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The overall objectives for this study were to investigate the quality of service and product
advice given at Privately Managed and Crown post office branches, to track changes over
time and to assess the impact the completion of the Network Change Programme has had,
particularly on queues. Where possible, there was a requirement to assess whether the

improvements made to certain branches has had any effect on service quality.

In line with previous studies, a Mystery Shopping exercise was devised in order to replicate
the customer journey while visiting post office branches and receiving product advice. This
enabled independent, objective and consistent year-on-year measures to be obtained at the

401 post offices visited by the evaluators, nearly all of which were also visited last year.

Queue lengths and waiting times

The average number of people waiting in the queue ahead of the mystery shopper has
continued to drop, following the overall trend seen since 2007. This picture is mirrored when
looking specifically at Crown branches where the average number of people in the queue
dropped from 8.5 in 2007 to around 6 this year (rising to 6.7 in the refurbished branches).
Privately Managed branches have followed a slightly different pattern, with queue lengths

increasing very slightly from just under 3 in 2008 to just over 3 this year.

The proportion of Crown offices that did not have a queue has increased to 27%
compared to 16% last year - and the number with queues of 16 of more people has
reduced by half (from 16% to 7%). In the Privately Managed branches, the equivalent

figures were: 40% of branches with no queue, and 4% with queues of 16 or more.

Despite this, average waiting times across both Crown and Privately Managed branches
have increased slightly, most notably in Crown offices - from 5 minutes 20 seconds in 2006

to 5 minutes 40 seconds in 2008 and to just over 6 minutes this year.
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In refurbished offices the average waiting time is slightly less (5 minutes 40 seconds) and is
much less in Privately Managed branches (3 minutes 34 seconds). In 38% of Crown offices,
queue durations of more than 5 minutes were experienced (compared with just 17% of
Privately Managed branches); 39% of refurbished branches also had queues of 5 minutes or
longer. The proportion of all branches where queues of longer than 5 minutes were

experienced (26%) has remained relatively stable over recent years.

As in 2008, queue hosts were only apparent in a small handful of branches (17): nearly all of

which were Crown branches and most of these were ‘Simple refurbished’.

The average number of total counter positions within each branch has decreased.
However the proportion of all counters that were actually open and accepting customers
has gone up by four percentage points since 2008 — to 56%. This was the case for both
Crown and Privately Managed branches, although the proportion was slightly lower in the

former.
Quality of advice and advisor manner

Mystery shoppers evaluated the customer advisors on a number of factors which, as was the
case in previous years, resulted in positive scores on a number of the key measures

such as ‘looking up and making eye contact'.

Customer Advisors were also assessed on the quality of product advice offered in response
to two main enquiries made by mystery shoppers. These were realistic and typical enquiries

and were similar to those used in previous years.

When providing information about the price of a stamp for a flat A4 envelope, all gave the
correct price for a first class stamp; however two advisers (both from Privately Managed

branches) gave an incorrect price for a second class stamp.

When asked about ‘proof of posting’, three-quarters of the advisors offered a Certificate of
Posting and stamped it. Just under a fifth of advisors volunteered additional information

to the mystery shoppers in response to their enquiries — a possible area for improvement.

In response to the enquiry regarding sending a letter containing a ‘card and present’ that
needed to arrive in time for an event the next day, 95% of advisors provided the
appropriate response and recommended Special Delivery (this was the same proportion
for both Crown and Privately Managed branches). Over 80% of advisors mentioned it would

guarantee delivery the next day — 95% in Crown and 76% in Privately Managed branches.

|
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Advisors in Crown offices were also more likely to offer further details on Special Delivery
such as ‘that it would arrive the next day’, the cost or enquire about the contents and value.
In Crown offices, half of branches enquired as to the contents and their value, fewer did so in

the Privately Managed branches.
Branch environment

As in previous years the branches were highly rated in terms of aspects of their interior,
with Crown offices being more positively rated than Privately Managed branches. As with
most of the metrics, the refurbished branches were not rated any differently from the Crown
branches — although they were more likely to provide seating, Post & Go and ticket

machines.

With respect to information available within the branches, the customer guidance leaflet
was not very evident. Three-quarters of the branches had a form rack — this was more

likely to be found in Crown than in Privately Managed branches.

Most mystery shoppers described their experience as a post office customer as either ‘very’

or ‘fairly’ pleasant.

The exterior of the branches was well rated, over four-fifths of branches were described as

‘clean’ and ‘well maintained’ - similarly to previous years.

Crown offices continue to perform better than Privately Managed with regards to facilities

available for the disabled.
WHSmith Outlets

Average waiting times in WHSmith outlets are consistent with those seen last year and those
seen in Crown branches. Similarly there has been little change in the average number of
people in the queue ahead of the mystery shopper; however this is more people than the

average experienced in Crown offices.

All advisors provided the correct price for first and second class stamps; however just under
1in 10 did not recommend Special Delivery. Although this is more than in Crown or Privately

Managed branches, it is an improvement on 2008.

Overall, the WHSmith franchise has maintained the favourable impression noted in the

2008 report with some aspects showing an improvement on the scores seen last year.
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Consumer Focus has now assumed the mantle previously held by Postwatch and is the new
voice for the consumer in a number of sectors, including a remit to secure a fair deal for

consumers of postal services.

Part of this remit includes monitoring issues relating to the accessibility and quality of post
office services. In the past Postwatch has carried out waves of Mystery Shopping research
among a selection of Privately Managed and Crown post offices, firstly in 2004, then in 2006,
in 2007 (including a handful of WHSmith outlets) and in 2008 when more WHSmith outlets

were included.

This research was repeated in 2009 to evaluate any improvement — or any deterioration - in
the quality of service and product advice at High Street post offices. Following the final
implementation of the Network Change Programme (NCP) and branch closures, the findings
from the 2009 study are of particular interest and will help inform Consumer Focus’s work

and policies.

Year-on-year comparisons are only valid if we are comparing ‘like with like’, therefore in 2009
as many High Street branches as possible were the same as those visited in 2008. This

delivers robust, reliable and comparable data in the required areas such as:

Queue duration (time and length, plus related factors such as the proportion of

counter positions open in relation to the total available)

Other observation factors (such as those relating to quality of the post office

environment; disabled access, information readily available; attitudes of staff)

Quality of advice (product knowledge, proactive clarification of customer needs; using

scenarios related to ‘Special Delivery’ and PiP — and Proof of Purchase).

In 2009 a number of branches visited in 2008 had undergone some refurbishment; the

impact of this was another area looked at this year.

It should be noted that during this year’s fieldwork, industrial action was taking place.
However, any effects of this on this year’s findings would have been minimal, as the
‘guaranteed next day delivery’ on the Special Delivery service was still in operation and mail

collections were also taking place.

(
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3.1 Methodology

As in previous years, Mystery Shopping is the most appropriate methodology to meet the
objectives of this research. It is a tried and tested methodology for gathering detailed and
objective data of this nature and is the approach that ensures comparability with the findings

from previous years’ surveys.

Trained evaluators posed as real life customers in order to observe, experience and measure
the customer experience and service process. The mystery shopper interacts as a typical
ordinary customer and simulates real life as closely as possible - allowing them to objectively

measure service factors and staff behaviour.

All evaluators were briefed as to the post office environment, the scenarios, likely clarification
gueries and responses and the overall objectives of the assessment — as well as the need to

‘blend in” with the typical profile of customers at the outlet they visited.

The visits took place between 28th October and 24th November, 2009* and were scheduled
for similar days and at similar time periods to those of 2008 — which took place on a variety of

days at a variety of different times (see below):

Time of the Day of Visit, 2009 (time bands changed between 2007 and 2008):

2007 2008 2009
BASE (363 visits) (424 visits) (401 visits)

Time band % % %
09.00 - 10.00 12 -

09.00 - 10.30 - 27 26
10.00 - 11.00 17 -

10.30-12.00 - 21 23
11.00-12.00 19 -

12.00 - 13.00 15 16 17
13.00 - 14.00 13 10 9
14.00 - 16.30 - 20 21
16.30-17.30 - 6 4
After 14.00 23 26 25

Fieldwork took place during an extended spell of industrial action however any effects on the research should be

minimal - for example there was no impact to the Special Delivery service or mail collections

+
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Day of the Week of Visit:

2007 2008 2009
BASE (363 visits) (424 visits) (401 visits)

% % %
Monday 18 16 13
Tuesday 23 13 22
Wednesday 16 13 17
Thursday 23 18 21
Friday 13 21 16
Saturday 7 19 11

Evaluators were required to visit a post office, either a Crown or Privately Managed branch or
a WHSmith outlet, and undertake a number of observations as well as queuing up and
recording the number of people and the amount of time spent in queue; to make a
transaction at a counter and make an enquiry in order to measure quality of advice given in

specific areas, such as testing product knowledge relating to:
Special Delivery
Pricing in Proportion (and Certificate of Posting)

The evaluation form used in 2009 is contained in the Appendices. All evaluators completed
their forms immediately after each visit, while all the details were fresh in their minds (away
from the outlet and out of sight of staff or other customers). Once completed, the forms were

checked for logic and consistency prior to data entry and processing.

As in 2008, the 2009 evaluation form covered:

Queuing issues i.e. length of time in queue, number of people ahead in the queue
Observations on the number of counters, number open/in use

Advice provided i.e. response to evaluator’'s enquiry, questions asked by staff, product

knowledge especially with regards to PIP and Special Delivery
Customer service i.e. friendliness of staff, greeting, eye contact
Condition of internal and external outlet environment - including disabled access

Information available in post offices (such as opening/closing times, complaints,

financial services and product information)
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In 2009 the following dimensions were added:

the presence of form racks/displays for official government documents,
Post & Go machines,

Ticket Machines for queue management,

the availability of seating while waiting,

the price of a 2" class stamp for a flat A4 envelope,

how busy the post office was

how ‘pleasant’ was the experience.

This report details the responses and outcomes on all the points covered in the evaluation
form and how these compare with the 2008 findings (prior to the completion of the Network
Change Programme) and how the 2009 results differ across the sub-groups, including a

separate section on WHSmith outlets.

One of the key factors in the success of the 2009 study related to the degree of consistency
and comparability with the 2008 study; critical to this is the composition of the sample. Every
effort was made to visit exactly the same post offices in 2009 that had been visited in 2008
(only one had actually closed in the interim). However, since the 2008 survey a small number
of the former Crown branches had to be re-classified as they had now become Privately
Managed or WHSmith outlets. In addition, some had been refurbished since 2008. While this
would not affect the comparability of the year-on-year overall findings, because some former
Crown branches were now Privately Managed or WHSmith outlets year-on-year
comparability by type of outlet could be affected. It should be noted that this re-classification

of certain branches is the reason why there are fewer Crown branches in the 2009 sample.

The 2009 sample comprised a selection based on the 2008 sample of Crown, Privately
Managed and WHSmith outlets spread throughout the UK. Consumer Focus assisted in the
compiling and classification of the sample as it had access to the latest data on the current
status of the individual branches from Post Office Limited. The sample size of 401 (344 for
Crown and Privately managed branches) is similar in size to the 2008 sample and is
sufficiently robust to enable the data to be interrogated in terms of the three types of

branches and, depending on the size of the sub-samples, to provide indications as to
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differences relating to other factors such as: Urban or Rural, Deprived or Not deprived area,

Northern Ireland, Scotland and Wales and the six English regions.
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The tables below show the unweighted and weighted sample compositions for 2008 and

2009. As in 2008 the sample was weighted to reflect the 2007 sample for year on year

comparability. NB. the sub-sample sizes are often too small to enable meaningful and

statistically reliable comparisons between the results for the nations and regions — see

section on Sample Size and Statistical Reliability in the Appendices.

Table 3.1 Unweighted number, location and type of offices visited in 2008 and 2009:

Privately Total (excl
Crown Managed WHSmith) WHSmith TOTAL

2008 | 2009 | 2008 | 2009 | 2008 | 2009 | 2008 | 2009 | 2008 | 2009

TOTAL 154 | 124 220 220 374 | 344 50 57 424 401
Scotland 15 12 22 24 37 36 4 40 42
Wales 17 12 19 21 36 33 3 37 36
Northern Ireland 8 8 29 26 37 34 0 37 34

England

Greater London 29 22 29 29 58 51 14 14 72 65
South East 18 15 19 18 38 33 15 15 53 48

South & West 14 12 23 22 37 34 3 5 40 39
East 15 13 21 21 36 34 3 3 39 37

Midlands 15 12 22 22 37 34 5 6 42 40

North 23 18 36 37 59 55 5 5 64 60
Refurbished 79 4 83 0 83

Table 3.2 Weighted number, location and type of offices visited in 2008 and 2009

TOTAL

2008 2009

TOTAL 374 401
Scotland 37 38
Wales 22 23
Northern Ireland 18 20

England

Greater London 80 88
South East 37 49
South & West 34 35
East 26 27
Midlands 41 46
North 79 75

Ipsos MORI/37327

November 2009

Marilyn Reid
Debbie Shuttlewood
Severine Guisset
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The report details the results in terms of the overall findings with particular reference to any
differences between Crown and Privately Managed post office branches and to the year-on-
year trends. Where there are differences between other sub-groups, such as the nations and
regions, and where sufficient sample sizes permit, these are also reported on. However,
where the report does not go into comparisons or detail differences between the sub-group’s
results it is because there are none to report (as in cases where all the sub-group results are

very similar, such as those of refurbished versus Crown offices).

4.1.1 Number of Customers in the Queue

The average number of customers in the queue, ahead of the mystery shopper, has
decreased slightly from nearly 5 people in 2008 to 4.29 this year. This is driven by a

reduction in the average queue length of nearly 1.5 people in Crown branches.

The results for average queue length continue the trend seen since 2006 of being twice as
long in Crown branches compared to those in Privately Managed branches. However, this
difference has reduced; from an average queue length of 7 for Crown and 3 for Privately

Managed branches in 2008, to 6 and 3 respectively this year.

Crown PM Total
Weighted base 2009: All (144) (200) (344)
2009 5.9 3.1 4.3
2008 7.3 2.9 4.9
2007 8.5 3.8 5.9
2006 8.3 3.8 5.9
Source: Ipsos MORI

|
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In comparison with 2008, the proportion of branches with queues of more than 5 people is

down in Crown branches and slightly up in Privately Managed branches.

Crown PM Total

Weighted base 2009: All (144) (200) (344)
% % %
2009 40 20 28
2008 49 17 31
2007 56 26 40
2006 56 24 38

Source: Ipsos MORI

At either end of the spectrum however, (i.e. branches where no queue was experienced or
there was a queue of 16 or more people), a significant improvement is evident in Crown
branches. The proportion with no queue at all has increased from 16% last year to 27% in
2009 and the proportion with queues of 16 or more people has reduced by half. No
significant change was noted from 2008 to 2009 in the proportion of Privately Managed

branches on these ‘ends-of-the-spectrum’ measures.

Number of Customers in The Queue

T3 How many culatormers Infront of you in the quele?

Figure 1: Bl Crowin Ll
T%
16 or maore 4%
17%
10t0 14 5% Mean Crown P Total
16%
Btod 12% 2000: 59 34 4.3
o0, 2008 7.3 29 449
Jtos - 2007 8.4 38 a4
19% 2006 83 38 54
14%
27%
Ipsos MORI Base: Crown (124, weighted 1447 and Ph wisks (220, weighted 2007 E
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Monday continues to be the worst day in terms of the length of queues, with almost 8 people
in the queue ahead of the mystery shopper. The next busiest are Fridays and Saturdays

with queues of 4.7 and 4.6 respectively.

Lunchtime — between 13.00 and 14.00 - was the busiest time in the branches in terms of
gueue length, with queues averaging more than 5 people. This is twice as many as the

quietest period, between 16.30 and 17.30, where the average queue length was 2.3 people.

The picture for regional and national variance in queue length is similar to that seen in
2008, with customers in Greater London and the South East of England experiencing the
longest queues, with two-fifths and around a third, having more than 5 people in the queue

ahead of the mystery shopper, respectively.

Scotland and the East of England had the shortest average queue lengths of 2.4 and 2.6
people respectively. Furthermore, neither had queues where there were more than 16

people queuing ahead of the mystery shopper.

Weighted base size Numbe_:r of
customers in queue
2008 2009 2008 2009
TOTAL 374 344 4.9 4.3
Crown 154 144 7.3 5.9
Refurbished n/a 96 n/a 6.7
Privately Managed 220 200 2.9 3.1
Nation and region
Greater London 80 74 6.2 6.1
South East 37 34 51 4.5
South & West 34 30 4.2 4.1
East 26 24 5.2 2.6
Midlands 41 40 4.6 3.7
North 79 70 6.1 4.4
Scotland 37 32 2.2 2.3
Wales 22 20 2.1 3.7
Northern Ireland 18t 20 4.3 3.8
Source: Ipsos MORI

#
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Branches in deprived areas had significantly longer queue lengths, an average of just over 5
people, compared to those not in deprived areas, which had 3.6 people in the queue ahead

of the mystery shopper on average.
4.1.2 Impact of the Queue

Following the pattern seen since 2006, in only a small number of visits, mystery shoppers
witnessed the queue extending outside the post office. There was a relatively even split
between Crown (5) and Privately Managed (6) branches where this was experienced or

between ‘deprived’ (6) and ‘not deprived’ branches (5).

The proportion of branches where the queue blocked or impeded customers’ access to other
services in the post office has reduced dramatically this year, falling from 23% in 2008 to 4%
this year. This however does not appear to be related to the refurbishment programme, as

queues blocked access in 6% of refurbished post offices.
Comments on the queues included:

“It was horrendous as you can see by my ticket, there was 52 customers before me
ugh!” (Crown, Wales)

“That people using counter service where abusive of how long they had being
waiting. Shop too small to have a post office as busy as this one. No room to move
people having to push past other people in queue. One of assistant closed window
before other window opened. So only one working for five minutes.”

(Privately Managed, North)

“3 operating counters when | arrived but reduced to 2 only. When | left there were 22
people queuing.”
(Privately Managed, South East)

“The queue assembled up the central aisle, impeding fully stocked shelves.
However, it was the best location of the three | saw today.”
(Privately Managed, Greater London)

4.1.3 Queue Management

Although there were queues of more than 5 people in over a quarter of all branches, only a
small number (17) employed a queue host, asking people in the queue if they needed help.
Less than 1 in 10 branches had a queuing system (mainly the refurbished ones), where on
entry there is a ticket machine issuing tickets for a place in the queue to speak with an

advisor. In just under half (13) of these branches (all Crown) someone was available at the

ticket dispenser to ask customers if they needed help.

(
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4.2 Queue Duration

4.2.1 Time Spent Queuing

As in previous years, mystery shoppers recorded the time that they spent queuing before
speaking to an advisor. This time is calculated from the difference between the time they

joined the queue to the time they were served by an advisor.

Overall, average waiting times have seen a little movement from those noted in 2008 (from 4
minutes 20 seconds in 2008 to 4 minutes 38 seconds in 2009), with a similar pattern of
differentiation experienced between Crown and Privately Managed branches. As last year,
around a fifth experienced a wait of 10 minutes or more in Crown branches compared to just

under 1 in 10 who waited this long in Privately Managed branches.

A significant difference was also seen between Crown and Privately Managed branches for
those who experienced a wait in the queue of up to a minute (22% in Crown branches vs.

39% in Privately Managed branches).

Time Spent Waiting in the Queue

CE NMumber of minutes spent walting In the quele

Figure 2: B Crown [ P

10+ minutes

3 to 9 mins mﬁ‘ﬂ

12%

Gto 7 mins 6%

. 23%
4 to 5 mins Do
2103 mins TES

22%
22%

0to 1 minute 309

Base: Crown (124, weighted 1447 and Ph wisis (220, weighted 2007
Ipsos MORI E

)
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Longer waiting times in queues were experienced in:

Greater London, with the average amount of time waiting almost a minute longer than

in 2008 (6 minutes 59 seconds vs. 6 minutes 10 seconds last year).

the South East (4 minutes 55 seconds; an increase on last year)

Scotland (4 minutes 36 seconds; an increase on last year)

in the North - where the longest wait of 35 minutes was experienced - despite a

reduction of nearly a minute in average queuing times since last year

In refurbished branches the waiting times were marginally shorter than in Crown branches

overall.

Base size Time spent in queue
2008 2009 2008 2009

TOTAL MEAN TIME (374) (344) 4 mins 20 secs 4 mins 38 secs

Crown 154 144 5 mins 40 secs 6 mins 7 secs

Refurbished n/a 96 n/a 5 mins 40 secs

Privately Managed | 220 200 3 mins 10 secs | 3 mins 34 secs
Nation and region

Greater London 80 74 6 mins 10 secs 6 mins 59 secs

South East 37 34 4 mins 10 secs 4 mins 55 secs

South & West 34 30 3 mins 10 secs 3 mins 25 secs

East 26 24 4 mins 3 mins 31 secs

Midlands 41 40 4 mins 4 mins 23 secs

North 79 70 4 mins 30 secs 3 mins 44 secs

Scotland 37 32 3 mins 4 mins 36 secs

Wales 22 20 2 mins 10 secs 4 mins 12 secs

Northern Ireland 18t 20 4 mins 2 mins 41 secs

Source: Ipsos MORI

+
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In line with the findings regarding the number of people in the queue, above average queuing

times were also experienced:

On Mondays (where 46% queued for more than 5 minutes) and, unlike last year,

Fridays (where for 21% queuing time extended to 10 minutes or more)

At lunchtimes (12.00 — 13.00 and 13.00 — 14.00) and from 14.00 to 16.00, where for all

three time slots a fifth experienced queues of 10 minutes or more

At branches that have been refurbished 39% queued for more than 5 minutes (very
much in line with the 38% in Crown offices overall), but double the figure for Privately
Managed branches (17%).

In urban branches and/ or deprived areas, around a quarter and almost a third

respectively, experienced queues times of more than 5 minutes

In contrast, average waiting times were shorter:

In Northern Ireland (2 minutes 41 seconds) and the South & West (3 minutes 25

seconds)

On Thursdays (where only 1 in 10 experienced a queue of more than 5 minutes) and

Wednesdays
In branches where no refurbishment is planned

Following completion of the Network Change Programme, and since first measured in 2006,
overall average queuing times across the High Street network have remained relatively
stable, fluctuating from their shortest in 2006 (4 minutes and 10 seconds) to their longest in
2007 (4 minutes and 50 seconds).

However, a slightly different pattern can be noted when looking at the Crown branches which

experienced their longest average queuing times this year (6 minutes and 7 seconds).

The proportion of mystery shoppers waiting in queues for more than 5 minutes has remained
relatively stable since 2006. This year for Crown offices it is 38%, for refurbished offices 39%
and 17% for Privately Managed branches. Overall, 26% encountered queues of more than 5
minutes this year, which is the same proportion as in 2006. This could suggest that any
success achieved as a result of initiatives in branches aimed at reducing queue lengths has
been mitigated by the requirement to absorb additional custom following the Network

Change Programme, and/or advisors spending longer with each customer as a result of the
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increased products and services available at some post office branches, and/or to fewer

people visiting post offices.

Crown

PM

Total

Weighted base: All

144

200

344

2009 6 mins 7 secs 3 mins 34 secs 4 min 38 secs
2008 5 mins 40 secs 3 mins 10 secs 4 mins 20 secs
2007 6 mins 3 mins 50 secs 4 mins 50 secs
2006 5 mins 20 secs 3 mins 4 mins 10 secs
Source: Ipsos MORI
Crown PM Total
Weighted base: All (144) (200) (344)
% % %
2009 38 17 26
2008 38 18 28
2007 41 22 31
2006 36 16 26

Source: Ipsos MORI

There were hardly any comments about the postal strike and its possible impact on how busy

the post office was:

“Outside scruffy, dirty, needs good clean - windows paint work etc. Stamp vending machine

& letter box opening need a good clean. Could have done with a vacuum inside. This

(presumably because of postal strike) was the least busy | have seen post office. As usual at

this post office staff not over polite (except on shop & lotto counter where staff friendly &

polite) Assistant was initially fairly unfriendly but thawed & even smiled at the end and said

Thank You!”

(Privately Managed, South West)
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How busy?

Very few branches were described as “too busy” (5%), more were described as “very busy”
(8%) or “busy” (9%) — around a fifth in total — and these were twice as likely to be Crown as

Privately Managed branches.

Crown PM Total

Weighted base 2009: All (144) (200) (344
% % %)
Too busy 7 3 5
Very busy 11 7 8
Busy 14 5 9
Fairly busy 35 27 30
Not at all/not very busy 34 57 47

Source: Ipsos MORI
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The number of counter positions potentially available in branches (whether in use or not)

ranged from 1 to 14, with the average number down from 6.2 last year to 5.8 in 2009. As

most of the branches visited this year were also visited last year, this implies that some

branches may have reduced the number of counter positions dedicated for postal and

general services. Crown branches had 7.6 counters on average compared to Privately

Managed branches which had 4.5. Overall just under 1 in 10 branches had 10 or more

counters — mainly Crown offices rather than Privately Managed branches.

Crown PM Total

2008 2009 2008 2009 2008 2009

Weighted base: All (154) | (144) | (220) | (200) | (374) | (344)
% % % % % %
1-2 1 * 13 15 8 9
3-4 6 5 41 42 25 26
5-6 26 30 32 30 29 30
7-9 40 46 9 10 23 25
10+ 26 18 5 3 15 9

Mean number of positions 8.01 7.56 4.64 452 6.16 5.79

Source: Ipsos MORI

However, it is not just the number of counters that are potentially available but the

proportion of these that are open and accepting customers that impacts on queue

lengths and waiting times.

Overall, the average proportion of counters that were open and accepting customers was

56%, an increase of four percentage points from 2008. The proportion of counter positions

open increased slightly for both Crown and Privately Managed branches this year. As in

2008, Crown offices had more potential counter positions, but the proportion actually in use

and available for customers was lower than in the Privately Managed branches. None of the

branches visited had more than 10 counters open and in use.
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Crown PM Total

2008 | 2009 | 2008 | 2009 | 2008 | 2009
Weighted base: All (154) | (144) | (220) | (200) | (374) | (344)
Total number of counter positions 8.0 7.6 4.6 4.5 6.2 5.8
Number of open counter positions 4.0 3.9 2.5 2.5 3.2 3
Proportion of counter positions open 50% | 53% | 54% | 58% | 52% | 56%

Source: Ipsos MORI

Greater London and the Midlands were more likely to have the highest number of counter
positions in branches; however, Wales and the North had the greatest proportion actually
open and in use. Despite having the highest number of counter of positions (6 on average),

the Midlands had the lowest proportion open and in use (50%).

Weighted Total Number of Proportion
base number of open of counter
counter counter positions
positions positions open
2008 | 2009 | 2008 | 2009 | 2008 | 2009 | 2008 | 2009
% %
TOTAL 374 | 344 6.2 5.8 3.2 3 52 56
Greater London 80 74 6.7 6.4 3.5 34 52 57
South East 37 34 5.9 5.9 3.2 3.2 55 56
South & West 34 30 5.7 5.8 2.9 2.8 50 53
East 26 24 6.7 5.3 3.4 2.7 51 53
Midlands 41 40 6.5 6 3.1 2.9 48 50
North 79 70 6.8 5.8 3.5 3.5 52 61
Scotland 37 32 4.9 5.7 2.6 2.7 53 51
Wales 22 20 4.5 4.6 2.5 2.4 56 59
Northern Ireland 18 20 5.8 4.8 2.9 2.5 49 54
Source: Ipsos MORI

|
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A higher proportion of counter positions were likely to be open on Mondays and Tuesdays
(both 59%) - decreasing to just over half (52%) on Saturdays. Other than on Mondays, which
was the busiest day in terms of queue length and waiting time and had the highest proportion
of in use counters, there was little correlation between the length of queuing time for
customers and the proportion of counters that were open. On Fridays, for example, (where
gueuing time extended to 10 minutes or more for a fifth) 54% of counter positions were

receiving customers.

Weighted Total Number of Proportion
base number of open of counter
counter counter positions
positions positions open
2008 2009 2008 2009 2008 2009 2008 2009
% %
TOTAL 374 | 344 6.2 5.8 3.2 3 52 56
Monday 57 44 6.2 5.9 3.5 3.4 56 59
Tuesday 53 78 6.3 5 3.3 2.8 52 59
Wednesday a7 58 6.5 6 3.3 3.1 51 54
Thursday 63 71 6.1 5.7 3.1 2.8 50 53
Friday 82 59 5.8 6.3 3.0 3.2 53 54
Saturday 73 35 6.3 6.2 3.1 3.2 49 52
Source: Ipsos MORI

In Crown branches, the proportion of counters open has either remained constant or
increased since 2008, with the exception of Thursday where it has decreased from 55% to
47%. This does not however appear to have negatively affected waiting times as these are
shorter than average on this day. A slightly different pattern can be noted for Privately
Managed branches where the proportion of counters open has increased for each day of the
week since 2008.
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Crown PM Total

2008 | 2009 | 2008 | 2009 | 2008 | 2009

Weighted base: All (154) | (144) | (220) | (200) | (374) | (344)
% % % % % %
TOTAL 54 53 48 58 57 56
Monday 53 55 41 61 62 59
Tuesday 51 56 46 61 55 59
Wednesday 52 54 47 55 58 54
Thursday 55 47 52 58 57 53
Friday 55 55 49 54 59 54
Saturday 53 55 53 50 53 52

Source: Ipsos MORI

First thing in the morning (9.00 — 10.30) and lunchtime (13.00 — 14.00) were the time slots
when the highest proportion of counter positions were open (59% and 58% respectively).
The lowest proportion of counter positions (52%) were open between 12.00 and 13.00 — this

is also one of the time slots when higher than average queuing times and longer than

average queue lengths were experienced.

Weighted Total Number of Proportion
base number of open of counter
counter counter positions
positions positions open
2008 | 2009 | 2008 | 2009 | 2008 | 2009 | 2008 | 2009
% %
TOTAL 374 | 344 6.2 5.8 3.2 3 52 56
9.00 - 10.30 96 87 5.3 5.7 2.7 3.1 52 59
10.30 -12.00 74 84 6.1 6 3.1 3.2 51 55
12.00 - 13.00 64 56 6.6 55 3.4 2.6 51 52
13.00 - 14.00 38 32 6.2 6.3 3.2 3.6 52 58
14.00 - 16.30 79 70 6.7 5.7 3.5 29 51 54
16.30 -17.30 22 14 6.9 6 3.8 3.2 55 54
After 14.00 101 84 6.8 5.7 3.5 3 52 54
Source: Ipsos MORI
#
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Crown offices were more likely to have a higher proportion of counters open (60%) later in
the day (between 16.30 and 17.30) which is an increase from just under half (46%) last year.
Privately Managed branches have almost the exact opposite pattern — a higher proportion
(63%) open early morning (9.00 — 10.30) with just over half open in at the later time of 16.30
to 17.30.

Crown PM Total

2008 | 2009 | 2008 | 2009 | 2008 | 2009

Weighted base: All (154) | (144) | (220) | (200) | (374) | (344)
% % % % % %
TOTAL 54 53 48 58 57 56
9.00-10.30 59 50 51 63 63 59
10.30 - 12.00 56 55 50 56 60 55
12.00 - 13.00 49 48 49 55 50 52
13.00 — 14.00 52 55 47 61 56 58
14.00 - 16.30 53 57 45 53 59 54
16.30 - 17.30 46 60 46 52 45 54

Source: Ipsos MORI

In summary, there has been a small decrease in the total number of counter positions that
are potentially available in both Crown and Privately Managed branches. Whilst there has
been a very slight drop, the number of counter positions open and in use has not decreased
to the same extent, indeed for Privately Managed offices has remained at 2.5. This has
meant an overall increase in the proportion of counters serving customers for both types of

post office branch.

(
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Proportion of counter positions open

2009 2008 2007 2006

Weighted base: All (344) (374) (363) (360)
% % % %
TOTAL 56 52 60 56
Greater London 57 52 62 58
South East 56 55 58 50
South & West 53 50 51 55
East 53 51 57 56
Midlands 50 48 63 53
North 61 52 56 59
Scotland 51 53 68 58
Wales 59 56 58 56
Northern Ireland 54 49 64 56

Source: Ipsos MORI

4.4.1 Time Spent with Customer Advisor

The two scenarios used by the mystery shoppers remained similar to those used before,

except that this year enquiries were also made as to the cost of a second class stamp:

1. An enquiry about the cost of posting a first class letter in a flat A4 envelope

(containing two A4 sheets of paper) to an address in the UK and the cost if it were

sent second class — then a second class stamp was purchased.

2. Special Delivery - an enquiry as to the best method of sending a letter containing a

greetings card and present (to a UK address) to arrive the next day. The malil

included the present (vouchers to the value of £40); no transaction - advice only was

required.

)
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Time Spent with Customer Advisor
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On average, customer advisors spent 4 minutes on these two enquiries.

Crown PM Total
2008 2009 2008 2009 2008 2009
Weighted base: All (154) (144) (220) (200) (374) (344)
Mean 3 mins 4 mins 3 mins 3 mins 3 mins 3 mins
30 secs | 11 secs | 40 secs | 50 secs | 35 secs | 59 secs

Source: Ipsos MORI

Variations included:

4 minutes 11 seconds at Crown branches, 3 minutes 50 seconds at Privately Managed
branches

4 minutes 19 seconds between 9.00 and 10.00, 3 minutes 56 seconds in the busy
period between 12.00 and 13.00 and 3 minutes 8 seconds at the end of the day
between 16.30 and 17.30

+
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4 minutes 1 second in urban branches compared to 3 minutes 20 seconds for those in

rural areas

4 minutes 37 seconds in Greater London and 2 minutes 58 in Northern Ireland

Weighted base Time spent with customer advisor

2008 2009 2008 2009
TOTAL 371 344 3 mins 35 secs 3 mins 59 secs
Greater London 77 74 3 mins 50 secs 4 mins 37 secs
South East 37 34 3 mins 35 secs 4 mins 2 secs
South & West 34 30 3 mins 30 secs 2 mins 52 secs
East 26 24 4 mins 50 secs 3 mins 24 secs
Midlands 41 40 3 mins 30 secs 3 mins 59 secs
North 79 70 3 mins 3 mins 58 secs
Scotland 37 32 3 mins 25 secs 4 mins 58 secs
Wales 22 20 4 mins 5 secs 3 mins 23 secs
Northern Ireland 18 20 3 mins 20 secs 2 mins 58 secs

Source: Ipsos MORI

Overall the average time spent with the customer advisor increased by nearly half a minute.
This was driven by an increase in time spent with advisors in Crown branches which
increased from 3 minutes 30 seconds last year to over 4 minutes in 2009. However it needs
to be borne in mind that this year an enquiry as to the price of a 2™ class stamp and about

proof of posting was added to the scenarios.

While the amount of time that customer advisors spend with customers can affect queue
times, there is a need to balance this consideration with the need to provide a good standard

of service and advice.
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4.4.2 Manner of Customer Advisor

The mystery shoppers evaluated the way in which the customer advisor dealt with their
custom on a number of factors. As the table below shows, as was the case in the past two
years, over 9 in 10 visits resulted in a very positive score on several of the key measures —

and there were improvements - across the range of offices.

Customer advisor was . . . Crown PM Total
2008 | 2009 | 2008 | 2009 | 2008 | 2009
Weighted base: All (154) | (144) | (220) | (200) | (374) | (344)
% % % % % %
Polite 97 97 92 99 94 98
Generally helpful 97 96 91 93 94 94
Spoke clearly 96 100 92 99 94 99
Easy to understand 94 99 88 97 91 98
Listened carefully 93 98 88 96 91 97
Calm/not stressed 95 95 86 93 90 94
Dealt with customer efficiently 93 97 83 94 87 95
Friendly 92 92 77 89 84 90
Probed for additional information 70 76 63 58 66 66
Source: Ipsos MORI

But as in previous years, only two-thirds “probed for additional information in order to

recommend the most appropriate product”.

| -
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Easy to Calm/ Dealt with Probed for
Generally  Spoke under-  Listened not customer additional
Polite helpful clearly stand carefully stressed efficiently Friendly information
% % % % % % % % %

TOTAL

2009 98 94 99 98 97 94 95 90 66

2008 94 94 94 91 91 90 87 84 66
Greater London

2009 94 86 98 96 90 79 88 76 58

2008 90 89 82 81 83 77 72 70 58
South East

2009 100 95 97 95 95 92 97 92 66

2008 85 95 89 95 86 85 78 78 62
South & West

2009 97 97 100 100 97 100 100 92 66

2008 98 98 94 92 94 86 89 93 72
East

2009 97 100 100 97 97 100 97 91 65

2008 96 94 96 94 94 96 96 92 63
Midlands

2009 97 97 100 100 100 94 94 94 61

2008 95 920 100 95 95 89 90 85 79
North

2009 100 95 100 100 100 100 100 93 63

2008 97 95 96 94 95 100 97 84 68
Scotland

2009 100 95 100 98 98 98 90 100 920

2008 97 95 100 95 92 97 95 95 65
Wales

2009 100 100 100 100 100 100 100 94 74

2008 100 100 100 96 93 100 93 95 63
Northern Ireland

2009 100 100 100 97 100 97 97 97 68

2008 98 96 98 91 87 87 89 92 73

Source: Ipsos MORI

The customer advisors were particularly well rated for ‘looking up and making eye contact’,

and just under three-quarters were well rated for ‘smiling’ or saying ‘hello/good morning/

afternoon’. Overall 71% verbally greeted the mystery shopper — more so in Crown branches

(74%) than in Privately Managed branches (69%), for both, this was fewer than last year -

which was 81% and 72% respectively. Post office branches in Greater London performed

relatively poorly in this respect with just over half (53%) of customer advisors saying

‘hello/good morning/afternoon’ compared with nearly 9 in 10 in the South & West of England.

Two-thirds of advisors ‘asked if they could help’, rather more than last year. In terms of

having their name displayed, six in ten wore either a name badge or had their name on a

plinth — a figure in line with last year.
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As last year, very few advisors needed to ‘ask someone else or refer to other sources’.

Relatively few advisors apologised for the wait in the queue — but this could be because, in
many branches, the length of the queue may not have warranted an apology.

The Customer Advisor
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Comments made about the customer advisor included:

“The manager who served me was excellent & gauged | wasn't in a hurry & referred
me to a colleague who explained savings i.e. ISAs to me which were of interest
without being pushy. Most impressed all round, excellent.”

(Crown, South West)

“Very friendly, treated you as a very valued customer.”
(Privately Managed, East)

“Very quick & efficient staff. Advisor asked if | would like a certificate of posting
without prompting. Special delivery envelope given without requesting.”
(Crown, South East)

“Pleasant well kept P.O. modern and bright. Customer advisor very professional and
pleasant and gave information without being asked.”
(Crown, Scotland)

“l found the girl behind the counter to be miserable & curt. | felt like an
inconvenience.”
(Privately Managed, North)

|
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“I found the counter clerk especially unfriendly, rude and impolite. She was obviously
very stressed.”
(Crown, Greater London)

“Customer advisor seemed bored, uninterested, made very brief eye contact.”
(Crown, North)

4.4.3 Quality of Product Advice

Mystery shoppers were required to make two main enquiries to a customer advisor to test
the quality of product advice and information provided, both scenarios were very typical and

very similar to those used in 2007 and 2008.
Scenario 1: Pricing in Proportion and Certificate of Posting

This was an enquiry about the cost of posting a first class letter in a flat A4 envelope
(containing two A4 sheets of paper) to an address in the UK, the cost if it were sent second

class, the purchase of a second class stamp, plus an enquiry about proof of posting

All the customer advisors gave the correct price of the first class stamp (61p).

All but two customer advisors gave the correct price of the second class stamp (99% said
47p). Both examples of incorrect pricing advice were reported in Privately Managed

branches.
Just under a fifth volunteered additional information (unspecified).

Mystery shoppers also asked about “getting proof that the letter had been posted” - but
stating, only if asked, that nothing valuable was involved and that they did not want to pay
extra. Three-quarters of customer advisors offered a Certificate of Posting and stamped it
(72%), those in Crown branches were more likely to do so than those in Privately Managed
branches (78% vs 69%). A fifth (19%) said a receipt for the stamp purchase will suffice as
proof of posting, while a fifth enquired about the item’s suitability for Recorded Delivery
(18%).

In all, a quarter did not offer a Certificate of Postage (26%, rising to 29% in Privately

Managed branches), making this an area for improvement.

[
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Proof of Posting
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Scenario 2. Special Delivery

This was an enquiry as to the best method of sending a letter containing a greetings card
and present to a UK address to arrive the next day. The mail included the present —
vouchers to the value of £40; advice only was required, no purchase was made.

Nearly all (95%) the customer advisors recommended Special Delivery (with no difference by
type of branch or other sub-group). Over 8 in 10 mentioned that the mail would arrive the

next day.

Overall, customer advisors working in Crown branches were more likely to provide further
details about Special Delivery such as how much it would cost, offering a choice of delivery

by 9am or 1pm and that it would be delivered the next day.

However, in response to the question about whether any particular packaging is necessary,
half of the customer advisors (from both Crown and Privately Managed branches) who

recommended special delivery, mentioned the special delivery packaging.

During the course of fieldwork there were postal strikes in various parts of the country, but
hardly any customer advisors made reference to any of the strikes, however this may simply

be because Special Delivery was still guaranteed:
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“Staff very helpful, didn't rush me & explained about the postal strike.”
(Crown, East)

“All staff neat and tidy. Quick service. The strike was mentioned, but Special was still
guaranteed.”
(Crown, Wales)

I #
2009 Ipsos MORI.



As in previous years, the post office branches are highly rated in terms of certain aspects of
their interiors. However, on each dimension, a higher proportion of Crown offices were

positively rated.

Of the total, around 9 in 10 were described as ‘clean’, ‘well/brightly lit' and ‘tidy’ — over

90% of the Crown branches, over 80% of the Privately Managed branches

Between 7 and 8 in 10 were ‘well laid out’, ‘free of obstacles’ or ‘trip hazards’ — over
80% of the Crown branches, the Privately Managed branches again being 10

percentage points below on each dimension

“The staff all looked very smart/had uniform on. The post office is obviously quite new &
very clean, airy & bright. It was a pleasure to sit & wait in comfortable seating. All the
glass was clean. Everything was clearly marked & most importantly all staff seemed
pleasant & helpful.”

(Crown, East)

“This is an old established large post office, inside it's well laid out with separate areas
for all the services & very spacious & well lit. Advisor was well presented, cheerful,
friendly & professional. Relaxed ambience.”

(Crown, South East)

However, among the Crown branches visited a fifth were not free of trip hazards or

obstacles, rising to nearer a third of Privately Managed branches.

H(
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“Whilst there were no obstacles in the walkways, the path to the counters from the
entrance door was quite zigzagged. Not easy for partially sighted or wheelchairs.”
(Crown, Wales)

“The actual premises are quite old fashioned and could benefit from refurbishment. If
only to be better for disabled customers.”
(Privately Managed, Scotland)

“There's building work going on, so it's difficult to see Post office. Once you enter,
the, the 1st thought is that you're in a big off-licence shop - you can't see clearly the
counter, the person who served me was in a hurry. The floor was dirty and there's not
enough space to move around.”

(Privately Managed, Greater London)

Availability of customer service leaflets

Post Office Ltd's customer service leaflet should be available at all post offices; however,

more often than not, it was not in evidence.

The leaflet was readily accessible or on display in just one-third of Crown and Privately
Managed branches visited. This is slightly fewer than last year and represents a further
decline from three years ago. In 2007 nearly half the branches had the leaflet on display,
49% of Crown branches (down from 61% in 2006) and 44% of Privately Managed branches
(54% in 20086).

Greater London post offices were the least likely to have the leaflet on display (13%), on the

other hand in Scotland it was available in two-thirds of branches.
There is little difference between refurbished branches and the remainder on this measure.

Form Rack

Three-quarters (76%) of the branches visited had a Form Rack displaying official government
documents such as Road Tax, Driving Licence or Passport application forms — 86% of

Crown and of refurbished branches and 70% of Privately Managed branches.

In the Nations and regions, the presence of such a rack varied from around 9 in 10 of the
branches in the Midlands, the East and in Wales to 7 in 10 of those in the North and

Scotland.

')
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Post & Go

Post & Go machines were in evidence in 25% of the Crown offices, none were available in

the Privately Managed branches. Of the Crown offices with Post & Go facilities, half had two

machines available — these were switched on and ready for use; most of the remainder had

one machine, while a few had more than two.

Most of these facilities were in the refurbished Crown branches, a handful were in branches

scheduled for refurbishment and a few were in other Crown branches.

While this is not a completely straightforward measure to test, around half of the Crown

offices it seems there was a member of staff available to help people use the machines.

How pleasant?

Only in a very few branches did the mystery shoppers describe their experience as a

customer “unpleasant” (4%). Most described the experience as either “very or fairly pleasant”

— more so in the case of Crown and refurbished offices than Privately Managed and non-

refurbished branches.

Crown PM Total
Weighted base 2009: All (144) (200) (344)
Very pleasant a7 34 39
Fairly pleasant 39 39 39
Neither 10 23 17
Fairly unpleasant 4 4
Very unpleasant *

Source: Ipsos MORI
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Signage and information

Not all the post offices had the opening times on display outside; Crown branches were more
likely than Privately Managed branches to do so (89% vs 73%). Related to this it was
noticeable that branches in Northern Ireland were the least likely to have opening times on

display outside; those in the South East were the most likely.

As in previous years, nearly all the offices had the lozenge sign on display (94%) with around
56% having it flat on the front and 60% having it at right angles. It was seen in all Greater
London and Midlands branches visited, dropping to around 8 in 10 of all branches visited in
Wales. Signage may be subject to local authority restrictions as well as the availability of

sufficient space — which may account for some of the variations.

“The P.O. is part of Bank/B.S. office and entry is from side elevation. It is set back
and difficult to spot. The outside sign is partially covered by tree branches. | had to
ask someone where the post office was. | was right next to it.”

(Crown, South West)
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Clean Tidy Well lit No obstacles | Well laid out | No trip hazards
% % % % % %

TOTAL

2009 90 86 87 76 81 73

2008 90 82 81 75 71 46
Greater London

2009 87 76 92 66 70 60

2008 81 69 77 72 74 45
South East

2009 81 84 80 69 79 75

2008 88 70 72 76 78 67
South & West

2009 92 92 89 72 78 81

2008 95 87 92 68 60 48
East

2009 94 89 88 80 86 77

2008 94 98 92 82 78 47
Midlands

2009 95 89 94 85 88 77

2008 90 79 80 70 64 48
North

2009 86 90 76 88 83 86

2008 89 87 79 75 70 40
Scotland

2009 95 85 90 76 79 57

2008 92 92 81 78 73 38
Wales

2009 97 97 97 79 94 73

2008 100 94 93 80 76 40
Northern Ireland

2009 91 89 89 71 86 68

2008 98 87 87 78 64 40

Source: Ipsos MORI

Some branches have an outside information display about the types of products or services
available. Up until last year there had been an increasing number and variety of services
displayed, but in 2008 this trend was halted. This year while around a fifth continue not to
have any information about any services on display outside, certain services are more in
evidence (savings products and home insurance), others are less in evidence (bill payments,

banking services, licences and applications).
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Crown offices are far more likely than Privately Managed branches to have information and
services on display outside (90% vs 71%). Related to this are the differences by nation or
region; Northern Ireland, with its higher proportion of Privately Managed branches, is less
likely than other areas to display services available outside.
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Exterior appearance

As in the past two years, most of the post offices visited (especially the Crown offices) were

rated as ‘clean’ (85%), ‘well maintained’ (82%) and ‘welcoming’ (72%) — but not everywhere:

“Glass broken at bottom of entrance to main Road. Dirty outside. Like a fort
entrance.”

(Privately Managed, South East)

“The post office is within a convenience (supermarket) store - also co-op pharmacy -
it is all within a complex. Not a very nice entrance leading from the car park - outside

could do with brightening up but the staff were very cheerful & smart.”
(Privately Managed, East)
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Parking

Around a third of branches had disabled car parking available nearby, with very little
difference between Crown and Privately Managed branches. This proportion is lower than

that reported in 2007 and 2008 when the proportion was around two-fifths.
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Any car parking Disabled car parking
2009 2008 2007 2009 2008 2007

% % % % % %

TOTAL 49 62 54 37 43 41
Greater London 25 57 51 23 29 34
South East 40 73 56 32 53 47
South & West 48 71 54 27 58 50
East 61 67 57 53 49 43
Midlands 61 56 63 36 52 46
North 52 53 45 38 28 35
Scotland 64 81 57 41 62 34
Wales 51 53 36 49 38 41
Northern Ireland 79 73 89 65 60 74

Source: Ipsos MORI

Facilities

Flat and wide entrances continue to be the most common facilities available at post offices
for wheel chair (or indeed push chair) users. In 2009 these were evident in 8 out of 10

branches.

However, only a minority offered other facilities. Around a third or more had automatic or light
weight doors, conveniently positioned door handles or a ramp at the entrance. Although far
fewer offered some of the other facilities listed, and despite any constraints imposed by the
building in which the post office is located, only in a small handful of cases did wheelchair
access seem impossible (2%) — an aspect that has been improving since 2006 (when it was
10%).
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Wide aisles and floor space for pushchairs and wheelchairs were reported in around two-
thirds of all branches (82% of Crown and 60% of Privately Managed branches); fewer than
last year. Crown offices are also more likely to have other facilities to cater for disabled

customers, especially technological features:

- spoken announcements were available in 83% of Crown branches compared to

30% of Privately Managed branches

- adisplay showing a free counter was noted at 53% of Crown branches compared

to 18% of Privately Managed branches

- clearly marked hearing loops were seen at 42% of Crown branches and 25% of

Privately Managed branches
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Crown offices were also more likely to cater for disabled users in terms of providing
additional seating; this was available in two-thirds of Crown offices and in just under a third of

Privately Managed branches.

In around 8 out of 10 branches where seating was provided for customers, at least some
seats were available for customers to use. In just under 1 in 10 branches all the seats were
occupied. This situation was the same for both Crown and Privately Managed branches and

for refurbished vs non refurbished branches.

" (
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Following successful trials as part of the Network Change Programme a number of Crown
offices have been transfered to WHSmith outlets. This enabled certain high streets to

continue to have access to a post office branch in a nearby location.

Queue Length and Waiting Times

In the 57 WHSmith outlets visited, the average amount of time spent waiting in the queue
was 6 minutes — the same as in 2008 (and the same as Crown offices). In a third of visits a
wait of over 5 minutes was encountered, while in a quarter the waiting time was a minute or

less.

The average number of people ahead in the queue was 6.3 — again very similar to last year.
However, this is slightly more than the average in Crown offices in 2009 (5.9). In two-fifths of
WHSmith visits there were more than 5 people in the queue (similar to the Crown offices),

while in a quarter of visits there was no-one ahead in the queue.

")
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“A huge queue but it went down quickly. All but 1 counter open. Friendly helpful staff.”
(WHS, Midlands)

“Post office is in WHSmith store upstairs. So it's hard to find the sign for post office
downstairs. There is a lift. Upstairs is very cramped when there is a queue. There are
a few chairs near the queuing system but it's very near the DVD & CD department.
Only 2 people were serving but seemed to have clot of staff around the counter doing
other things.”

(WHS, Greater London)
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Seven out of ten WHSmith outlets were no more than ‘fairly busy’, while one in five were

described as ‘very or too busy’ — again similar to Crown offices.

The Customer Advisor

The time spent with a customer advisor was 4 minutes on average. While this was slightly
longer than in 2008, it might be expected as in 2009 there was an additional query about the
price of a second class stamp and additional clarification regarding proof of posting. This
time is in line with that experienced in Crown offices, but slightly longer than was the case in
Privately Managed branches.
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The manner and performance of the customer advisor was highly rated, and in many cases,

an improvement on last year, particularly with regard to the wearing of a name badge:

#-
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Comments on WHSmith and its customer advisors included:

“It was very small and quite compact. The member of staff who served me was quite
short and quite rude. She insisted it would be easier for me to bring my SD package
in even when | described to her what it was. Not helpful at all, didn't smile, poor
customer service.”

(WHS, South East)

“He was very friendly & professional, asked me about post office credit card for
people travelling.”
(WHS, Midlands)

“Excellent all round service. Superb PO smart & super She was fabulous, a credit to
the post office.”
(WHS, Wales)

The Scenarios

All the customer advisors in the WHSmith outlets visited gave the correct price for the first
and for the second class stamp for a flat A4 envelope. When asked about proof of posting,
three-quarters of advisors offered a stamped Certificate of Posting, a quarter asked about the
value and/or its suitability for Recorded Delivery, 14% said a receipt for the stamp could act
as proof.

Nine in ten recommended Special Delivery (91%), slightly fewer than was the case in the
Crown and Privately Managed branches. Almost as many mentioned this would guarantee
next day delivery - 89%, an improvement on last year's 74%. In terms of the other aspects
the outcomes are very similar to those of 2008: six in ten said how much it would cost
(although just one in five offered a choice of a ‘by 9am or 1pm’ delivery), half asked what the
contents would be, but fewer asked their value (42%).

Half mentioned ‘special delivery packaging’ (53%), with around half of these referring to the

‘silver plastic envelope’.

#
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Facilities for the disabled

WHSmith outlets were on a par with Crown offices in terms of many of the facilities for the
disabled, such as wide and flat entrances and automatic doors for wheelchair users.
However they were less likely to have many of the other facilities such as ramps, lightweight

doors or easy grip or conveniently positioned door handles.
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Disabled parking seemed a problem in the vicinity of most WHSmith outlets (available nearby

12% of outlets compared with 36% of Crown offices).

WHSmith outlets were also less likely than Crown offices to have wide aisles or chairs

available:

Comments included:

“Only lift from upper floor for disabled - PO situated on lower level. Lots of books etc
sitting on floor! Rather difficult to get through with wheelchair.”
(WHS, Scotland)

“The Post Office is clean and tidy/the staff polite. But it is in a bad position for the
disabled, as no obvious parking outside, also it is upstairs in WH Smith.”
(WHS, Midlands)

“The Post Office section was fine but to go through the shop to get to the lift would be
very hazardous for partly sighted or wheelchair users.”
(WHS, North)

However, in most respects the results from WHSmith outlets are very similar to those for

Crown offices; most had a lozenge, opening times and services displayed.

The exterior of WHSmith outlets attained a slighter higher rating, especially in terms of being
‘welcoming’. In terms of the interior the ratings attained were very similar to those of the

Crown offices; but lower in the case of having obstacles or trip hazards.
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Nearly half the shoppers described their WHSmith customer experience as ‘very pleasant’
(46%), hardly any found the experience unpleasant:

“Modern & well planned. Very knowledgeable & helpful postmistress.”
(WHS, Scotland)

The 2008 report noted that “the WHSmith franchise had got off to a good start”. In 2009 this

favourable impression continues and some aspects show an improvement:

the customer advisors’ general manner, friendliness, helpfulness and efficiency
the wearing of name badges
PiP product advice regarding the correct price for 1% and 2™ class stamps, although

some advisors would benefit from additional training on the advice to give customers
if they enquire about ‘proof of posting’

Special Delivery product advice — this year more mention it would guarantee next day
delivery

#Hi#
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Any survey which is not conducted amongst the total universe (all post office branches), but
amongst a sample drawn from the total is open to certain sampling tolerances. The table
below shows the 95% confidence limits for certain sample sizes. For example, for a finding
that 50% of the 400 branches visited were ‘not busy’, the chances are 95 in 100 that the
‘true’ result (which would have been obtained by visiting every branch instead of a sample of
400) falls between 45% and 55% (50% plus or minus 5 percentage points). However, in a
sample of 50, the variation would be far greater and the ‘true’ result would be between 36%

and 64% (plus or minus 14 percentage points).

Approximate sampling tolerances applicable to percentages at/near these levels

10% or 90%z=| 30% or 70%z+ 50%
Size of Sample
1,000 1.9 2.8 3.1
700 2.2 3.4 3.7
400 (all) 3.0 4.5 5.0
200 (Crown/Privately Managed) 4.2 6.4 7.0
57 (WHSmith) 8.3 12.7 14.0

Source: Ipsos MORI

Small total sample sizes can make comparisons between different customer sub-groups
problematic. For example, the ‘true’ result of the above example could vary by over 9

percentage points if the findings from 2 samples of 200 are being compared.

Percentage point difference required to consider the findings reliable -
statistically significant at the 95% confidence level

10% or 30% or

90% 70%z+ 50%
Size of sample
700 versus 700 3.2 4.8 5.2
400 versus 400 (year on year) 3.7 5.7 6.2
200 versus 200 (Crown versus Privately Managed) 5.3 8.1 9.0
100 versus 100 6.5 12.7 13.9
200 versus 57 (Crown versus WHSmith) 8.0 13.0 14.5

Source: Ipsos MORI
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IConsumer Focus - Post Office Quality of Service Surveyl

Day Month Year

Date:
/ / 0 o}

Q1. The Post Office:
ID NUMDBET Of PO ot e e

POSICOAR: ...ieeeee e

Q2. Day of week of visit:
1. Monday

2. Tuesday

3. Wednesday
4. Thursday
5. Friday

6. Saturday

SECTION ONE: OUTSIDE THE POST OFFICE

Q3. Was there a @zengedoval shaped) post office sign outside?
PLEASE TICK ALL THAT APPLY

la. Yes, flat on the front 1b. Yes, at right angles
2a. No, not flat on the front 2b. No, not at right angles

Q4. Were the post office opening times on display outside?
1. Yes 2. No

#+
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Q5. Which of the following services were noted or on display outside?

Please tick yes or no for each
Yes No

a) Postal services

b) Home Insurance

¢) Car insurance

d) Travel insurance

e) Banking services
f) Cash withdrawal

g) Licences and Applications

h) Bill payments

i) Personal loans

j) Savings products

k) None of these — no services advertised outside

Q6. Overall, how would you describe the exterior of the Post Office? Would you say on this
occasion it was?

Please tick yes or no for each
Yes No

a) Clean

b) Well-maintained

¢) Welcoming

Q7. Was there any car parking available nearby (within c100 yards/metres) for use by Post
Office customers?

1. Yes 2. No

Q8. Was there any disabled car parking available nearby for use by Post Office customers?
1. Yes 2. No

#1
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SECTION TWO: WAITING TO BE SERVED |

In some of the post offices you will find that there are changes to the queuing system. Some
now use ticketing — where, on entry, there is a ticket machine, with 4 options (choose
‘Counter Service’) and you take a ticket and wait for your number to be read out before
approaching a counter.

Q9a. Was there a ticket queuing system at this post office?

1. Yes 2. No

USE 24 HOUR CLOCK. NOTE HOURS AND MINUTES (eg. 10:15)
Q9b. Start time in queue/when ticket taken:

Q10. Start time with Customer Advisor at the counter
(PLEASE USE 24 HOUR CLOCK)

Q11. Time waiting in queue/until ticket number called (Q10 minus Q9)

minutes

Q12. Finish time with Customer Advisor (PLEASE USE 24 HOUR CLOCK)

Q13. Time spent with Customer Advisor (Q12 minus Q10)

minutes

Q14. Did the Customer Advisor apologise for the wait in the queue?
1. Yes 2. No 3. No waiting/queue

IF POST OFFICE HAS A TICKET QUEUING SYSTEM:

Q15a. We would like to know how many customers were waiting in front of you when you
“joined the queue”. USE LEADING ZEROS

i. Please take a ticket and enter your ticket number (later):

ii. Please enter the highest ticket number displayed on the screens above any of the
counters indicating which number is the next to be served

(-
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IF POST OFFICE DOES NOT HAVE A TICKET QUEUING SYSTEM:

Q15b. How many customers were waiting in front of you when you joined the queue?
COUNT PEOPLE WHO ARE IN THE QUEUE IN FRONT OF YOU. DO NOT COUNT
THOSE BEING SERVED. COUNT GROUPS/PAIRS (COUPLE OR MOTHER/CHILD) AS
ONE PERSON.

Q16. Did the post office have any seating potentially available for those waiting? (whether
occupied or not)

1. Yes 2. No

Q17. What proportion of the seats were actually free and available for those waiting ?

1. None available/all seats occupied

2. Hardly any seats available/most occupied
3. Some seats available

4. Most seats available

Q18. Did a queue extend to outside the post office at any point?
1. Yes 2. No 3. No queue

Q19a. Did a member of staff act as a "queue host", proactively asking those in the queue if
they needed help?

1. Yes 2. No 3. No queue

IF POST OFFICE HAS A TICKET DISPENSER:

Q19b. Was someone available at the ticket dispenser to ask customers if they needed help?
1. Yes 2. No 3. No queue

Q20. Did the queue block or impede customers€access to other services in the post office
(eg bureau de change, groceries etc)?

1. Yes 2. No 3. No queue

Q21. How would you describe how busy this post office was at the time of your visit?

1. Not at all/not very busy
2. Fairly busy

3. Busy

4. Very busy

5. Too busy

(
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Q22. How many windows/counters are there in total at the Post Office?
ENTER TOTAL NUMBER WHETHER OPEN OR NOT.

INCLUDE ONLY THOSE DESIGNATED FOR POSTAL AND GENERAL POST OFFICE
SERVICES - NOT THOSE DEDICATED TO SMALL BUSINESSES AND BUREAUX DE
CHANGE.

Q23. How many windows/counter positions (with active Customer Service Advisors) were
open AND ACCEPTING CUSTOMERS when you arrived at the post office?

ONLY INCLUDE COUNTERS DESIGNATED FOR POSTAL SERVICES - NOT THOSE
FOR CURRENCY EXCHANGE ETC

Q24. How many Post and Go machines (see photo in instructions), if any, are there in the
post office?

ENTER NUMBER

IF NONE GO TO QUESTION 26
Q25A. Was there a member of staff available to help people use the Post & Go machines?
1. Yes 2. No
Q25b. How many of these Post and Go machines were actually in working order?
All
IF FEWER THAN AT Q24, ENTER NUMBER

Q26. Was there a ‘form rack’ or display containing official government documents — such as
Road Tax, Driving Licence or Passport Application forms (not Post Office documents selling
insurance or other financial products).

1. Yes 2. No

SECTION THREE: AT THE COUNTER

Q27. Did the Customer Advisor say Good Morning/Good Afternoon/Hello or similar?
1. Yes 2. No

Q28. Did the Customer Advisor ask how they could help? (eg ‘How can | help you'?)
1. Yes 2. No

(
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Q29. Did the Customer Advisor look up at you/make "eye" contact?
1. Yes 2. No

Q30. Did the Customer Advisor smile when serving you?
1. Yes 2. No

Q31. Was the Customer Advisor wearing a name badge/have their name displayed (eg
name badge or plinth)?

1. Yes 2. No

Q32. Did the Customer Advisor need to ask someone else or refer to other sources when
providing information to you?

1. Yes 2. No

Q33. Were Customer Service leaflets available in front of the counter? (eg. Red leaflet
"Wee here to help")

1. Yes 2. No

Q34. Thinking about the Customer Advisor, did you find ...........
Please tick yes or no for each

Yes No

a) It was easy to understand the information/advice you were
given

b) The Customer Advisor was friendly

c) The Customer Advisor was generally helpful

d) The Customer Advisor was polite

e) The Customer Advisor listened carefully to me

f) The Customer Advisor probed for additional information in
order to recommend the most appropriate service/product

g) The Customer Advisor dealt with you efficiently (ie not overly
hurried or dawdling)

h) The Customer Advisor spoke clearly

i) The Customer Advisor was calm/showed no signs of stress

(!
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ISECTION FOUR: PRODUCT ADVICE |

PRESENT FLAT A4 ENVELOPE CONTAINING JUST ONE SHEET OF A4
Q35. | need to send this letter to ...(will be to an address in England). How much will it cost
to go first class?
DID THE CUSTOMER ADVISOR ................
Please tick yes or no for each

Yes No

a) Give the correct value/ price for the letter (61p) either by
normal size or large letter stamp or print out label.

b) Offer additional advice or information

c) Other (please write in)

Q36. And how much will it cost to go second class?
DID THE CUSTOMER ADVISOR ................
Please tick yes or no for each

Yes No

a) Give the correct value/ price for the letter (47p) either by
normal size or large letter stamp or print out label.

b) Offer additional advice or information

c) Other (please write in)

Q37. Is there any way | can get proof that | posted it?

ONLY IF PROMPTED FOR VALUE OF ITEM OR SUITABILITY OF RECORDED DELIVERY
SAY:

It's nothing valuable, | don’t want to pay extra for Recorded Delivery’, | just want some record
that | posted it.
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DID THE CUSTOMER ADVISOR ................
Please tick yes or no for each

Yes No

a) Offer a Certificate of Posting and stamp it?

b) Say a receipt for the stamp is proof of posting

¢) Enquire about the value and/or suitability for Recorded
Delivery

d) Other (please write in)

BUY THE SECOND CLASS STAMP RECOMMENDED AND POST IT.
NOTE COST OF STAMP

Pence

Q38. I'll soon be wanting to send a card and present for my niece’s/cousin’s wedding, what
would be the best way of sending it?

ONLY IF PROMPTED FOR TIME SENSITIVITY BY THE CUSTOMER ADVISOR SAY: It
needs to arrive tomorrow.

ONLY IF PROMPTED FOR CONTENTS/NATURE OF PRESENT BY THE CUSTOMER
ADVISOR, SAY ITWILL BE ... a card and vouchers.

ONLY IF PROMPTED FOR THE VALUE OF THE VOUCHERS, say £40

WHICH OF THE FOLLOWING DID THE CUSTOMER ADVISOR DO?

Please tick yes or no for each

Yes No

a) Asked what the contents would be?

b) Asked the content® value/how much the vouchers were
worth?

¢) Recommend Special Delivery?

d) Said how much Special Delivery would cost?

e) Mentioned that it would guarantee next day delivery?

f) Offered a choice of delivery by 9am or 1pm?

Anything else (please write in)

NOTE ANY OTHER QUESTIONS THE CUSTOMER ADVISOR ASKS, ANY OTHER
SERVICES THEY RECOMMEND, ANY LEAFLETS THEY GIVE YOU
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IF SPECIAL DELIVERY RECOMMENDED BY CUSTOMER ADVISOR, ASK:
Q39. Would any particular packaging be necessary to ensure it is secure?

Please tick yes or no for each

Yes No

a) Special Delivery packaging mentioned

b) Special Delivery packaging offered (silver plastic envelope)

c) Other Special Delivery packaging offered

d) Anything else (please write in)

Q40. If Special Delivery is not recommended what service is recommended?
Please tick yes or no for each

Yes No

a) Recorded delivery

b) Ordinary first class post

c¢) Other (please write in)

SECTION FIVE: FACILITIES FOR THE DISABLED

Q41. With regard to entrance access, in what way are wheelchair users catered for at this
Post Office?

Please tick yes or no for each

Yes No

a) Separate entrance for wheelchair users

b) Ramp at entrance

c) Wheelchair lift at entrance

d) Flat ("pavement to door") entrance

e) Wide entrance

f) Lightweight doors

g) Automatic doors

h) Conveniently positioned door handles

i) "Easy grip" door handles

j) Low level door buzzer

k) Other (specify)

I) None of these - wheelchair access would not be possible
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Q42. Which of the following facilities were there that catered for (disabled) customers?
Please tick yes or no for each

Yes No

a) Staffed low counter position

b) Unstaffed low counter position

¢) Weighing scales provided at low level

d) Low level post-box

e) Low level/wheelchair accessible Writing desk

f) Clearly marked hearing loops

g) Spoken announcements (“Cashier number 2, please”)

h) Display showing free counter

I) Wide aisles and floor space for wheelchair users or
pushchairs

j) Easily accessible form dispenser

k) Signs showing where disabled people can get additional
assistance

[) Chairs/seating available

m) Accessible free standing PiP template (device to gauge
size of envelope)

Q43. Overall how would you describe the interior of the Post Office? Would you say on this
occasion itwas ............ ?

Please tick yes or no for each
Yes No

a) Clean

b) Tidy

c) Well (brightly) lit

d) Well laid out

e) Lack of obstacles such as shelving, boxes etc so that
a wheelchair can circulate freely

f) No trip hazards to partially sighted or blind

Q44. Overall, how pleasant or unpleasant would you rate your experience as a customer of
this post office?

1. Very pleasant

2. Fairly pleasant

3. Neither pleasant nor unpleasant
4. Fairly unpleasant

5. Very unpleasant
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Q45. What other observations or comments do you have about this particular post office,
the quality of its service and your experiences during the visit (for example, appearance,
staff, layout etc). Specifically, did the member of staff mention anything about the postal
strikes and the impact this may have on any of the postal services they are suggesting to
you such as special delivery, i.e. did they recommend one service over the other because of
the strikes. WRITE IN

| confirm that this evaluation was carried out in accordance with the Market Research
Society Code of Conduct on Mystery Shopping.

Evaluator SIgNAtUIE: ............uuuueeeieiiiiiiieieiiiiieieieeeeeeeeeeee e aeeeeeeeeeeeeeeeeeeeeeeees

THANK YOU, NOW PLEASE CHECK THE RESPONSES ON THIS FORM AND RETURN
IMMEDIATELY

OFFICE USE ONLY

Post Office Type:

1. Crown
2. Franchised/ Privately owned
3. Franchised WH Smith

Area of Deprivation:

1. Yes
2. No

Post Office Location by GOR:

1. England — Greater London
2. England — South East
3. England — North (North West, North East, Yorkshire & Humberside)
4. England — Midlands (East and West)
5. England — East
6. England — South West
7. Northern Ireland
8. Scotland
9. Wales
Urban/Rural:
1. Urban
2. Rural
Refurbished
1. Yes
2. No
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