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Postmaster Sentiment Tracker

The Postmaster survey was carried out online and
administered by our research agency, Quadrangle

The survey was live for Postmasters to complete
between 8t March and 2" April 2024

1,917 responses were completed by Postmasters —
the highest number since the survey started in 2021

Postmasters core priority areas remain relevant
today, as they did from 2021

1. Remuneration &
profit

2. Systems and
operational
processes

4. Training

5. Representation
& engagement with
senior leadership

3. Communication

6. Innovation &
working groups



Overall, Postmasters are more likely to believe that their relationship with Post
Office has declined, but views have polarised, with the proportion giving the
top rating increasing.

How would you describe the relationship you have with Post Office?
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B1 How would you describe the relationship you have with Post Office?
Base wave 1: 1,767, wave 2: 1,313, wave 3: 1,642, wave 4: 1,751 wave 5: 1,917



There has been a similar polarisation of views when it comes to feeling
supported. A higher proportion feel both very supported and very

unsupported.

How supported, or not, do you feel by Post Office?
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B7. How supported, or not, do you feel by Post Office?
Base wave 1: 1,767, wave 2: 1,313, wave 3: 1,642, wave 4: 1,751, wave 5: 1,917
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Trust has declined across all statements compared with the Pulse
2023 results — largely returning to the same levels as in March 2023.

Trust statements
Top 3 score and bottom 3 score nets shown
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with Postmasters way impact my business
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ﬁ Denotes a significantly higher score vs Pulse 2023

ﬂ Denotes a significantly lower score vs Pulse 2023

E2New. Please say the extent to which you agree or disagree with the following statements?
Base wave 2: 1,313, wave 3: 1,642, Pulse 2023 1,751, wave 5: 1,917



Initiatives which have a direct impact on branches have the highest
awareness and are perceived most useful.

PO Initiatives — Awareness vs. Usefulness

I Lower Awareness & Higher Usefulness Higher Awareness & Higher Usefulness
Local Postmasters offered
opportunity to apply for Banking /
Increased lobbying and harder Increased remuneration on | hub as a first priority. Introducing multiple carriers in
negotiations with suppliers and — DVLA transactions — branch
partners. \
Improved clarity of POL income  » . Branch Hub features

_ Ordering a choice of different
Marketing materials

and expenditure.

L]
. .. rational Excellence visi
Commercial excellence visits Operational Excellence visits
\_ ‘Helping you run your branch’

Senior leaders visiting branches section on Branch Hub

through the Adopt an Area
Programme

New online mails portal where _/
profit will be shared with

Postmaster engagement

Usefulness

Postmasters. ]
initiatives
Launch of ‘Wellbeing’ portal —*
Senior Leaders visiting branch J .
as part of 'Perfect Day' Twice-yearly Postmaster
2y conferences

¢ Launch of online mails portal Regional forums l
-\
Trussell Trust initiative

Lower Awareness & Lower Usefulness Higher Awareness & Lower Usefulness
Awareness Standardised data

Question: BI0A Which of the following are you aware of in the last year? Base, wave 5: 1,917. % _ ) .
B10b_SUM. And how useful did you find each of them? Bases vary Usefulness = tOp score on a 7-p0|nt scale



Support remains well received, communications are an area of potential
improvement. Importantly, many Postmasters still don’t feel heard, and the level
of remuneration is most poorly rated.

Improvements in priorities

Branch Hub tools to help run my branch on a day-to-day basis (such as stock ordering) 4% 22%
Service received from the Cash Management Helpdesk 5% 20%

Access to training materials and support 6% 20% 17% 16%
6% A 20%

7% 19% 6% 6%
8% 19%
79 [ 9%
7% 18%
79 [ 16%
8% 14%
8% 15%
8% 30% 12%
8% 12%
6% 12%
The views of Postmasters are listened to and acted on by Senior Leadership 9% 11%
The level of remuneration you receive 34% [ 8% 12%

Service received from the Branch Support Centre

Service received from the IT helpdesk

Communications from PO are simple and easy to understand

Communications are received in a timely manner

Creating new products and services

Simplicity of our products and services

The Horizon user experience

Simplicity of PO systems and processes

Ability to communicate directly with senior leadership

Communications from PO are open and honest

A focus from senior leaders in PO on improving the overall profitability of my branch

B! m 2 3 w4 5 G m’
No Significant
improvement improvement
E2a Thinking about the priorities highlighted in the last research, to what extent have there been improvements in each of the areas listed in the ﬁ Denotes a significantly higher score vs Mar ‘23

last 12 months?
Base wave 4:1,751, wave 5: 1,917 ﬂ Denotes a significantly lower score vs Mar ‘23



The most helpful interactions with Post Office are those which directly
iImpact the day-to-day running of Postmasters’ businesses.

Interactions and general day to day comms with your Area Manager
Interactions with Post Office operations e.g., ordering cash, ordering stock etc.
Important operational updates from Post Office through Branch Focus 19% 25%
General communications from centre of the business e.g., Martin’s weekly email 12% 12%

B! B2 3 4 5 o |
Extremely Extremely
unhelpful helpful

D3a_SUM. Please think about the different types of communications/ interaction Postmasters have with Post Office, please rate each on the following: Helpfulness - Summary
Base wave 5: 1,917



Half of Postmasters believe that the media coverage in 2024 has had a negative
iImpact on their reputation and staff. While the commercial impact is less
significant, still around 4-in-10 say customer spend has been impacted.

Total % No impact Total % Impact
(1-3 scores) (5-7 scores)

Team morale 32% 19% 6% 7% 15% 12% 26% 52%

Customer trust in the service you provide 319% 16% 6 9% 16% 12% 25% 53%

Number of people visiting your branch 439, 26% SN 10% B VAT 13% RO 17% 40%

Customer spend 419, 25% 8% X 14% 8%  16% 39%
H! w2 3 4 5 mWe W7
No impact Significant
impact

11_SUM. You will be aware that ITV aired the drama series ‘Mr Bates Vs the Post Office’ in early January. This was then followed by Post Office and Fujitsu’s appearance at the select committee, with
political interest and significant media coverage of all these events. To what extent has this had an impact on your business in terms of the following factors: Summary
Wave 5: 1,917



From the verbatim comments, postmasters have a wide range of requests, including
those associated with their revenue, products and services, and rebuilding trust

Remuneration rates/better pay

Horizon scandal - resolve/make amends
Restore trust/reputation

Board/senior management incompetent/unfit
No hope/future

Transparency/ honesty

Cutback on cost of senior management
Listen to PMs concerns

Underappreciated/ undervalued

More products/services - Don't remove/lose
Undercut by RM/online sales

Work closely with PM's/branches

All services available in all branches
Horizon/tablet needs improvement
Business worthless/unsellable
Banking-develop

Pay us a salary/wage/financial assistance

1%
1%

B %
1%

1%

I5. Is there anything else you would like to tell Post Office that has not been covered?

Base: wave 5: 1,917

Organisation that represents PMs
Help business grow

Helpdesk

Make clear to customer what can and cannot be...

Training-provide

Recognize PO's role in community

Minimum wage going up/cannot afford to pay staff
Reducing transaction time

Paid the same for same transaction

Provide holiday pay

Better communication

Power to decide which services branch can offer
Roll out services more efficiently

Pleased with Area manager

Ordering stock

Not interested in small/rural/certain branches

PO % of transaction fee unfair

1%
B %
N 1%
B 1%
1%
1%
B %
B %
B <%
B <%
B <%

<1%
<1%
<1%
<1%
<1%

<1%

Key themes

. Commercial /
revenue

Products / services

. Support

. Communication

. Trust

. Senior management

. Other

Don’t know 68%

10



Summary

Postmaster views of Post Office have polarised somewhat in 2024. Overall, Postmasters are more likely to believe that
their relationship with Post office has declined, but the proportion giving the top rating has increased.

Similarly, the proportion of Postmasters feeling supported has decreased, but again, the proportion giving the top rating
has increased.

Levels of Trust have declined since the Pulse survey (Oct/Nov 2023), returning to similar levels to those recorded in March
2023.

Remuneration (alongside the available range of Post Office products and services) remains the top priority for
Postmasters — it is spontaneously mentioned as the main desired improvement, and it is the poorest performing of the top
priority areas in terms of perceived improvement. In general, Postmasters are most interested in things which are going to
have a direct impact on the day-to-day running of their branch(es) and help drive income.

Awareness of some key initiatives is high, as is their perceived usefulness, particularly the introduction of multiple carriers
in branch, the ability to order a range of marketing materials via Branch Hub, and Branch Hub features being available on
Horizon. As in previous waves, there is evidence that the more initiatives Postmasters are aware of, the more positively
they feel about Post Office.

Around half of Postmasters say that 2024 media coverage has had a negative impact on staff morale, and trust and
reputation in their community. While an impact on footfall and sales is less evident, still around four-in-ten postmasters
say they have been impacted.

Although the results have moved backwards, this is understandable given the significant publicity surrounding the
organisation in recent months, and there is a platform to build greater positive sentiment in the coming year. 11
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