strongly if they were 
not able to send items which fall in to the second essential category.  

This demonstrates the significant value some respondents attach to sending certain items by 
post, as mentioned earlier, and highlights how many low income and vulnerable consumers 
in this study see their use of the post as something they are choosing to spend their money 
on because they value it, and see it as essential13.  

However, vulnerable consumers in this study were generally able to send post in this 
category when they considered it essential themselves. As such, post was seen as 
affordable for this type of use almost all of the time by almost all of the vulnerable consumers 
who took part in this research. 

The short case studies set out in table 6 show how people told us they would react or feel if 
they had not been able to send something they wanted to by post:14 

 

 

 

 

 

 

 

 

 

 

 
                                            
13 We are aware of some other research which highlights the potential for people to suffer significant 
detriment if they feel they are unable to maintain sufficiently their social networks. See for example: 
Levitas, R. (2006) The Concept and Measurement of Social Exclusion. In Pantazis, C, Gordon, D. 
and Levitas, R. (Eds) 'Poverty and Social Exclusion in Britain'. Bristol, The Policy Press. pp 123-162’ 
14 Participants were given a ‘post diary’ to complete in the weeks preceding depth interviews and 
group discussions.  They logged any items they sent by post, what postage they used, attitudes 
towards cost and how they would have felt if they had not been able to send items.    
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Table 6 

 

We can see from these examples how many items considered important by vulnerable 
consumers in this study fall into the second essential category. Respondents choose to 
send these items by post because they consider them valuable or essential for family or 
social reasons.  The strong importance associated with these items and the fact post was 
generally viewed as affordable helps explain why many vulnerable and low income 
consumers in this research did not feel the cost of postage was a barrier to sending this type 
of post. Views on the affordability of post overall are outlined in more detail in Chapter 6. 

Case study Hypothetical response to not being able to send 
something by post 

A 40 year old was using the post 
to send her 70 year old aunt a 
birthday card.  Her aunt was not 
comfortable with using the 
internet, plus she preferred to 
send her cards on special 
occasions as it meant a lot to her 
and was a longstanding family 
tradition. 

 

“I’d be annoyed...My Aunt wouldn't 
have had a card from me.” 

Female, parent, Belfast 
 

A 29 year old, unemployed, 
without easy access to the 
internet, was using the post to 
send a job application. 

“I’d be disappointed. Other methods 
(e.g. email) wouldn't be sufficient.” 

Male, unemployed, Norwich  
 

A 38 year old, unemployed, was 
using the post to return a book 
bought on Amazon.  The book was 
quite expensive but it did not 
contain the information he was 
expecting so it would have felt like 
a waste of money if he had to 
keep it. 

“I’d be angry. There’s no other way to 
return the item.” 

Male, unemployed, Norwich  
 

A 22 year old undergraduate, was 
using the post to send her 
university coursework.  Her 
university always requested 
coursework in hard copy. 

“I’d be devastated. My coursework 
had a deadline.” 

Female, student, Glasgow 
 

A 45 year old, recent immigrant to 
the UK from Turkey was using the 
post to send presents to his family 
back home. 

“I’d be very sad. There’s no other 
way to send parcels abroad to friends 

and family.” 

Male, recent immigrant, London 
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6. Cost, affordability and impact on 
behaviour 
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6.  Cost, affordability, and impact on 
behaviour 
This chapter looks at how vulnerable and low income consumers in this study perceive cost 
and what impact, if any, the cost of postal services has on their use.  Most vulnerable 
consumers we spoke to said that postal services are affordable for them. The findings 
suggest that both significant financial hardship and regular reliance on postal services to 
send items considered essential are needed before a consumer might feel that postal 
services are unaffordable or for cost to act as a significant barrier to use. This chapter also 
outlines where there were exceptions to this – either related to a specific service or because 
of an individual’s specific circumstances.   

6.1 Definitions of affordability  

Part of the research objectives included testing and probing participants’ understanding or 
perception of the concept of affordability of sending post. It’s informative for example to 
understand if a broadly common perception exists, or whether discussion triggers views or 
opinions about the affordability of post in the context of the given definitions. We tested two 
definitions of affordability:    

1. A postal product e.g. a First Class stamp would be unaffordable if I frequently 
had difficulty finding the money to pay for it 

2. A postal product e.g. a First Class stamp would be unaffordable if I frequently 
had to give something else up in order to pay for it 

The majority of vulnerable and low income respondents considered the first definition a 
better description of the general concept of something being ‘unaffordable’. This definition 
was seen to imply someone who was already in substantial financial difficulty and would 
struggle to find the money to pay for basic items and most respondents thought it was not 
appropriate in the context of postal services.  This links to earlier findings about low reliance 
and low unit costs – making it difficult for many respondents to conceptualise affordability in 
relation to post. 

Most said the second definition was more relevant for post as they felt it was a better 
reflection of how they manage their personal budget and make decisions about post. Several 
also thought it was a better description of the element of choice that was often involved in 
their decisions to send items by post. However, the language used was considered less 
good for defining something as being ‘unaffordable’ more generally.   

 
“It will all depend on what I was giving up, how much of it I was 
giving up and the monetary value of what I was giving up.”  

 
Male, 65-74, Swansea   

 
It is worth noting that many respondents could not envisage themselves or anyone they 
knew frequently being in either situation.  

“You'd have to be very hard-up for first statement to be true and if I 
was what would I be sending anyway - I use it so rarely.” 

 
Male, unemployed, no internet, Glasgow  
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Indeed, the majority of respondents struggled to discuss affordability of postal services in 
terms of their own experience, and this is reflected in their views of the definitions. Their 
limited reliance on postal services for sending post and the relatively small cost of most 
postal products meant this concept was not usually considered relevant, even by those on 
very low incomes. 

“(It) feels weird to discuss affordability in this context.  It’s really 
not a huge cost most of the time.  But then I guess it depends on 
frequency – for me it’s not extreme so the cost is OK.” 

Male, unemployed, London 

6.2 Concerned but not usually prohibited by cost 

The economic downturn has led to a broad consumer trend towards questioning the cost of 
products and services, and wanting to maximise value for money. Many respondents 
discussed the cost of post in relation to this wider context of rising living costs and the 
increasing ‘unaffordability’ of other services and consumer goods.  As such, they saw rising 
post costs as an inevitable trend. They tended not to direct their frustration at postal services 
specifically but at how the cost of living is rising overall.  Many who were choosing to cut 
back on postage costs and be prudent about what they sent by post often presented it as 
part of a more general mindset of careful budgeting.        
 

“It’s all rising, it’s all getting unaffordable, so I’m being more 
prudent with everything – saving money where I can.” 

Female, unemployed, Glasgow 
 
While some vulnerable consumers in this study felt rising costs would push them towards 
relying on alternatives, most did not consider this a problem as alternatives are becoming 
more easily accessible. 
 

“It would become unaffordable if I had to use it frequently but the 
world is going cyber.” 

Male, parent, Belfast 
 
Many respondents said that they were often surprised at the prices quoted to them by Post 
Office staff, particularly for larger spend items such as parcels or international mail.  
However, these concerns were rarely coupled with deciding not to send an item they wanted 
to send.              

“It’s a lot of money but I can’t really figure it all out so I don’t think 
about it too much, just pay up!” 

Female, disabled, Belfast 
 

“When I’m buying a stamp I think god that’s a lot – 60p for First 
Class! But then I forget until the next time.  It’s not enough to 
actually put me off.” 

Female, unemployed, Glasgow 
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In some cases respondents chose not to send an item by post because they felt the cost of it 
did not represent good value for money relative to their other priorities. This was not usually 
because they were unable to find the money to pay.  
   
Another common view from vulnerable and low income consumers in this study was the 
perceived lack of value for money represented by the level of service they received as 
customers of postal services. Higher prices were not seen to be met by improvements to 
postal services or more customer-centred provision.   

 “I can’t rely on the post service these days because I think that 
they seem to have gone downhill, it takes three days to get there, 
before maybe it would be a next day delivery.” 

Male, 65-74, Swansea 
 

“50p for a letter is too much, it should be 25p...post is expensive.  
Wages are not going up but the cost of post is.  And the service is 
deteriorating.  You only get one delivery in the afternoon now and it 
is not as reliable!” 

Female, immigrant, London 
 
This is a separate concern to those respondents who said that the price of postage often did 
not represent good value for money when considering this against the cost of the item being 
sent. For some, the cost of postage relative to the cost of the item was an important 
reference point in deciding whether it was worth sending something. 

“I bought a hoody from China for £11.00...It cost me £5.89 postage 
to return it...It wasn’t worth returning!” 

Male, immigrant, London 
 

6.3 Exceptions: when affordability is an issue  

There were very few examples where individuals had not been able to afford to pay for 
postage for items they considered essential. As outlined further below, the consequences of 
this usually involved the consumer hand-delivering the item or asking someone else if they 
could hand-deliver it – if, for example, the item needed to reach a recipient further afield, 
rather than sending it by post.   
 
In the case of sending letters and cards, where unit costs were relatively low, cost only very 
rarely acted as a barrier. This was confined to a couple of respondents who were either in 
quite significant financial difficulty, struggling to cover the cost of other everyday basics, or to 
those without easy direct access to the internet and therefore more frequently reliant on the 
post.       
 

“Eight or nine months ago I was broke, I’d just lost my job and I had 
to send off a few applications and I couldn’t afford the stamp so I 
walked to the employers.” 

Male, immigrant, Norwich 
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When sending parcels or small packages, a few vulnerable and low income respondents 
explained that the cost of postage sometimes did feel unaffordable, as covering the cost 
would leave them with noticeably less money to spend the rest of that week or month.  
However, they almost always still chose to cover the cost as difficulty finding the money was 
outweighed by strong motivations to send the item.  
 

 “We used to send parcels to New York, for the grandchildren.  
You’ve got two options, you can either send it airmail or sea 
freight, now sea freight takes a long time getting there.  But 
we have done sea freight because airmail is very expense.  
But we prefer to do it airmail.” 

Male, 65-74, Glasgow 
 

 
“For letters the price is OK.  But for parcels it can be 
unaffordable...it’s not essential or really important that I send 
things in the post but it makes the children happy to see I have 
sent something.” 

Female, 65-74, Devon 
 
Indeed, some respondents saw it as a natural shift towards a more digital society that 
occasions when they had traditionally relied on the post (such as wedding or christening 
invites) were becoming rarer as alternatives perceived as cheaper and more convenient 
were becoming increasingly acceptable.   
 

“I would only send something by post if I had to.  So then I just fork 
out (the money).  My decision is already made.” 

Male, immigrant, London 
 
 
6.4 Essential items are relatively uncommon 
 
It is helpful at this stage to revisit what respondents considered ‘essential post’ and the three 
categories of post discussed in Chapter 5 and recapped here.   
 

Category 1 Category 2 Category 3 

‘Essential sends’ 1 

prompted or required by 
official or commercial 

requirements or 
convention  

‘Essential sends’ 2 

prompted or required by 
social or family 

commitments or convention  

 

‘Non-essential sends’ 

When individuals could 
easily choose not to use the 
post either because happy 

with a cheaper/more 
convenient alternative or 
because not sending the 

item would not cause 
inconvenience or upset to 
the sender or recipients 
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Part of the reason why many respondents struggled to discuss the concept of affordability in 
the context of post was because occasions when they were required to use the post 
(category 1) were very infrequent – usually no more than a handful of times over the course 
of a year. 
 
Those with limited direct access to the internet and who were therefore more reliant on post 
were more likely to say that they felt the cost of sending post was unaffordable.  This was 
linked to their need to use post to communicate with key services.  However, even amongst 
these respondents, it was only when an individual was frequently in situations where they 
needed to use the post to send important documents – two or three times per week – that 
they cited it as a problem of affordability.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Most respondents did not think affordability was relevant in the context of items that fell into 
category 3.  In this case, both sending the item or choosing to use an alternative were both 
considered viable options that would not cause inconvenience or upset to either sender or 
recipient.   
 
Vulnerable and low income consumers in this study appeared to be used to making personal 
choices about how to cut back on expenditure and how to communicate in new ways, 
meaning they were not relying sufficiently on post for affordability to be a key consideration.   
 
In the context of category 2 – post considered essential for personal or social reasons – 
respondents were generally able to send these items when they felt they needed to. As such, 
respondents’ use of the post in these cases was something that they felt able to manage in 
terms of cost. For most, the relative infrequency of sending post in this category meant it was 
not a significant issue for them in any case. 
 

6.5 Decision-making process behind posting  

The decision-making process people go through when they send an item through the post is 
important in explaining why affordability does not appear to be an issue for the majority of 
low income and vulnerable consumers in this study. The figure below illustrates key stages 
respondents typically moved through during their usual interactions with the post, including 
the types of considerations and decisions they make at each stage.   

Sally, unemployed, Norwich   
    
Sally lives in Norwich, after moving from China five years ago.  She is currently 
unemployed and on the hunt for a job.  
    
Sally mainly accesses the internet at the library or using her mobile phone.  She is 
only allowed to use the library computers for a set amount of time, not always long 
enough to complete a full job application.  So she tends to download and print the 
application documents off, complete by hand or on her own computer and send them 
off in the post. 
    
She isn’t very familiar with the price of UK post and has often been shocked at the 
expense.  One time, she made a decision to hand delivery her application documents 
rather than use the post.  Although she wouldn’t ‘struggle’ to pay for it she had 
difficulty justifying the spend.  
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These considerations tended to be more relevant when respondents were sending small 
packages or parcels, given the low unit costs of sending letters by post. The unit cost had to 
be high enough to be noticeable and worth factoring in early in the decision-making process. 

        

Choose to 
send an item 

by post

• Is there no alternative?
• Is it important to me or my 

recipient?
• Do I want to give a good 

impression?
• Is it likely to cost me a lot to 

post? E.g. If thinking of 
sending a valuable item that 
will need Special Delivery 
or a large package abroad 

Pay for 
postage

Visit Post 
Office

Purchase 
item

• What size shall I 
buy? How heavy is 
it?

• Is there something 
more amenable to 
posting?

• Do I really need to 
send this? Is it a 
luxury or an 
essential?

DECISION MADE AND 
IMPLEMENTED

 

By the time most respondents reach the Post Office and are directly confronted with postage 
costs, they are generally committed to sending the item and do not want to adjust what they 
are sending. They have already made their minds up and – unless they do not have the 
money available – will post the item. 

 
“It slips to the back of my mind...you decide on the letter/present 
you’re going to send and either reconcile yourself to the cost or 
adjust what you buy so it doesn’t cost too much.  By the time you 
get to paying for postage you’re firm in your decision.” 

Female, 75+, London 
 
This type of decision making process could be consistent with the item being unaffordable if 
vulnerable consumers are giving up something important in order to implement the decision 
to post. However, this was not something that participants raised during the research. 
Instead, they discussed how they would cope by not spending money on other less important 
things.  
 
However, most could recall a past experience of having to pay for much higher postage 
costs than they were expecting and many were keen to avoid this happening again. As a 
result, some said they remembered to factor postage cost in early, scrutinizing their own 
motivations for using the post (how important is it to me / my recipient that I use the post) 
and the nature of what they were choosing to send (how large is it?).  By contrast, a minority 
of respondents admitted that they sent items which would be expensive to post so rarely that 
they forgot to take account of the cost early on in their decision-making.   
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6.6 How people on low incomes manage the cost of sending post 

Majority are accustomed to managing tight budgets 

We know from our previous research that people on very low incomes often see coping on a 
tight budget and managing competing priorities as a fact of everyday life.15  People on low 
incomes will often have a ‘reserve pot of money’ that they keep aside for unplanned 
expenditures. In this study, post was described by several consumers taking part in this 
study as falling into this category, since their usage was too infrequent to be accounted for in 
their monthly budget plans.  

“I don’t really think about it like that.  I just think ‘I want to send 
something’ so I take it to the Post Office and they weigh it, it’s £20 
or £30...I give them the money.  As long as it’s gone I’ll sort out my 
other problems after that.” 

Male, parent, Belfast 
 

It was also common for respondents to talk about the relative cost of postage, compared with 
the cost of items being sent. Particularly in the case of sending small packages and parcels, 
the postage costs were often considered minimal against the usually more substantial cost of 
the contents. Some respondents made the point that if they found themselves really 
struggling to cover postage costs, it was likely that whatever item they were sending would 
already have caused them financial difficulty.    

“If I was sending a parcel and it was too expensive to afford, 
likelihood is the present itself has already pushed me over budget.” 

Male, unemployed, Glasgow 
 

Examples of coping strategies  

Most low income and vulnerable consumers in this study had their own ways of managing 
postage costs, which had typically developed over several years rather than being a direct 
response to recent price rises. Table 7 shows some common examples of ‘coping strategies’ 
people used. Three broad types of coping strategy emerged: 

• Adjusting the item being sent 

• Becoming less reliant on the post altogether  

• Switching to another Royal Mail service or provider for those familiar with these 
alternatives 

Individuals’ personal preferences for managing finances and their openness to using new 
technology were also factors affecting the strategies consumers used. In other words, the 
cost of postal products was not their only consideration.  

 
 
 
                                            
15 For example, see Customer Experiences of Tax Credits Overpayments, HMRC (2010) 
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Table 7 

 

 

The following quotes provide examples of where vulnerable and low income consumers were 
using these kinds of coping strategies and changing their post behaviour. 

 

Switching to another Royal Mail service or provider 

“As for cards, I’ll probably give them by hand or if I plan in advance, 
send be Second Class stamps this year.” 

Male, unemployed, Norwich 
 
 

Adjusting the item being 
sent 

Becoming less reliant on 
the post altogether 

Switching to another 
Royal Mail service or 

provider 

 

Factor in cost of postage 
when buying items to 
send  

e.g.  Make a conscious 
effort to send smaller or 
lighter items 

 

Avoid situations where 
postage ends up more 
expensive than the card  

e.g. Only buy standard sized 
cards 

 

Limit amount / frequency 
of luxury gifts / 
international mail 

e.g. Send fewer items to 
relatives living abroad  

 

Rely more on non-post 
means of communication 

e.g. keeping in contact with 
friends and family via social 
networking sites, email and 
Skype  

 

Rely more on hand 
delivery 

e.g. Personally hand deliver 
items or send all items to 
one recipient and ask them 
to hand deliver 

 
Rely on friends and family 
travelling abroad 

e.g. Wait for a messenger to 
transport post abroad post 
abroad  

 

 

 

Use Second Class post 
more 

e.g. Only rely on First Class 
post for urgent items 

 

Scale back on ‘luxury’ 
‘premium’ services 

e.g. Use First Class in place 
of Special Delivery 

 

Shop around or 
investigate other 
providers 

e.g. choose DHL over 
Parcel Force because 
cheaper 
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Adjusting the item being sent 
 

“I’ve bought smaller cards, it’s not worth spending more, I need to 
cut down the price.”  

Female, 65-74, Swansea 
 
Becoming less reliant on the post altogether or finding a non-post alternative 

 

“My family are from York and most of my family are up there.  I’ll 
just wait and send all the birthday cards or Christmas cards at 
once.  At least then it’s just one payment.  I’ll send it to one 
address and let them deal it out at the other end.” 

Male, unemployed, Norwich 
 

“I give my daughter cards to dish out to her friends rather than post 
them.” 

Female, 65-74, Swansea 
 

“If a friend was going (over there) or a family member you’d put it in 
their suitcase.  But to send it, it’s just expensive, it’s too much, so 
that’s how I cut costs. I try and send it through a friend or send it 
through family.” 

Male, unemployed, London 

A small number of respondents also spread the cost of postage by buying stamps over a 
period of time, particularly ahead of Christmas when their usage increased. However, 
examples of this were relatively uncommon. 

“I’ve started buying a book of Second Class stamps, so if I buy one 
now and again by the time Christmas comes I’ll have got all my 
stamps for my cards.” 

Female, 65-74, Norwich  
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6.7 Christmas: usage often different16  

A series of follow-up telephone depth interviews were conducted between 6th and 18th 
December 2012 to discuss vulnerable and low income consumers’ actual sending behaviour 
during the weeks before Christmas17 . The rest of this section presents the findings from 
these interviews alongside what consumers told us during discussion groups about their 
previous sending habits at Christmas time and what they were expecting to do for Christmas 
2012.  Participants were also sent a homework ‘diary’ to fill out from the end of November to 
mid December and relevant findings from some of these diaries are included here. 

General sending habits at Christmas 

The Christmas period was, for many, the one time of year when they became more reliant on 
sending items by post and were therefore more aware of postage costs.   

“Christmas cards get all sent together to save money, or we wait 
until you see them and you just give them to them, it’s definitely 
[about] money for me.” 

Female, unemployed, Norwich 
 
However, even then some vulnerable and low income consumers said that although they 
might be frustrated by the cost of sending post, it did not have a notable impact on their 
usage, usually because they were not sending enough at Christmas time for it to be an 
issue. 

“I know postage has gone up and I might have a little moan at the 
Post Office this year but it doesn’t reflect on my usage, I don’t send 
that much overall.18”  

Female, parent, Belfast 
 
Christmas was also seen as a ‘special case’ by many respondents, meaning they chose to 
find and spend money on postage even when they considered it expensive. 

“I send parcels fairly infrequently at Christmas and only to people I 
really care about so although it can be dear I’m always going to 
still send it.”  

Female, parent, Belfast 
 

For some, motivations for sending cards and presents by post at Christmas time were largely 
related to the emotional value of sending these items and were often driven by individuals’ 
                                            
16 Telephone interviews to discuss vulnerable and low income consumers’ Christmas sending 
behaviour were conducted with participants who were willing and available to be re-contacted.  
Interviews took place between 6th and 18th December 2012 (see Appendix for relevant discussion 
guide and post-task diary which was sent to people following discussion groups). 
17 Vulnerable and low income consumers were also asked about any other festivals apart from 
Christmas or peak periods throughout the year when they felt that they relied more on the post.  Apart 
from one participant who spoke about sending parcels to family in India in time for Diwali, Christmas 
was the only time of year when those who were sending items by post noticed an increase in their 
usage. 
18 This consumer was planning to send approximately 30 cards using Second Class post this year. 
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traditional or family values and attitudes to Christmas overall. These consumers were 
reluctant to give up festive traditions and overlooked the cost of post because it was not 
something they considered worth compromising on. This placed Christmas cards in the 
second essential category for these consumers.  

“If it’s Christmas and it’s your friends and your family, you go that 
extra yard.”  

Male, unemployed, London  
 

 “I don’t send much but it’s important I send what I do...If you don’t 
get to see them (very often) it’s important they know you’re 
thinking about them.”  

Female, unemployed, Glasgow 
 

By contrast, some respondents were less emotionally attached to Christmas and preferred to 
use their money for things that they felt were more worthwhile than sending Christmas cards. 
For them, sending Christmas post was in the non-essential category. There were a few 
examples of respondents donating money to charity or sponsoring a child or animal in a 
developing country in place of sending Christmas cards.  

 “I’m bah humbug.  I bought a goat in Africa four years ago and now 
the money I used to spend on cards just comes out of my account 
every year and goes on that instead.  £25 this year... it’s better than 
sending cards to people I don’t even really like – what’s the point of 
that?!” 

Female, parent, Belfast 
 
Age of sender and recipient matters 

Christmas post behaviour was often related to the age of the sender, with respondents aged 
65-74 and 75+ placing more value on using the post at this time of year than the younger 
and middle-aged groups. The age of the recipient was also thought to be important, with 
reliance on the post at Christmas greatest for sending cards and presents to older people.  
Several respondents noted that as the older generation of relatives and family friends passed 
away there was even less need to send things in the post at Christmas because they did not 
think that the younger generations valued receiving items by post as much. 

“Younger [generations] aren’t really using the post so it matters 
less to them... But my aunties and uncles in England are dying and 
my younger family I talk to on the phone or we keep in touch on 
email...You could say the generation that valued post is dying out.” 

Female, parent, Belfast 
 
Some respondents in the middle-age group were starting to use other channels of 
communication more instead of post – sending Christmas emails or in many cases preferring 
to see people face to face where they could.   
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“I’ve grown out of sending [cards] to everyone I know.  My social 
network is much smaller nowadays – I just keep in touch with 
important people and that’s normally face-to-face.” 

Male, unemployed, London 
 
Several consumers in this study under 35 did not rely on the post at all for sending cards or 
presents over Christmas and their main associations were of receiving items from friends 
and family.   

“I prefer to say it face to face – I wouldn’t send an e-card or 
something in the post.  Post generally feels like an outdated means 
of communication.” 

Male, student, Glasgow 
 

As these examples illustrate, reduced reliance on the post at Christmas time was often not 
related to perceptions of high prices or an issue of affordability of postal services. Rather 
individuals were being motivated at least in part by wider trends in communication, personal 
preferences and personal situations. Furthermore, the cost of postage was often not the 
main concern with regard to the costs of Christmas. Respondents were often more worried 
about the cost of buying presents rather than the cost of postage per se.  

“I’m generally trying to save money so cutting back on buying 
presents, so actually I don’t really need the post for that.” 

Male, student, Glasgow 
 

Managing the cost of post at Christmas 

Despite affordability not being an issue for most, some consumers did discuss ‘covering’ or 
‘managing’ postage costs at Christmas. They described a number of ways of doing so: 

• Sending fewer cards was the most common example. However, while cost was a 
factor for some, this reduction was usually tied up with other considerations linked to 
the wider changes in how Christmas is celebrated discussed earlier in this section, 
such as increasing reliance on technology.  

• Planning ahead more than they would ordinarily do during the rest of the year.  For 
some this meant buying books of stamps in advance and staggering the cost over a 
period of time. 

•  Deliver items by hand as much as possible (or ask someone else if they could hand 
deliver items).   

• Using Second Class post at Christmas time even when they would usually favour 
First Class. However, even in these cases the decision to use Second Class was 
usually related to a perception that it worked out as better value for money, which 
was more important to manage given the relatively large spend at this time of year. 
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“At Christmas I’ll use Second Class stamps because they’re 
cheaper.” 

 
Female, rural, Aberdeen  

 

However, these shifts in consumer sending behaviour at Christmas were often discussed in 
relation to personal preferences and individual circumstance. It was often hard for them to be 
clear whether these changes were primarily driven by cost or by these other contextual 
factors. 

“My family and friends mainly live locally within London and I don’t 
know many people abroad.  I’d prefer to hand deliver any presents 
I’m giving.  I don’t really send cards except to go alongside the 
presents, so I’d just hand them both over at once.” 

Male, unemployed, London 
 

As with respondents’ use of First and Second class post during the rest of the year, the 
decision to use one over the other was sometimes tied to perceptions of trustworthiness and 
individual preference. While some said that they used Second Class when they usually used 
First, others felt that it was important to use First Class at Christmas time even if they were 
usually happy to use Second. This was often linked to a stronger sense of urgency at this 
time of year and consumers’ wish to avoid the risk of items arriving after December 25th.  

“I’m planning to send a card to my (close) friend in Canada.  
Haven’t got round to it yet – but I’ll definitely be sending it First 
Class to make sure it gets there in time.” 

Male, student, Glasgow 
 

“At this time of year [postal services19] must be really busy...you 
want to make sure they get it in time so you just use First!” 

Female, unemployed, Glasgow 
 

“I sent a parcel of presents for my friend’s little kid over in England.  
I think I sent it First Class because I just wanted it to get there 
quickly!” 

Female, parent, Belfast 
 

For some vulnerable and low income consumers in this study, the cost of sending cards and 
presents by post at Christmas is something that they do bear in mind.  But for the vast 
majority, it is not an issue they appear to give much thought to, as is the case for spend on 
post more generally. 

                                            
19 Respondent’s actual words were ‘At this time of year the Post Office must be really busy...’. This 
confusion between the Post Office and postal services was common amongst respondents. 
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Where respondents were finding ways to cut back on their post spend this was often linked 
to considerations other than affordability, such as value for money, a desire to save money in 
general or have more face-to-face and telephone contact with close friends and family. 
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Appendices 
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Appendices 
OFCOM POSTAL SERVICES AFFORDABILITY RESEARCH 

RECRUITMENT INSTRUCTIONS FINAL 

1. RESEARCH BACKGROUND  

Thank you for agreeing to work on the recruitment for this project.  Ofcom is the independent 
communications regulator which protects the interests of UK postal service users.  They have 
commissioned us to conduct a series of focus groups, face-to-face interviews and friendship paired 
interviews across seven locations with vulnerable and low income adults. This work will help Ofcom 
understand how and why vulnerable and low income customers use postal services.   

As part of the interviews and group discussions we will be asking participants to comment on their 
views of how affordable postal services are.  This may include discussion around their own financial 
situation, regular outgoings and general attitudes towards spending.  Please ensure that all 
participants are comfortable talking to us about these subjects.    

2. THE APPROACH  

We are using different methodologies for different audiences.   
 
In total, we need to recruit: 

• 8 focus groups (6-8 participants in each, 2 hours) 
• 30 face-to-face depth interviews (in-home, 45-60 minutes) 
• 10 friendship pairs (2 participants in each, 60 minutes)  

 
All fieldwork must take place between 17th October and 2nd November.  The table below summarises 
the approach, showing locations and suggested dates for each item of fieldwork.  
 
You will see that we have chosen to cluster the fieldwork in each location over a 2 day period (except 
in London where some fieldwork will take place earlier as part of a pilot stage).  The reason for this is 
that we are only able to make one visit to each location and there will only be one researcher 
conducting the research in each location.  Please bear this in mind when booking interviews – for 
example leaving sufficient time between scheduled appointments for travel.  
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Participant type Income M/F Internet 
access 

Methodology Duration  Suggested dates Suggested locations  Group 
number 

Aged 75+ Low Good 
mix 

No 4x in-home depth 
interviews 

45-60 
minutes 

2 on 18 October 
(pilot) 
2 on 23 October 

London  2 

Middle aged 
unemployed (35-54) 

Low Good 
mix 

Mix 1 x focus group (6-8 
participants) 

2 hours 17 October (pilot) London 7 

Immigrants (mix of 
ages) 

Low Good 
mix 

Mix 2x depth interviews 45-60 
minutes 

17 - 18 October 
(pilot) 

London 
 

10 

Immigrants (mix of 
ages) 

Low Good 
mix 

Mix 2x friendship pairs 60 
minutes 

17 - 18 October 
(pilot) 

London 
 

10 

Aged 75+ Low Good 
mix 

No 3x in-home depth 
interviews 

45-60 
minutes 

23 – 24 October Norwich 
  

2 

Families with children Low Good 
mix 

Mix 1 x focus group (6-8 
participants) 

2 hours 23 October Norwich 
 

3 

Younger unemployed 
(under 35) 

Low Good 
mix 

Mix 1 x focus group (6-8 
participants) 

2 hours 22 October Norwich 6 

Immigrants (mix of 
ages) 

Low Good 
mix 

Mix 1x depth interviews 45-60 
minutes 

23 - 24 October Norwich 
 

10 

Immigrants (mix of 
ages) 

Low Good 
mix 

Mix 1x friendship pairs 60 
minutes 

23 - 24 October Norwich 
 

10 

Aged 65-74 Low Good 
mix 

No 1 x focus group (6-8 
participants) 

2 hours 24 October Belfast (suburban) 1 

Families with children  Low Good 
mix 

Mix 1 x focus group (6-8 
participants)  

2 hours 25 October Belfast (suburban) 
 

3 

Disabled (mix of ages) Mix Good 
mix 

Mix 2x in-home depth 
interviews 

45-60 
minutes 

25 – 26 October Belfast (suburban) 
 

8 

Disabled (mix of ages) Mix Good 
mix 

Mix 2x friendship pairs 60 
minutes 

25 - 26 October Belfast (suburban) 
 

8 

Disabled (mix of ages) Mix Good 
mix 

Mix 1x in-home depth 
interview 

45-60 
minutes 

24 - 25 October Devon 
 

8 

Disabled (mix of ages) Mix Good 
mix 

Mix 1x friendship pairs 60 
minutes 

24 – 25 October Devon 
 

8 

Rural and very rural  
(mix of ages) 

Low Good 
mix 

Mix 5x in-home depth 
interviews 

45-60 
minutes 

24 - 25 October Devon 
 

9 

Aged 65-74 Low Good 
mix 

No 1 x focus group (6-8 
participants) 

2 hours 29 October Swansea 1 

Middle aged with no Low Good No 1 x focus group (6-8 2 hours 30 October Swansea 5 
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children (35-54) mix participants) 
Immigrants (mix of 
ages) 

Low Good 
mix 

Mix 1x depth interviews 45-60 
minutes 

30 - 31 October Swansea 
 

10 

Immigrants (mix of 
ages) 

Low Good 
mix 

Mix 1x friendship pairs 60 
minutes 

30 - 31 October Swansea 
 

10 

Younger with no 
children (under 35) 

Low Good 
mix 

Mix 1 x focus group (6-8 
participants) 

2 hours 29 October Glasgow (suburban) 4 

Disabled (mix of ages) Mix Good 
mix 

Mix 2x in-home depth 
interviews 

45-60 
minutes 

30 Oct – 1 
November 

Glasgow (suburban) 8 

Disabled (mix of ages) Mix Good 
mix 

Mix 2x friendship pairs 60 
minutes 

30 Oct – 1 
November 

Glasgow (suburban) 8 

Immigrants (mix of 
ages) 

Low Good 
mix 

Mix 1x depth interviews 45-60 
minutes 

30 Oct – 1 
November 

Glasgow (suburban) 10 

Immigrants (mix of 
ages) 

Low Good 
mix 

Mix 1x friendship pairs 60 
minutes 

30 Oct – 1 
November 

Glasgow (suburban) 10 

Aged 75+ Low Good 
mix 

No 3x in-home depth 
interviews 

45-60 
minutes 

31 Oct – 2 
November 

Aberdeenshire 
 

2 

Rural and very rural  
(mix of ages) 

Low Good 
mix 

Mix 5x in-home depth 
interviews 

45-60 
minutes 

31 Oct – 2  
November 

Aberdeenshire 9 

Total  8x focus groups 
30x depth interviews 
10x friendship pairs 
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Participants will receive a cash incentive as a thank you for their time and to cover any expenses 
incurred. 

Please do not recruit people who work within the following areas or those who have immediate 
family in these areas, as they are likely to distort the research findings:  

 Work for the media, in PR, advertising or market research  

 Work, or have ever worked, in any capacity for the UK postal service or a competitor postal 
or delivery service (e.g. FedEx) 

Please do not recruit people who have attended a discussion group / interview for any kind of 
Market Research within the last year 

Please refer to the recruitment questionnaire for further information on the make-up of each group, 
depth interview or friendship pair.   

In addition to the above criteria we will also be applying strict income eligibility criteria to ensure 
we recruit participants on low incomes and comfortable answering questions about personal 
finances. Therefore we would like you to ask these questions even with those participant in group 8 
(disabled) where there is not a hard quota set on low income, since it will be a useful gauge of their 
ability to discuss the topic. Please familiarise yourself well with the screening questionnaire, it 
shouldn’t to be too complicated once you have been through it a few times.  The reason for this 
approach is that the majority of participants need to be living on particularly low incomes, but how 
low this is depends on their household size (because a large family needs more money than a 
smaller family).  If you have any queries about this please get in touch with your supervisor (or your 
project contact at Ipsos MORI). 
 
KEY NOTES FOR RECRUITMENT: 
 

• We would like you to recruit from a fairly small geographical area.  This will help with 
conducting the interviews efficiently. 

• The majority of respondents will need to be on low incomes so choose the sorts of areas 
where these people will live.  However, please don’t recruit everyone from the same street 
or block of flats. 

• We will be asking for detailed information about peoples’ attitudes to spending. 
Respondents will need to be comfortable in talking to us about these subjects.  

• Please find a time that is convenient for the respondent.  Once you have an interview set-
up it would be helpful if you could set-up others at times around it so that researchers can 
cover more than one interview on the same trip – see above table for suggested fieldwork 
schedule. 

• Please arrange appointments with participants which allow enough time for interviewers to 
complete the interview (1 hour) and travel to the next location.   

• Interviewers will do evening appointments – but please try not to book anything after 7pm.  
Please consult a member of the project team when booking evening appointments outside 
of London in case there are pre-existing return train bookings which may be impacted. 

• It is important that none of the respondents should be known to you or to any of the other 
people you have recruited. 

• Please reassure any participants who are worried that the research is confidential and 
details of their personal circumstances will not be passed on to any external body. 

• Please only recruit those who have a good level of spoken English.  
• Please ensure any interviews or focus groups scheduled outside of participants’ homes are 

in accessible venues.  Please take particular care when recruiting interviews with disabled 
participants where the participant has asked for the interview to be outside of their home. 

• Please ensure that all participants understand that by agreeing to take part in the interviews 
they reserve the right to:    

 
 not to take part it if they don’t want to; 

 (for disabled participants) have someone with them during the interview if 
they wish to (e.g. carer, family member or friend);   

 to stop the interview at any time;   
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 to say they are unsure of the answer to some questions or not to answer 
them at all if they prefer. 

 Please bear in mind researcher safety. If there is anything in the area you think we ought to 
be aware of, let us know.  

3.  INFORMATION TO GIVE TO PARTICIPANTS 

Please tell participants that it is an Ipsos MORI focus group / interview and that the subject will be 
issues around the UK post service, their experiences of sending and receiving post and ideas for 
how this may change in future.  Please reassure participants that there is no prior knowledge 
required to take part in the research, just a willingness to discuss these issues. 

Please explain the research is being conducted on behalf of Ofcom, the independent regulator of 
the UK post service.  

Please provide details of venues and how to get there (map) to participants on recruitment. 
Please inform participants taking part in focus groups that we will be providing refreshments.  

4.  PRE-TASK DIARY EXERCISE 

As part of this study we will be asking all participants (where able) to complete a diary referring to 
their recent use of the post during the weeks running up to the fieldwork. 

Please reassure participants that there are no rights or wrongs and that they should include as 
much detail as they can when they fill it out.  Stress that we are interested in their overall feelings, 
thoughts and perceptions of post.  For example, if there is something they would like to add but 
cannot see an obvious place for it on the exercise sheet they can include a separate piece of paper.  
Remind them that if they have any questions about their pre-task before their group or interview, 
they can call or email Naomi using the details below. 

 
5. YOUR PACK 
 
Your pack should contain: 
  

• Recruitment questionnaires  
• Showcards 
• Quota sheet 
• Pre-task diary exercise 

 

6. WHAT TO DO NEXT 

When you have recruited participants, please email/phone/fax the names and addresses and all the 
quota details back to [X] at Ipsos MORI, including any additional information such as special 
requirements. If you are having any problems getting enough participants or fulfilling any quotas, 
please alert Ipsos MORI as soon as possible.  

Please call participants back a couple of days prior to the research event to confirm 
attendance. Participants who cannot attend anymore sometimes ask if their spouse/friend can 
attend on their behalf. Before agreeing with the suggested replacement you will need to go through 
the recruitment questionnaire with this new person to ensure that s/he meets the quota, and inform 
us immediately of this change.   

Thank you again for assisting Ipsos MORI and Ofcom with this research, and good luck with your 
recruitment! 

 Postal Services and Affordability 
Recruitment questionnaire 

FINAL 

RESPONDENT RECRUITED FOR: 
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This questionnaire recruits participants to take part in either: 
• Focus group discussions; 
• Face-to-face depth interviews; or 
• Face-to-face friendship pairs 

The table overleaf summarises the key characteristics that participants need to have in order to 
take part in this research.   Please use this table as a strict guide when administering the 
questionnaire.  
 
Please consult your recruitment instructions for an explanation of how we are structuring 
the fieldwork for this study. 
 

PERSONAL IDENTIFIERS 
Details 

Location of group / depth recruited for:  Date:  
Time:   
Name/Initial/Title:  Mr/Mrs/Ms/Miss  

Address:  
  
  Postcode              
               Tel. Number (WRITE IN INCL. STD 
code)  

 

Home/mobile  
Work   

Refused/Ex-directory  

e-mail address (WRITE IN)  
  
Is respondent willing to take part and 
available? 

 

Yes 1 
No 2 

  1. Focus group discussions  
  2. Face-to-face depth interviews  
  3. Face-to-face friendship pairs 

  RESPONDENT NO:  
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Good morning/afternoon/evening, my name is . . . . . . . from Ipsos MORI, the 
research organisation.  We are inviting people to take part in an important 
piece of research about the postal service, which may either involve a group 
discussion, a one-to-one interview or a friendship pair. I will confirm this at the 
end of this questionnaire.  May I ask you a few questions? 
If you take part in this research it will be a chance for you to discuss your 
views of the postal service, your experience of using it and your thoughts 
about how affordable it is.  The research is being conducted on behalf of 
Ofcom which regulates the postal service and it is crucial for helping them 
understand the needs of customers like you.    
Everything you say as part of the research will be entirely confidential As part of the 
discussion you may be asked to explain your spending habits and general attitudes 
to finance.  How do you feel about this?  .   
 
If you attend a discussion group it will last around two hours and a face-to-face 
interview or friendship group will last around one hour.   You will receive £XX if you 
take part in a group discussion and £XX for a depth interview/friendship pair.  This is 
as a thank-you for taking part and to cover any expenses. If you are taking part in a 
depth interview or friendship pair, we would ask that this takes place in your own 
home.  But if you would prefer to use another venue we would be happy to 
accommodate this.  
 
We are looking for particular groups of people; therefore I would like to ask you some 
questions about yourself.   All information collected will be anonymised.  
Q1. Would you be interested in taking part?  
      
  Yes 1 CONTINUE TO Q2  
  No 2 THANK AND CLOSE  
 
Q2. SHOWCARD A Do you or any members of your immediate family work in any of 

the following areas, either in a paid or unpaid capacity?  Please read out the 
letter that applies.  SINGLE CODE ONLY 

 

      
 A Journalism/The media 1 

THANK AND CLOSE 

 
 B Advertising or Public relations 

(PR) 
2  

 C Market Research 3  
 D For the postal service, in any 

capacity 
4  

 E For a competitor of Royal Mail 5   
  No, none of these 6 GO TO Q3  
  Don’t know 7  
 
Q3.a Have you participated in a focus group discussion or interview for a market 

research company in the last year? 
 

      
  Yes  1 THANK AND CLOSE  
  No 2 CONTINUE  
Q3.b Have you ever participated in a focus group discussion or interview for a 

market research company on the subject of post? 
 

      
  Yes  1 THANK AND CLOSE  
  No 2 CONTINUE  
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Q4.   WRITE IN & CODE EXACT 
AGE 

 

Exact Age     
Under 18 0 THANK AND CLOSE 

18-34 1  
 

RECRUIT TO QUOTA 
35-54 2 
55-64  3 
65-74 4 

75+ 5 
Refused 6 THANK AND CLOSE 

 
Q5. Do you live with a health condition which makes it difficult to get out and about, 

for example making it difficult to use public transport?  
 

Yes 
 

1 
 

SEE TABLE AND RECRUIT TO 
QUOTA  

(GROUP NUMBER 8) 
 

 
No 

 
2 

 
GO TO QUESTION 8 

 
Q6. What, if any, is the occupation of the chief income earner in your household? WRITE 
IN 
Position/rank/grade: 

Industry/type of company: 

Quals/degree/apprenticeship: 

Number of staff responsible for: 

 
PLEASE REMEMBER TO PROBE FULLY AND CODE SOCIAL CLASS (Q7) BASED ON 
DISCUSSION AT Q6 
 
Q7.   Class  

A 1 
 

RECRUIT A GOOD MIX 
(GROUP NUMBER 8) 

  
CONTINUE  

B 2 
C1 3 
C2 4 
D 5 
E 6 

Refused 7 THANK AND CLOSE 
 
 
Q8 

SHOWCARD B Which of the following best describes your household?  
SINGLE CODE ONLY  

 

 No children under 18 in household 1 RECRUIT TO QUOTA 
  

 1-parent family with children, at least 
one child under 18 

2 
CONSULT GRID BELOW TO 
DETERMINE ELIGIBILITY FOR 
LOW INCOME GROUPS  2-parent/adult family with at least 

one child under 18 
3 

 Other (please specify) 4 STATE AND CONTINUE 
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 Not stated 5 THANK AND CLOSE 
 
 
Q9 How many children aged under and over 14 live with you in your 

household?   
ENTER NUMBER OF CHILDREN IN BOX BELOW 

 

    
 Number of children aged under 14     
       
 Number of children aged over 14 

but under 18 
   

 
TABLE 1:  CODE BELOW BY COMBINING QUESTIONS 8 AND 9 
 

C
O

D
E 

FR
O

M
  Q

8 
an

d 
Q

9 

 

CODE FROM Q8 

1 adult / 
parent 
family 

 2 adult / 
parent 
family 

No children 1  9 

  
 

 1 child only - under 14 2  10 
1 child only - over 14 3  11 

  
 

 2 children under 14 4  12 
2 children - one  under 14 + one 
over 14          5 

 
13 

2 children over 14 6  14 

  
 

 3+ children all under 14 7  15 
3+ children, not all under 14 8  16 

 
 
Q1
0. 

 ASK ALL  
SHOWCARD C And what would you say your total weekly or yearly 
income is?  
When answering, include any benefits or credits that you and/or 
your partner might receive, including housing benefit, as well as 
any income from employment.  Just point to the letter on the 
showcard that applies.    

 

    
  £0 - £10,000 Up to £190 A  

 

 

CONSULT TABLE 2 TO 
DETERMINE ELGIBILITY 
FOR RECRUITMENT 

 
 

 
  £10,001 - £11,000 £190 - £210 B  
  £11,001 - £12,000 £210 - £230 C  
  £12,001 - £13,000 £230 - £250 D  
  £13,001 - £14,000 £250 - £270 E  
  £14,001 - £15,000 £270 - £290 F  
  £15,001 - £16,000 £290 - £310 G  
  £16,001 - £17,000 £310 - £330 H  
  £17,001 - £18,000 £330 - £350 I  
  £18,001 - £19,000 £350 - £370 J  
  £19,001 - £20,000 £370 - £390 K  
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  £20,001 - £21,000 £390 - £410 L  
  £21,001 - £22,000 £410 - £430 M  
  £22,001 - £23,000 £430 - £450 N  
  £23,001 - £24,000 £450 - £470 O  
  £24,001 - £25,000 £470 - £490 P  
  £25,001 - £26,000 £490 - £510 Q  
  More than £26,000 £510 R THANK AND CLOSE  
 
 
TABLE 2: PLEASE USE THE ROW NUMBER BASED ON THE CODE (1-16) FROM 
TABLE 1 ABOVE, AND THE CODES A-R FROM ABOVE, THEN READ ACROSS 
THAT ROW, LEFT TO RIGHT, UNTIL YOU REACH THE DOT THAT APPLIES.   
    
  A-B C-E F-G H I-J K L M N-O P Q R 

TA
K

E
 C

O
D

E
 F

R
O

M
 T

A
B

LE
 1

 

1 ● ● ● ● ● ● ● ● ● ● ● ● 
2 ● ● ● ● ● ● ● ● ● ● ● ● 
3 ● ● ● ● ● ● ● ● ● ● ● ● 
4 ● ● ● ● ● ● ● ● ● ● ● ● 
5 ● ● ● ● ● ● ● ● ● ● ● ● 
6 ● ● ● ● ● ● ● ● ● ● ● ● 
7 ● ● ● ● ● ● ● ● ● ● ● ● 
8 ● ● ● ● ● ● ● ● ● ● ● ● 
9 ● ● ● ● ● ● ● ● ● ● ● ● 
10 ● ● ● ● ● ● ● ● ● ● ● ● 
11 ● ● ● ● ● ● ● ● ● ● ● ● 
12 ● ● ● ● ● ● ● ● ● ● ● ● 
13 ● ● ● ● ● ● ● ● ● ● ● ● 
14 ● ● ● ● ● ● ● ● ● ● ● ● 
15 ● ● ● ● ● ● ● ● ● ● ● ● 
16 ● ● ● ● ● ● ● ● ● ● ● ● 

 
IF CODED IN WHITE AREA RESPONDENT IS ELIGIBLE FOR LOW INCOME 

GROUPS, PLEASE RECRUIT TO QUOTA.   
 
 
 
 
Q11 
 
 

ASK ALL 
SHOWCARD D Which of these best describes your current work 
situation in this household? 

 Currently in paid employment 1 

      RECRUIT TO 
QUOTA  Not currently in paid employment: 

 2 

 Retired 3 

 
 
 



 

62 
 

 
 
ASK THE FOLLOWING QUESTIONS FOR LOW INCOME GROUPS ONLY 
 
I am now going to ask you some questions that relate to things that some people 
have but which others might have difficulty finding the money for.    
 
 
Q12      

SHOWCARD E For each of the following, please tell me the number 
on the showcard that best describes your current situation.  
MULTI CODE AND WRITE IN 

 

  Are you (and your family/partner) able to?   
  A. Decorate your home?   

 
 
 
 

MUST CODE 2 TO 
AT LEAST ONE 

 
 
 
 

 
  B. Pursue a hobby or take part 

in regular leisure activity? 
  

  C. Holiday away from home one 
week a year not with 
relatives? 

  

  D. Have home contents 
insurance? 

  

  E. Have friends round for drink / 
meal at least once a month? 

  

  F. Make savings of 10 pounds a 
month or more? 

  

  G. Have two pairs of all weather 
shoes for each adult? 

  

  H. Replace worn out furniture?   
  I. Replace broken electrical 

goods? 
  

  J. Spend on yourself each 
week? 

  

  K. Keep your house warm?   
 
SHOWCARD E – RESPONSES 

1. We/I have this 
2. We/I would like to have this but cannot afford this at the moment 
3. We/I do not want/need this at the moment 
4. (Not applicable)  
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ASK ALL 
 
Q13 SHOWCARD F. Which ethnic group do you consider yourself to belong to? SINGLE CODE 

ONLY 
         

White 

   

 A British 1 

RECRUIT A GOOD MIX 
 

 
 B Irish 2  
 C Any other white background 

(WRITE IN AND CODE ‘3’) 
 

3  

  

Mixed 

  

 D White and Black Caribbean 4  
 E White and Black African 5  
 F White and Asian 6  

 G Any other mixed background 
(WRITE IN AND CODE ‘7’) 

7  

  

Asian or Asian British 

  

 H Indian 8  
 I Pakistani 9  
 J Bangladeshi 10  
 K Any other Asian background 

(WRITE IN AND CODE ‘11’) 
11  

  

Black or Black British 

  

 L Caribbean 12  
 M African 13  
 N Any other black background  

(WRITE IN AND CODE ‘14’) 
14  

  

Chinese or other ethnic group 

 

 

 

 O 

Chinese 

15  

 P Other ethnic group (WRITE IN AND 
CODE ‘16’) 

16  

  Not stated/Refused 17 THANK AND CLOSE  
 
ASK ALL WHO DO NOT ANSWER WHITE BRITISH AT Q 14 
 
Q14. Which of the following descriptions would you say best describes you?  

A.  I was born in the UK and have a British 
passport  

1  
SEE TABLE AND RECRUIT TO QUOTA 
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B.  I was not born in the UK and do not 
have a British passport but I intend to 

live in the UK for at least the next 6 
months 

2  
A = NON-IMMIGRANT 

 
B = IMMIGRANT  

 
(GROUP NUMBER 10) 

 
C.  I was not born in the UK and do not 

have a British passport and I intend to 
leave the UK in the next 6 months     

3   
THANK AND CLOSE 

 
 
ASK ALL 
 
Q15      

SHOWCARD G Which of the following statements best describes your access to 
the internet using a computer? SINGLE CODE 

 

    
  I regularly access the internet from home A  

A, B = DOES HAVE 
INTERNET ACCESS 

 
C, D = DOES NOT HAVE 

INTERNET ACCESS 
 

SEE TABLE AND 
RECRUIT TO QUOTA 

 

 
  I regularly access the internet from a place 

of work/an internet cafe but not my home 
B  

  I rarely access the internet from anywhere C  
  I do not know how to access the internet  D  

 
ASK ALL 
Q16 
(a) 

SHOWCARD H. 
 How much would you say you have used the postal service in the last 3 months for:  
 
Sending mail or parcels? 

 

      
 A A great deal 1 

RECRUIT A GOOD MIX 
 

 B A fair amount 2  
 C A little 3  
 D Not at all 4 THANK AND CLOSE  
  Don’t know / can’t remember 5 THANK AND CLOSE  
 
16. 
(b) 

Receiving mail or parcels?    

 A A great deal 1 
RECRUIT A GOOD MIX 

 
 B A fair amount 2  
 C A little 3  
 D Not at all 4 THANK AND CLOSE  
  Don’t know / can’t remember 5 THANK AND CLOSE  
 
 
 
Q17. How would you best describe your view on the post? 

     
  Post is critical to me  

 
1 

RECRUIT A RANGE OF VIEWS   Post is important to me but not 
critical  

2 

  Post is not important to me 
 

3 

  Don’t Know/Refused 
 

4 THANK AND CLOSE 
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Q18. CODE SEX (DO NOT ASK)   
  Male 1 AIM FOR GOOD SPREAD  
  Female 2  
 
 
Interviewer number:  
 
Interviewer name (CAPS): ...........................................  
 
I confirm that I have conducted this interview face to face with the named person of the address 
attached and that I asked all the relevant questions fully and recorded the answers in conformance with 
the survey specification and within the MRS Code of Conduct and the Data Protection Act 1998. 
 
Interviewer Signature: ..................................................  
 
Date: .............................................................................  
 
  



 

66 
 

 
SHOWCARD A 
 
 

A Journalism/The media 

B Advertising or Public relations (PR) 

C Market Research 

D For the postal service, in any capacity 

E For a competitor of Royal Mail 

 No, none of these 

 Don’t know 
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SHOWCARD B 
 

A.  No children under 18 in household 

B.  1-parent family with children, at least one child under 18 

C.  2-parent/adult family with at least one child under 18 

D.  Other (please specify) 
 

E.  Not stated 
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SHOWCARD C 
 

 £/annum 

 
 

£/week 

A £0 - £10,000 

Up to £190 

B £10,001 - £11,000 

£190 - £210 

C £11,001 - £12,000 

£210 - £230 

D £12,001 - £13,000 

£230 - £250 

E £13,001 - £14,000 

£250 - £270 

F £14,001 - £15,000 

£270 - £290 

G £15,001 - £16,000 

£290 - £310 

H £16,001 - £17,000 

£310 - £330 

I £17,001 - £18,000 

£330 - £350 

J £18,001 - £19,000 

£350 - £370 

K £19,001 - £20,000 

£370 - £390 

L £20,001 - £21,000 

£390 - £410 

M £21,001 - £22,000 

£410 - £430 

N £22,001 - £23,000 

£430 - £450 

O £23,001 - £24,000 

£450 - £470 

P £24,001 - £25,000 

£470 - £490 

Q £25,001 - £26,000 

£490 - £510 

R More than £26,000 

 
 

£510 
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SHOWCARD D 
 

A.  Currently in paid employment 

B.  

Not currently in paid employment: 
 

C.  

Retired 
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SHOWCARD E 
 

A.  We/I have this 

B.  We/I would like to have this but cannot afford this at the 
moment 

C.  We/I do not want/need this at the moment 

       (Not applicable) 
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SHOWCARD F 
 

 
White 

A British 
 

B Irish 
 

C Any other white background  
 

 
Mixed 

D White and Black Caribbean 
 

E White and Black African 
 

F White and Asian 

G Any other mixed background  

 
Asian or Asian British 

H Indian 
 

I Pakistani 
 

J Bangladeshi 
 

K Any other Asian background 
 

 
Black or Black British 

L Caribbean 
 

M African 
 

N Any other black background  
 

 
Chinese or other ethnic group 

O 
Chinese 

P Other ethnic group 
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SHOWCARD G 
 
 

 
 
 
 
 
 
  

A I regularly access the internet from home 

B I regularly access the internet from a place of work/an internet 
cafe but not my home 

C I rarely access the internet from anywhere 

D I do not know how to access the internet  
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SHOWCARD H 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

A A great deal 

B A fair amount 

C A little 

D Not at all 

 Don’t know / can’t remember 
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Ipsos MORI Summary note on recruitment approach  
 
This note provides Ofcom with an overview of our approach to the face-to-face, on-street method of 
recruitment for qualitative fieldwork.  It reflects the approach that will be used as part of the research 
study commissioned by Ofcom on ‘Postal services and vulnerable groups’, taking place throughout 
October and November 2012, involving discussion groups and depth interviews. 
 
All recruitment for this study will be conducted by our highly trained and quality assured recruiters.  
They will employ the following method to ensure we find the right people to take part in the research: 
 
Face-to-face, on-street recruitment.   
Recruiters will work in locations specifically relevant to the research, in this instance this will include 

o Areas with high proportion of residents living in social housing 
o Outside job centres / local libraries 
o Areas with high population density of non-UK natives 
o Outside hospitals and health / community centres providing services for people with 

physical disabilities   
 
Recruiters will use free-finding techniques, approaching people on the street with a screening 
questionnaire (as agreed with Ofcom) and using their own judgement to decide whether the people 
they interview are suitable to take part in a research discussion group or depth interview. 
 
All our recruiters know the areas they are working in very well and the types of communities they are 
working with.  We find this local knowledge significantly improves the standard of recruitment.  Our 
recruiters have also been working with us for many years and therefore understand our expectations 
in terms of the types of people who will be good contributors in the discussion group or depth 
interview setting. 
 
We will be up front with participants. By being honest, and explaining what is required of them, 
participants are more likely to buy-in to the research. This avoids recruiting people who may drop out. 
We will communicate to participants why this research matters and in this way minimise drop-out 
rates, explaining the importance of the research and demonstrating how their contributions will be 
used. For this reason, we recommend letting people know at recruitment stage that the research is on 
behalf of Ofcom (the UK communications and postal regulator) as this helps to give it an air of 
importance and can reassure people that their participation will be worthwhile. 
 
The face-to-face method of recruitment, despite being more expensive than other methods, is crucial 
for the validity of the research because it ensures we access the majority of ordinary people.  We 
know that this research may well come under a degree of scrutiny, making this an important 
consideration. 
 
Recruiters will always ensure that all participants are able to access the venue where the research is 
taking place.  Where participants require our assistance for accessing the venue this information will 
be passed on to the moderators attending the discussion group or depth interview.  

The main steps in the recruitment process will look like this: 
 

1. Agree with Ofcom which areas to recruit from: relevant towns/cities/regional area. 

2. Agree with Ofcom eligibility criteria and recruitment quotas designed to achieve a good 
spread of people: this can include standard demographics as well as attitudinal and 
behavioural measures which ensure we get a true cross-section of opinion and lifestyles.  

3. Brief our face-to-face recruiters on the project and screening questionnaire.  Our 
experienced face-to-face recruiters frequently recruit a wide variety of audiences for extended 
groups, workshops and deliberative events. Our quality control mechanisms mean you can 
have confidence that we are able to locate and recruit a good cross-section of our target 
audience. 
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Ensuring high quality recruitment: quality control mechanisms 

• Face to face on-street recruitment: The face-to-face approach ensures that from the 
beginning our recruiter is able to build up a strong rapport with participants which ensures that 
they ‘buy-in’ to the research and can be reassured about what will happen. The majority of 
participants will never have been to a discussion group or taken part in a depth interview and 
may not even have heard of such a thing – they will require significant reassurance in order to 
agree to come and actually honour their commitment. Our recruiters all carry MRS Interviewer 
Identification Cards. These ensure that participants can have confidence that they are being 
recruited for Market Research purposes.  We do not use lists of pre-screened qualitative 
participants as some research companies do since we know from many years of experience 
that the face-to-face free-find method of recruitment guarantees a higher calibre recruit which 
will meet the specific needs of your project. 

• Invite letter (for discussion groups): Participants are given an invite letter with details of the 
discussion group they have been recruited to, including the date, time and location of the 
events. This letter also includes a contact number of a member of the core project team in 
case participants have any further queries about the research.  Those taking part in interviews 
which will be conducted in their own homes will also be given contact details of members of 
the Ipsos MORI project team and the name of the moderator who they can expect to arrive at 
their house.  

• Reminder call: Finally, in the run up to the discussion group or depth interview, each 
participant will receive a reminder call from their recruiter to ensure that they remember to 
attend and to give them a final opportunity to ask any questions or voice any concerns. They 
will also remind them to complete their pre-task. Reminder calls significantly improve 
attendance as they not only remind people of their commitment but also enable us to do 
additional top-up recruitment if we find that people have changed their mind about attending.  

• On-going support and advice provided by project team: [x] and [x] will be available 
throughout the lifecycle of the project to provide guidance to recruiters and feedback to them 
with any suggestions that might be provided by Ofcom as the project evolves. 

 
Ethical guidelines: 
Our recruiters follow strict ethical guidelines as specified by the Market Research Society (MRS) Code 
of Conduct and Interviewer Quality Control Scheme (IQCS).  This scheme lays down standards of 
training, supervision and back-checking; our procedures are subject to rigorous annual external 
inspection. All recruiters are given a carefully controlled programme of training and considerable 
importance is placed on maintaining consistently high standards.  This includes meeting the 
requirements of the Data Protection Act (2000). 

Incentives: 
We will provide each participant with an incentive payment for their participation in the research. In 
addition, we will arrange taxis for those who are unable to travel to the venue independently, and offer 
care expenses to carers who look after someone who cannot stay on their own while their carer 
attends the discussion.  
 
Recontacting participants: 
At the end of the groups and depth interviews, participants will be asked if they agree to be 
recontacted for future research conducted by Ipsos MORI on behalf of Ofcom.   Participants will be 
under no pressure to commit and equally we will not guarantee that we contact everyone who 
expresses their  interest. 
 
 



 

76 
 

 
 

 
 



 

77 
 

 
 
 



 

78 
 

 
 
 



 

79 
 

 
Ofcom postal services vulnerable and low income groups: Discussion guide POST PILOT 19102012 

 
 

Research objectives 
 

• To understand all usage occasions of postal services and behavioural patterns of vulnerable and low income groups of consumers, including how this may 
vary across the year (e.g. Christmas) 

o Within this, to explore which services and usages may be considered by these groups as ‘essential’ and assess the perceived impact of not being 
able to send something by post  

o To understand how substitutable usage of the post is with other forms of communication  
• To identify perceived and/or actual barriers to usage (if there are any) and how surrounding constraints might impact usage and attitudes towards the post 
• To explore what the potential consequences or detriments are (if any) of sending fewer items of post and/ or doing without other goods/ services in order to 

send post 
• To inform Ofcom’s understanding of what affordability means to these groups of consumers and how affordable they perceive postal services to be 

 
 
Moderator note: it will be important throughout the discussion to get real life examples of how vulnerable and low income consumer groups use postal 
services. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

80 
 

Group discussion guide (2 hours) 
 

INTRODUCTION 
 
Introduction  
We are carrying out a series of discussions like this with people around the UK about the postal service 
 
Explain timings, health and safety. 
 
Ground rules for discussion – permission to record, allow everyone to have their say, no rights or wrongs, confidential with no direct attribution 
(MRS Code of Conduct), other attendees (if appropriate) – there to listen in and take notes 
 
Participant introductions: First names, who they live with, most memorable experience of using the post (sending, receiving, mail / deliveries etc.) 
 

5 min 

SECTION 1: GENERAL ASSOCIATIONS 

First, can you tell me what comes to mind when I say ‘post’ / ‘postal services’? FLIPCHART 

What kinds of services are you thinking of? What types of post? Where does your understanding of this come from?  

Moderator note: explain our focus for discussion is on the postal services i.e. services that relate to sending and receiving mail. We will not be 
covering other services they may use in a Post Office, such as collecting benefits, paying bills, or buying insurance etc..  

Moderator note: the increase in stamp prices may be raised at this point. Let participants know that there is a slot set aside in the session where 
they can discuss this more fully, and ask to focus on other areas first.  If anyone mentions they have seen a special Christmas stamp offer for 
reduced price stamps, let them know this can also be discussed later on. The Delivery to neighbour scheme is beyond the scope of this research, 
which focuses on the sending of mail. 

Thinking very generally, how important is post to you personally? Why do you say that? FLIPCHART 

 

15 min 

SECTION 2: PATTERNS OF USAGE:  
 
I’d like to start off talking about your experiences of sending post. You can use the examples from your pre-task diary (use in the last 
week) or other things that come to mind. 

What sorts of things do you tend to send using the post? REFER TO “PRE-TASK DIARY” e.g. letters, cards, gifts, packets 
 
For each example can you tell me  

1) What you sent (USE SHOWCARD TO PROMPT) 
2) Why you sent it  

35 min 
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3) How you sent it e.g. what type of service did you use (PROBE USING EXAMPLES BELOW AND SHOWCARDS) 
4) Why did you decide to use that service? 
5)  Why you chose to use the post 

 
 
EXAMPLES OF SPECIFIC SERVICES: (USE SHOWCARD TO PROMPT) 

 First Class normal letter 
 Second Class normal letter 
 Large / small stamps 
 Large / small packages and parcels (moderator note:  our main focus is on small packages under 2 kg) 
 Registered/special delivery/proof of postage (moderator note: is this first / second class) 
 International mail 
 Pre-paid envelopes 
 Other providers/courier services, e.g. DHL  (PROBE: Specific details of other services used and why) 

 
PROBE THROUGHOUT:  
How often do you send things [like this] through the post? 
How much post [like this] do you typically send? (PROBE: specific services used) 
How much of a factor is the cost of sending things? 
 
Tell me overall about your actual experience of sending things by post? What do you do? How does it usually work?  
PROBE: Go to Post Office? Have book of stamps and just use post box? Ask someone to do it for you? 
PROBE: Is it convenient? Easy to do? What difficulties does it cause you? 
 
Tell me more about buying stamps... 
When do you buy a single stamp? And what about a book of stamps?  

 When do you buy a book of first class (vs. second class) stamps?   
 Are you thinking about all the different occasions you might need stamps for when you buy a book? Why/why not? 

What about the size of stamps (i.e. stamps for normal size letters vs. stamps for larger letters)? 
Are you aware of them? Do you understand the difference between these?  

 What do you think about these? When would you use them?  
 
As far as you know, what’s the difference between first and second class post?  

 When do you use one rather than the other?   
Why do you use one rather than the other?  PROBE: price / convenience / urgency / not an active choice - whatever stamp is lying around 
 
What about the price of postal services, have you noticed any changes over the last few years? DISCUSS  

 Has this made any difference to how much/often you use postal services?  Why? ASK FOR EXAMPLES 
 Do you think you will change how much/often you use postal services? Why? ASK FOR EXAMPLES 
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      PROBE: In the context of wider financial pressures? 
 
IF NOT MENTIONED – Did you hear about the price changes in April 2012? DISCUSS WITH FOCUS ON PERSONAL IMPACT 
 
Thinking more generally tell me more about how you keep in touch with... 
People? PROBE: friends, family, employers/potential employers etc. 
And organisations? PROBE: schools, clubs, community centres, religious centres etc. 
And local / national services? PROBE: local council, government etc. 
Businesses – banks, utility companies etc. 
 
Tell me more about how / when you’re using other forms of communication? Email / telephone?  
Why do you use these instead of the post? Or why use the post instead? Are you using alternatives to post because of cost or convenience? 
 
How have these things changed over time?  For example, thinking back 2/3 years... 
Moderator note: throughout the discussion we are interested in how postal usage / attitudes may be changing over time particularly in the context 
of increasing living costs and stamp price rises.   We are less interested in overall shifts in communication patterns. 
 

SECTION 3: VALUE OF POSTAL SERVICES:  ESSENTIAL VERSUS NICE TO HAVE 
 
Now I’d like you to think more about how much / little you value the post.  What would your lives be like without it...? 
 
Are there any postal services you can’t imagine living without? 

 What would happen if this service was no longer available? 
 What about if it became significantly more expensive? What is significantly more expensive? PROBE for actual amounts 
 Is there anything you think you’ll always use the post for? 

 
PROBE: First class post? Second class? Sending packets and parcels? Other services? 
 
Moderator note: ensure the discussion does not get too hypothetical.  Encourage participants to give their own examples and relate back to their 
own experiences. Only spend approx 5-8 mins on the questions above. 
 
What do you think are the most important postal services for you? Why?  
 
PRIORITISATION QUESTIONS 
 
How important is the post to you compared with other things that you spend money on regularly.  PROMPTS:  
food, detergent, newspapers, magazines, phone TV, toothpaste, shower gel / shampoo, haircuts, petrol, internet, going out etc.  .   
 
Do you think of paying for posting something as being similar to paying for these other items? EXPLAIN 

15 min 
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Do you think of post as an essential that you couldn’t live without? EXPLAIN  
Do you like it but could live without it? EXPLAIN 
Which kinds of post are you thinking of? Letters? Parcels? Birthday cards? Job applications? First class / second? 
 
PROBE participants for specific examples and anything they have brought up previously.  
FLIPCHART RESPONSES  
SECTION 4: PERCEPTIONS OF AFFORDABILITY 
 
THROUGHOUT REFER TO PRE-TASK DIARY AS APPROPRIATE 
 
How important is price when you’re thinking about using postal services? Why? 
 
I’m really interested in whether the price of sending things by post has ever actually stopped you from sending something.  
 
Have you ever considered not sending something that you wanted to because of cost? ASK FOR EXAMPLES 
What was it? What happened?  
Did you actually send the item? If not, what did you do instead? What was the impact? How did it make you feel? If you did send the item, what was 
the impact – how did you manage? Did it put pressure on their spending in other areas? 
How often does this happen/ does this situation occur? 
 
And have you ever considered not sending an item you needed to because of the price of posting? ASK FOR EXAMPLES 
What was it? What happened? 
Did you actually send the item? If not, what did you do instead? What was the impact? How did it make you feel? If you did send the item, what was 
the impact – how did you manage? Did it put pressure on their spending in other areas? 
 
How often does this happen/ does this situation occur? 
 
Have you ever used a different service instead of the one you wanted / needed to use?  E.g. you wanted / needed to send something first 
class but had to use second because of the cost? Or wanted/ needed to send something via special delivery but had to use first class because of 
the cost? EXAMPLES 
What was the impact of your decision? How did it make you feel? 
PROBE: Was it because you couldn’t find the money? Or was it because you didn’t want to spend it on post?  
How often does this happen/ does this situation occur? 
 
Moderator note: try and find out if the barrier to using the post was price, value for money or actually that it was not affordable  
 
Have you ever cut back on something else / spending on other things just so you could use the post? ASK FOR EXAMPLES 
 
Moderator note: probe throughout on how participants manage to cover the cost of sending things in the post.  Do they plan / put money aside? Or 

45 min 
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do they just cope after the event? If they have difficulty covering the cost, what does ‘having difficulty’ mean to them. Probe on how often these 
issues occur, and how frequently they have to use such coping strategies (such as planning/ putting money aside) 
 
In terms of affordability/ whether you can afford it, how does it compare to other services you use regularly? PROBE:  transport, energy 
supplies, telecoms, shops, etc. 
Why do you say that? What is different about other services? 
What about during the course of a year, are there times when the cost of using the post is more of an issue for you? When? PROBE: 
festivals 
How do you manage this? E.g. Save money over the rest of the year? Save into a special fund for festive periods? Budget strictly after the event to 
make up for the over spend? 
 
Moderator note: be particularly sensitive to group composition.  If known, probe on specific festivals which may be more relevant than Christmas. 
 
Tell me about Christmas / other festive periods?  Do you notice the cost of using the post at this time? Is it an issue? 
Is it important to you to be able to use the post at these times? Why? 
What are your spending habits generally like during these periods? What else are you spending money on? Where does your spend on postage 
rank in comparison? 
Has this changed in recent years? 
 
Thinking about all the different services we’ve talked about so far, how affordable do you think the postal service is for you? Why?  
 
What does it mean for something to be unaffordable for you?  
In the context of post, what does it mean?   
 
We’re now going to look at a couple of statements that refer to affordability.  I’d like to hear what you think about them.  
 
Moderator note: please ensure discussion does NOT stray into value for money i.e. consumer views about whether the service they receive is 
worth what they spend  
 
               A postal product e.g. first class stamp, would be unaffordable if I frequently had difficulty finding the money to pay for it 
               A postal product e.g. first class stamp, would be unaffordable if I frequently had to give something else up in order to pay for it 
               
DISCUSS 
 
In light of everything we’ve discussed, how affordable do you think the postal service is for you? Why?  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Ensure min. 
20 -25 min 
for 
questions 
around 
definition of  
affordability 
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WRAP UP  

Bring discussion to a close – final comments/points from participants 

 What has been the most interesting thing discussed today? What will you leave here thinking about? Why? 

Any questions? 

EXPLAIN we will be re-contacting people in the coming weeks to take part in telephone interviews.  GET SIGNED CONSENT TO BE 
RECONTACTED. EXPLAIN post-task diary will also be sent out  inviting participants to record their usage of post during the run-up to the festive 
season 

INCENTIVES, THANK AND CLOSE 

5 min 
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Ofcom postal services vulnerable and low income groups: Follow-up telephone interviews 
Christmas posting behaviour   

Aims: 

• To understand how vulnerable and low income groups of consumers are using and interacting 
with the post in weeks preceding Christmas and the festive season 

o To explore which postal services these groups are using at this time of year 
o To understand substitutability at this time of year 
o To understand any coping strategies they use 

• To explore perceptions around pricing and impact of price on usage 
• To explore what the potential consequences or detriments are (if any) of sending fewer items 

of post and/ or doing without other goods/ services in order to send post at this time of year 

QUESTIONS / TOPICS TIMINGS 

Introductions.  Thank participant for agreeing to be re-contacted. 
MRS Code of Conduct, confidentiality, permission to record.  Timings  

3 min 

Usage  
PROBE throughout around perceptions of price and impact on usage 
Discuss diary task with participant – occasions to send/receive, items sent/received, 
perceptions of pricing 
Tell me more about: 

- What are you sending at this time of year – to who (local, abroad), what types of 
item (cards, letters, parcels, sizes)  

- What services are you using – First/Second, Special, Recorded, International Mail, 
Other providers (DHL, FedEx) 

PROBE throughout, how does this compare with previous years? (If different) Why? 
IF RELEVANT Has the number / size of items changed? Are you sending items in different 
ways?  What other types of communication are you using instead? 
How important is it to send things at Christmas? Are some things more important than 
others? E.g. Cards/presents, local/international mail 
What difference does it make to you / people you send to whether you send things at 
Christmas / what you send?  

10 min 

Perceptions of price and impact 
Pick up on anything mentioned earlier around pricing 
Roughly, how much do you spend on post at this time of year? How do you know? Do you 
keep a record?   Is this different to previous years? Why?  
How do you manage the cost of using the post around Christmas? PROBE: 

- Do you put money aside earlier in the year? Or use stamps purchased throughout 
the year? 

- Do you tend to borrow the money? 

- Do you tend to cutback in January? 

- Do you limit what you’re sending? 

- Do you use 2nd class rather than 1st class? 

What impact, if any, has the cost of post had this year?  
- Preventing you from sending something? 

- Making you change what or how you send?  

- Cut back on other things because of the cost of post 

PROBE for examples / how the person feels 

7 min 

THANK AND CLOSE  
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20 Ofcom are the independent regulator and competition authority for the UK communications industries 

 
Postal Services 

 
Thank you for recently taking part in our study for Ofcom20 about the postal services and telling us 
about your experiences of sending and receiving mail.  Your input has been really helpful for this 
important study.  
 
We are writing to ask you for a little bit more information!  
 
Ofcom are interested in understanding how you use the post during the festive season. 
Enclosed is a short diary which we would like you to fill out with examples of how you are using the 
post over the coming weeks.  Ofcom are interested in the views of everyone, so don’t worry if 
you don’t use the post much in this period, we still want to hear from you.  
 
There is a pre-paid envelope provided for you to return your diary to us. Please ensure that you 
return it by December 13th as this will allow us to include your responses in our final report.   
 
All of your answers will be kept completely confidential and you will not be identified by name in any 
research findings or report. 

 
Many thanks in advance. 
 
Best wishes, 
 
[X] 
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	OFCOM POSTAL SERVICES AFFORDABILITY RESEARCH
	RECRUITMENT INSTRUCTIONS FINAL
	1. RESEARCH BACKGROUND
	RESPONDENT NO:
	Details
	White
	Mixed
	Asian or Asian British
	Black or Black British
	Chinese or other ethnic group
	Chinese
	White
	Mixed
	Asian or Asian British
	Black or Black British
	Chinese or other ethnic group
	Chinese

	This questionnaire recruits participants to take part in either:
	 Focus group discussions;
	 Face-to-face depth interviews; or
	 Face-to-face friendship pairs
	The table overleaf summarises the key characteristics that participants need to have in order to take part in this research.   Please use this table as a strict guide when administering the questionnaire.

