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Executive summary

Background and methodology

The Consumer Futures UnifCFU) of Citizens Advice Scotlaetnhbarked on programme of research to trial different

deliberative methods for engaging consumers in postal service policy (as well as in water and energy policy, which are
covered in separate reports). The specific aspeofgostal services which the research focussed on were Post Office
Qutreach services, delivered as part of Post Officae Lt d.
designedto retain access to postal services in remote areas oraseavith dispersed populations.

The purpose of the research was twofold:

[ To explore which deliberative methods were most effective, and why, at understanding what matters most to
Scottish postal consumers

[ Through the use ofdeliberative methods, establish what aspects of the Post Office Ltd Outreach network are most
important to customers in remote and rural areas and why

The objective of the research was to improve the way in which postal consumers are engaged in poldg@ategy

decisions, and to influence the development of policy and practice in connection with Outreach services accessed by
postal consumers in remote and rural areas. More specifically the research was intended to help the CFU, alongside other
stakehotlers, to begin developing a consumecentred monitoring framework that can be used to assess the quality of
service offered to rural and remote consumers and track performance yéatyear.

Three different methodologies were trialled in the research:

[ Focusgroups & to act as a control method against which the added benefits of more deliberative approaches could
be assessed

[ Structured dialogues a flexible deliberative format thatwhen well designed, prioritises dialogue between
participants and is abléo deliver evidence of consumer values, preferences and priorities

[ Online deliberation®usi ng | psos MORI &s sounding board tool to e
different parts of Scotland to engage in dialogue and deliberation together

Thes fora were all designed to work with mixed groups of users and nosers of Post Office services provided through
one or more of the Outreach services. Participants were therefore recruited from, or close to, locations where Post Office
Outreach servicesvere offered.

Topic findings

While most participantswere regular usersof Post Office servicg there was generally a low level of awareness of the
different Outreach services availabl®lany of the participants were unaware that their local area was emd by an
Outreach service, and found this out for the first time during the fora. This was particularly true in the areas serviced by
the Mobile service and the Home service. This suggests there has been a lack of publicity about the services thatletould
local residents know how these operated.
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Perceived relative importance of Post Office services

Post Offices were seen as a vital resource because of the core functions they provided, particularly in the absence of
alternatives, such as banks or courigervicesn some rural areasCertain services provided by the Post Office were seen
as of relatively higher importance than others:

[ Postal servicegiere consistently seen as the most important of those provided by the Post Offideere were felt
to be few other outlets, ifany, whichprovided these services locally, particularly in the most rural locations.

[ Financial servicegere also vieweds very important to users of the Post Office, particularly in the most remote,
rural communities without easy access to a bank or cash machine.

[ Bill payingwas a service that participants often relied on the Post Office for because there were no oth#dets to
do so within their community.

Other services were viewed as of relatively lower importance:

[ Government servicesuch as vehicle licencing, driving licence applications, and passport check and send services
were used comparatively rarely by pacipants, hence the reason they were often regarded as of lower priarity

[ Travel servicewiere similarly used infrequently and there were alternative services (e.g. other Bureaux de Change)
available for which people were prepared to travallittle bit further..

[ In most casesretaill servicesvere seen as a lower priority service as they were available in many other outlets, such
as at supermarkets and other shops, within travel distance

The perceived importance of the Post Office extended beyond itder as a service provider, to include the social function
that it played within the fabric of rural communities.

Principles of a good Post Office Outreach service
Participants identified a range of characteristics that they associated with a good postalc in particular:

[ good customer service from staff who were expected to be both knowledgeable and friendly. The importance
placed on the quality of staff is supported by other research, beyond the postal settor.

[ reliabilityof the service, including consistent opening days and times, working technology, and the available of
back up or alternative provision should the service be unavailable.

[ practical considerations, including convenient opening times, location, accessifdlitthose with mobility issues,
and the level of privacy afforded for transactions that customers may wish to be discreet about

These same principles of good service were also seen as important for Outreach services. In terms of the specific Outreach
models, various elements were considered particularly important, including:

! https://www.ipsosmori.com/Assets/Docs/Publications/ipsosmorithinks_loyalty greatexpectationd 1096.pdf
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[ reliability for both the Hosted and Mobile services, in terms of having consistent opening days and times.
[ location of the Hosted service, which participants felt should be centnadlaccessible.

[ accessibility of the Mobile service, which participants felt should cater as much as possible to those with mobility
issues,

[ staff, which was seen as particularly important in Hosted services because of the dependence on an individual staff
member, and in the Partner service due to the possibility of retail staff carrying out Post Office tasks that they may
not have been trained to do.

[ privacy when using the Partner service, though it was acknowledged that this was often restricted by thieenaf
premises in which the service was operating.

Conclusion

The research highliglgd the valuable roleplayed byPost Offices in rural communitieand clearly identifiedthe most
important aspects ofservice provision forural consumersnamely the cae functions ofmail, finarcial and bill payment
services. In addition to these core functions, a consistent theme tsimportant social roleplayed byPost Officedn
rural communities.

Further, ¢ear messages emerged about the importance of good customer service from staff, reliability of the service, and
practicalities such as opening times and privadjhese good service principles were seen as important for any postal
service, including Outredt services.

While the research highlightethe importance of Post Offices for rural consumerswhsclearfrom the researchthat
awareness ofOutreachservices was low. Clearly there is need for stronger communication about the availability of these
sewices, to raise awareness in the communities they are aimed at.

Methodological findings

The CFUOG6s dual pur pose i n c¢ o mnestabksh tbemmientspf deliberatve researahéor ch pr
revealing the preferences, motivations and prities of Scottish postal consumerdhus, in order to identify whatf any,

added valuewasdelivered by taking aspecificallydeliberative approach(compared tomore traditional qualitative

research methodf three different methodological approaches werapplied to the same policy question.

In the methodology report each of the methods used is discussed in detail: including its key characteristics, the rationale
for choosing it for this project, and a full description of how it was planned and delivenedhis case. The success of each

% For the purpossofthisresearchdé de |l i ber ati ved methods have been defined as qualitativ
develop informed opinions about a topic through a process of learning, discussion and public reasoning (i.e. deliberatielif)eEative engagenents
events are therefore those designed tgive sufficient time and space to enable participants to
- gain new information
- discuss the implications of this new knowledge in relation to their existing attitudes, values and experiences, and of lightopinions of others;
and
- form a considered view or conclusion, which may (or may not) be different from their original view.
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type of fora is then analysed in relation to how effectively it was able to deliver outputs that addressed the policy résearc
question, drawing upon the data generated within each forum, participant evaluations, feedtfaain facilitators and
observers and the research teamds professional expertise

This analysis showed that:

[ Thefocus groupsaddressed all of the elements required to form a response to the research question. The outputs
from the focus groups were also generally consistent with the findings that emerged from the other fora, providing
a strong body of baseline evidence for the researchhe depth of discussion, and therefore the deeper
understanding of consumers reasoning, aigved through the focus groups however was limited.

[ Thestructured dialoguespr ovi ded t he greatest | evel of insight int
provided clear outputs regarding consuekeystdhgthsgfphsct at i
method which enabled this result was the flexibility of the general deliberative format, which allowed a wide range
of methods to be used throughout a session to build u
gradually increase the demands being placed on them to collaborate on drawing conclusions. The emphasis on
creating conditions for dialogue and deliberation in the session plan also contributed to delivering a higher level of
consensus regarding the finautcomes than was found in the other fora.

[ Theonline deliberations while allowing for a much more geographically diverse sample of participants to be
involved in the discussions than would have been possible using other methods, did not generate thehdefpt
insight into consumer priorities achieved during focus groups or structured dialogues. The online discussions
however did provide valuable data for analysis and introduced specific perspectives relevant to very remote
communities into the overall undestanding of the issues.

Comparative analysis of methods

A comparative analysisrasundertaken, designed to determine whichfdhe different deliberative research methodsas
most effective. To facilitate this evaluative assessment
outset of the project against which the value of each method could be compared and conclusions drawn. These were:

a) the suitablity of the method to the topic area and the specific policy question;

b) the accessibility of the consultation to participants;

c)the methodobés ability to provide information in access
d) its abilityto engage participants with the topic;

e) its capacity to draw out meaningful dialogue and deliberation;

f) the quality, depth and complexity ofjualitative and, to the extent possible, quantitative data gathered,;

g) delivering outputs that capture consumer insigln ways that are relevant and useful to policy makireyd

h) being replicable and affordable.

Conclusions
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As evidenced in the findings section of this report all of the methods used to consult with consumers were able to
effectively address the policyreseac h questi on and provide the CFU with cle
concerns and expectations of service from Post Office Ltd.

The focus groups, structured dialogue and online deliberations also all proved accessible to the demabgralty diverse
participants (in terms of age, gender and working status) that took pars attested to bytheir overall levels of satisfaction
with their experience. Participants in all of the fora also found the topic engaging and relevamd thus wee able to
contribute effectively to the discussion. This was particularly the case in relation to broad priofitiecand expectations of
Post Office services in rural and remote communiti&me, howeverwere less engaged with discussions about sgeci
options within the Outreach network due to limited personal experience of using these services.

Most of the information that participants needed to address the specific research question came from their own
experiences, the experiences of others in theom and their understanding of the needs of their rural communities.
However,each of the methods used waalsoable to provide participants with additional background and contextual
information in a way that was both relevant to the needs of the discisssand easy to understand.

Therewere,however, limits to whatcould be achieved by using a focus group format, and not simply due to the limited
time available for the discussion. Focus groups are traditionally an extradtiaénher than deliberativejorm of

consultation, where participan i ndi vi dual valbeitinsa graup eontext. Bhevdiscussion structures used

in a focus group will therefore generally concentrate on the collation of individual responses and the reactions to the
opinions of others. Although an explicitly deliberative component was included in the discussion guide for these focus
groups to enable fairer comparison, the outputs produced in these sessions lacked the negotiated quality and purposeful
consideration ofothers @ews that was evident in outputs produced in the other fora.

The online deliberations, which each lasted a similar time to the focus groups, producede reflective and deliberative
outputs however,because of the wayhey were structured and facilitted. In these discussionparticipants demonstrated
clear evidence of having developed their opiniorierough hearing about experiences in other areas of the country, and
talking to others in their communities between sessiofi$is method also effectivg allowed for a geographically
dispersed sample of the population from rural and remote communities, including a number of island communities, to
participate in a discussion that would have been logistically prohibitive if the online method had not besgduThis also
meant that, unlike the faceo-face meetings, the discussions that took place during these fora drew on multiple local
experiences andbecauseof this, the outputs are possibly morable to be generalised as refleictg the experiences and
priorities of rural consumersicross the country

The outputs produced through the structured dialogues provided the greatest level of insight into the reasons behind
consumer s priorities, due to the emphlegseiasdcrgdatngéhea i n t he
conditions for deliberation and public reasoning. Thikew on one of the key strengths of this method i.e. the ability to
incorporate a wide range ofliscussiortechniques and approacheto build up the participansdlevel of invohement in the

topic and gradually increase the demands being placed on them to collaboratedrawing conclusions. While the

dialogues, particularly as delivered in this projgaver a full day with ¢.20 participantsdemanded significantly more

resources than the other types of forahis additional investment wabalanced by the additional depth and quality of the
information they provided.

Deliberative methods are usually more expensivedommissionthan more tradtional qualitative consultations. This is not
simply because thewvill usually involve participants in longer discussions, but also because they require more planning
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and higher levels of facilitation. Furthghe skills needed to plan and facilitate eftive deliberative engagement events
are more specialised, and therefore contractors will tend to charge more for these services.

When well designed and deliverechowever,deliberative formas will deliver a greater depth of insight into consumer
preferences and priorities, and give a fuller understanding
particularly valuable when the research question calls for consideration of wider public benefits or an assessment of
priorities for servie provision on behalf of communities.

This researclelearly demonstratd that the structured dialogue method and the online deliberation formaelivered

added valug compared to theoutputs produced by a focus group, although each did so in different wayetermining

which deliberative methodvas mosteffectivehowever, willultimatelycome down to which aspects of the findings the

CFU find most useful for influencing policy and practice in connection wibst Office Qutreach servicesFurther, by

providing the CFU with a greater understanding of the types of outputs each method is best able to produce, the research
will effectively help inform methodological choices for future engagement with consumers,
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1 Introduction

The Consumer Futures Unit (CFU)@itizens Advice Scotland is committed to taking an evidenbased approach to

ensuring that policy and decision making within the regulated industrésnergy, post and waterd is responsive to the

needs and aspirations of consumer®ver recent years th@rganisation has undertaken a considerable amount of

pri mary research to capture consumers® opinions on key
been undertaken using O6traditi onal 6anadiedepthoirdesviewing.cThe Ckldis po | |
now interested in expanding this repertoire of methods i
preferences, motivations and priorities. In particular, it wishes to establish the merits of deliberatearehin its work.

Given thereare a range of deliberative methods that could be used to understand what consumers ttérand that these
tend to be more costly that more traditional quantitative and qualitative approach&she CFU has identified a neetb
understand in the first instance:

1. Which deliberative methods are most appropriate to engage the public in their policy context?
2. What additional benefits deliberative research brings over and above a standard focus group?

As a first step towards addressing these questions, the organisation commissioned Involve and Ipsos MORI to undertake a
meta-analysis and scoping exercise into deliberative public engagement in the regulated industries. The obpafitks

work were toidentify what deliberative research had hitherto been conducted in the UK and further afield in the regulated
industries; and what, i f any, Il essons could be drawn for

The report of the metaanalysis and scoping exerciseoncluded that, while there were examples of various deliberative
methods being used effectively, very often the success of these came down to careful planning, focused objectives,
creative process desigmuanced targetingand how well the process was tagrated into decisiorr making structures,

rather than the specific method chosefhat said, the report also presented some general observations about the relative
suitability of different methods for different purposes; and also identified a number ofsgoutting practical

considerations that are key to the success of any deliberative research study; for example, the importance of securing the
participation of a representative sample of consumers.

Based on the findings of the reporthe CFU embarked ora programme of research to trial different deliberative methods
for engaging consumers in energy, post and water polidy commissioned Involve and Ipsos MORI to undertake the
research. This report covers the findings from tipest strand of the researctonly. More information on, and findings

from, the energy and water strands can be found in separate, dedicated reports.

? INCLUDE REFERENCE WHEN REPORT IS PUBLISHED
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Background to the research

As part of Post Officdl t dNet@ark Transformation ProgrammeRost Ofice Outreachservicesnow serve anincreased

number of communities There are four such models, designed to retain some access to postalgel c e s

0L oc al fiiceBranshes af®@ not commercially sustainable:

wher e

[ The Hosted service sees a core syimstmaster from the nearestare Local or Main Post Office providing some

postal services in an alternative venue (such as a community centre, town $tadip or public house) on certain

days of the week, at certain times.

[ The Partner service sees the provision of postal services by a local partner in the community (such as a local

retailer), supported byPost Office Ltdthe local core subpostmaster.

[ The Mobile service sees the local core syiostmaster provide postal seices from a vehicle that visits the area at

set times of day and days of the week.

[ The Home service sees the provision of pier d er e d

community collection pointpy the local core subpostmaster

All four models are designed to retain access to postal services in remote areas or areas with dispersed populations. The

servi

ces del

i ver edrtodi

fourth model & the Home service d is only offered to the most isolated consumer$he locations of the modelss of June

2016 are highlighted in Figure1.1 below.

Figurel.1: Map showing distribution ofOutreach services
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Purpose and objective of the research

The purpose of the research was twofold:

[ To explore which deliberative methods were most effectiand why,at understanding what matters most to
Scottish postal consumers

[ Through the use of deliberative methods, establish wtegpects of the Post Office Ltd Outreach network are most
important to customers in remoteand rural areas, in relation to acceds postal services, and why

The objectives of the researchwere to improve the way in which postal consumers are engaged in policy and strategy
decisions, and to influence the development of policy and practice in connection v@ilitreach servicesMore specifially

the research was intended to help the CFU, alongside other stakeholders, to begin developing a consuargred
monitoring framework that can be used to assess the quality of service offered to rural and remote consumers and track
performance yeatto-year.

Prior to the research commencing, the CRddmmissioned a metaanalysis and scoping exercise into public participation

in the regulated industries, carried out by Ipsos MORI and Involve. Based on the findings of this scoping exéneiga:U
identified a shortlist ofmethods deemed most suitable to provide consumer insights inRost Office Qutreach service.
Subsequentlythe CFUinvited IpsosMO R | and I nvolve to select which met hods
own judgements about which were most appropriate in the conteat postal policyresearch questions and objectives;

and what was achievable within the available study budgdthout compromising quality. The methods chosen were:

focus groups (for control purposes); structured dialogsieand online deliberations.

Trial process design

The trial was conducted via two control focus groupsyo structured dialogue and three orline deliberations eachmade
up of participants from rural locations in Scotlandable 1.1 below summasgs the timingsscale and duration of each
fora.

Table 1.1: summary of trial components

Forum Date Location Duration | Target attendees| Actual attendees

Focus group A 28 February2017 Peterhead c2 hours 8 9

Focus group B 1 March 2017 Melrose c2 hours 8 6

Structured dialogueA 4 March 2017 Peterhead ¢6.5 hours 20 18

Structured dialogueB 4 March 2017 Melrose ¢6.5 hours 20 18

Online deliberationA 27 February and Online Session 1: c1 hour 8 4
2 March 2017 Session 2: c1 hout

Online deliberationB 3 March and Online Session 1: c1 hour 8 6
6 March 2017 Session 2: c1 hout

Online deliberationC 3 March and Online Session 1: c1 hour 8 10
6 March 2017 Session 2: c1 hout
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Recruitment of participants

Participants were recruited from, or close tlocations where Post Office Outreach serviogsre offered. Structured
dialogue and focus groupparticipantswere recruited from areassurrounding Peterheadand Melrose covered by at least
one of the Outreach service. Thefocusof the three onlinedeliberationscorresponded withOutreach servicegvailable in
the locations concerned with one deliberation conducted foreach of the Hosted, Mobile and Home services.
Participants for the onlinaleliberatiors were recruited from a range of locations, including island communities, where
theseOutreach servicesvere offered.

Recruitment ofstructured dialogue and focus groupparticipant s was undertaken by | psos
team of recruiters, using a facéo-face (doorto-door and in street) freefind approach.Recruitment of the online
deliberationswas carried out by telephongusing Random Digit Diallingvithin speciied postcode areagto ensure
coverage of relevant remote, dispersed locations).

Therecruitmentteams were provided with a specially designed screener questionnaire to help them identify eligible
participants. Quotas set to ensure a representative podlamnsumers in terms of sex, age, working status, social grade,
and use of postal service§Vhen designing thescreener questionnairgethe aim for each fora was that the majority of
participants would be users of one of th®utreach servicesin spite of argeting recruitment within areas where these
models were provided, it proved extremely difficult to find people who had used,veere aware of, these services. This
quota thereforehad to be loosenedduring recruitment and epresentation fromspecific Outeach servicausers was lower
than anticipated.

Individuals who worked in market research, media, advertising, journalism pibetal sector or for Citizens Advice
Scotland, and those who had attended a group discussion or event in the previous 12 maomiese excluded from the
research.

To allow for the possibility of some drop out in advance of the foran overrecruitment margin of at leasP5% was set. In
practice, this meant 10 people wergecruited to each focus groupl5 to each online group an®25 to each structured
dialogue.

All participants received a monetary incentive for taking part in the trial, the level of which was set to reflect the time
commitment involved. Focus groupnd online deliberation participants were given £30 amstfudured dialogue
participants £60

Discussion guides and facilitation

The fora were structured around discussion guides designed by Involvednjunctionwith relevant CFl$pecialistsThe
guides were designed to address a common set of themes and questi¢as far as possibleyhilst being tailored to
reflect the varying length and methodological characteristics of the different deliberativatoeing trialled. All facilitabn
of the fora was undertaken by staff from Ipsos MORI and Involve.

Evaluative framework

To assist with the assessment and comparative analysis of the different methodologies, an evaluative framework was
established for the project before fieldwork began. It draws evidence from participant evaluations, feedback from
observers and faciiators and an interpretive analysis of the effectiveness of the specific process designs in prattiee
frameworkoffers an appraisal of the strengths and limitations of each method and provsdecomparative analysis of
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their deliberative value and usafness in addressing the research question. A separate assessment of the relative value of
each method in relation to the additional consumer preference and reasoninfprmationthey provided will also be
undertaken This will beled by an armslength evduator.

Interpreting qualitative data

Unlike survey research, qualitative social research does not aim to produce a quantifialbiepoesentativesummary of
population attitudes, but to identify and explore the different issues and themes relating to sbject being researched.
The assumption is that issues and themes affecting participants are a reflection of issues and themes in the wider
population concerned. Although the extent to which they apply to the wider population, or specific girbups, canmt be
quantified, the value of qualitative research is in identifying the range of different issues involved and the way in which
these impact on people.

Deliberative approache# particular addvalue because of their ability tagain greaterinsight into what may lie behind
peopl e d s Theyxanmlsoaaveal how people's views can develop and change as they are given new information or
through discussions with others on an issuke should be noted however, that as participant8views ae developed

through deliberation,the outcomes cannot necessarily be taken to be representative of thews of the wider publiavho

have not experienced the deliberative process.
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Structure of the report

The next chapter of the report sets out the thematic findings of the research; namely those aimed at addressing the

g u e st ihat aspectHothe Post Office Ltd Outreach network are most important to customers in remote and rural
areas, inrelationtoacces t o post al s e r v i3 coasiders tlae ndthodoltogicaldear@ngaand specifically,
which deliberative methods were most effective at understanding what matters mosstmttish postal consumeragainst

a range of criteria
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2 Topic findings: Post Office Outreach services

Awareness and use of Post O ffice services

Use of Post dfice services

Across thedifferent fora most participantavere usersof Post Officeservicesthough their frequency of use varied, from
weekly, to less thamnce a year. Stillof all structured dialogue participants who completed a survey questionnaires th
majority (61%) said they useBost Officeservicesat least once a montH.

Table 2.1 Frequency of Post @ice use (among structured dialogue participants

Participants identified a number of reasons for usifpst Officeservicesn their community.One of the primary reasons
was a lack of any alternative services in their area. For example, for many participants fromalserural areas there were

Melrose Peterhead Total
At least once a week 7 2 9
About once a month 5 8 13
About once every 3 months 5 0 5
About once every 6 months 1 1 2
About once a year 0 4 4
Less often 0 1 1
Base 18 16* 34

* 2 participants in the Peterheadtructured dialoguedid not respond

no courier services availabl@r they were particularly expensivend no local bank in tleir area, so they relied on the

Post Officeto perform these functions.

Another theme which strongly emerged across all the fora was tital socialfunction that Post Officesplayed within

remote and rural community lifeParticipants ofen said they used their locaPost Cifice to ensure it remained open, and

was not seen as a redundant service within their communiany were aware afor had experiencedPost (ffice

closures or relocations within neighbouring communities and felt inconvenienced by this.

dWe find it invaluable using the Post fice, we're very glad that we still have oné.when the
other people did give the postal srvice up it would be a 20 mile roundrip, fto a Post fice if

it wasn't there, so | do consider thawve're fortunate having a smafost office 6

‘This
once

a

s aligned

mont h

or

wi th
mor e

previous
of ten.

4]

Consumer

(Female online participant)

Use of

Of fices

r e s & a0rconbumeéry (59%) and smddlsirsessés G 224) wisé a padt officeh
Post

(2106)

https://www.citizensadvice.org.uk/Global/CitizensAdvice/campaigns/Post/Consumer%20Use%200f%20Post%200ffices%20Summary#hptRepo
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Use ofOutreach services

Users of the Hosted service were represented in the Peterhead focus group and dialogue, and in the onlireedaions;
users of the Mobile service were represented in the Melrose fora and the online deliberations. None of the participants in
any of the fora had used the Home service. Table 2.2 below indicates the extent to which the structured dialogue
participants in Melrose and Peterhead used the difent Post Office branches and @reach services available in their
respective areas. Wit of the participans in the fora had notused the Qutreach services. (Full descriptions of the different
forms of Outreach ervices can be found in Appendix A).

mi | es

Table 2.2 Use of Post Office services (structured dialogue)

There was evident confusion among participants as to the difference between Letydé Post Office brancheand Partner
services, which at times made it difficult to identify which of the services they had ébs«z%elny in Peterhead who initially
said they used a Locadervice, later commented that it was actually a Partner seryioevice versaln other fora,
participants recalled using a Post Office that was located within a local shop but were unable to idemtiégher it was a

away

(Female online participant

oWe ki nd of ffieesas mucthas weRandakee@it open, because thext village
/i ke | say Is

/it

Servicetype used most often Melrose Peterhead Total
Crown Post Officé 0 0 0
Main Post Officé 10 9 19
Local style Post Office Branth 5 8 13
Outreachservice: Mobile 3 0 3
Outreach service: Hosted 0 5 5
Outreach service: Partner 0 0 0
Outreach service: Home 0 0 0
Base 18 18 36

* some participants in the Peterheastructured dialoguegave multjple responses

Localstyle Post Office branclor a Partnerservicebased on the definitions provided.

® Crown Post Officesd these are usually large branches in town and city centres, which are directly managed by the Post Office and usually located

independently.

® Main Post Offices These branches have dedicated a Post Office counter within another retail premises. They offer customers a full range Offivest
products and services, during standard business hours. They are run by aggimaster. In most caseshey will also provide Post Office service
provision at the retail position with most services also available there during the full hours the shop is open.

" Local style Post Office branchésthese are located within existing shops and provide a wide rargfePost Office services from the retail till. They will
usually provide Post Office services during all of their opening hours. As the services are provided by the retail staffdraivere are some services

they cannot provide, for example Passport CHeand Send services or some manual bill paying services.

8 Information from Post Office Ltd notes that Partner Services are becoming increasingly fewer as most are being transfomméscal style branches
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oWe probabl y h awseoffiee infthe baalshop, big Itdenlt enderstand where it
says it probably provides thePost fice services frm the retail till, because it definitely
doesintbthas iits own dedicated til/l and scales attac

(Female, online participant)

Reasons for not using services

Reasons for low use of Gireach services centredn a general lack of awareness of therthe availability of alternative
services and a perceived lack of reliability in the services.

Many participants were unaware that theliocal area was covered by an @reach service, and found this out for the first
time during the discussionsThis wasatrticularly true in the areas serviced by the Mob#ervice and the Homearvice.
There was seen to be a lack of publicity about the services that would let local residents know how these operated.

0Since our [ ast discussion, /! have asked [/ ocally
use [the Post Officeland nobody is aware of the delivery thing at alhot a single person.lt

I snét advertised I n any of UOody&nodsasythiograbodtits ur ger i es
which iIs quite [Iinteresting. o

(Female online participant)

d.ots of other people who are housebound or have more difficulty getting out would definitely
usefthe Homeservicef n t he community, but | doéndét think anyb

(Female online participant)

Among those whowereaware ofthe Outreach services, low use of the services reflected the availability of alternative
services that were conveniently located. Spémfly, many participants were happy to travel to a larger Post Office in a
nearby town while visiting other amenitie&lso, many used the internet to perform tasks such as passport renewal or
banking.

In terms of the perceived lack of reliability of séces, participants referred to a range of issues including limited opening
hours, reduced services or, in the case of the Mobile servioeing in an inconvenient locationSome participants would
go to the Post Office while attending to othertopping errands, and having an Qtreach service which did not have other
amenities close by was seen as a negative.

d'm as likelyto go to the village Post G¥ice as | am to the van, because there are no other
amenities where the van sto@st's just a collection ohouses which is quite near me, but /
have fo go to the village anyway if | want to get my newspaper or any shopping or anything
like that.So, it's not particularly handg very few people use the Mobilservicein the area
where | [ ive. o

(Femaleonline participant)
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Ipsos MORI and Involve | - Consumer Participation in Post Office Outreach Services

Relative importance of Post Office services

Participants were asked Wich services they used the Post Office fof\s the images below help to illustrate, a large
range of services were identifiedhese can be broadly grouped into six secei types:

[ postal serviced including sending and receiving madnd parcels

[ financial service$ including banking, cash deposits and withdrawals, and money transfers

[ bill payingd e.g. utilities, phone, council bills, insurance or income tax

[ government ®rvicesd e.g. vehicle licencing, passport applications, driving licence applications
[ retail services, including stamps and stationary etc.

[ travel service® e.g. Travel Money Card, Bureau de Change

Figure 2.1 Services used at the Post Office (Melrostguctured dialogue)
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In addition to these services, participants across the fora again spontaneously highlighted the important social function

that the Post Office plays within the fabric of rural communitiéss discussed earlier, the Post Office was variously
described as a place to see familiar faces, a soci al out
spirit.

In the most rural areas the Post Office serves additionally as a place eheembers of the community could interact with
staff and other users to exchange community news, information and gos3ipis was seen as a particularly important
function for many, and the reason why some people were likely to continue to use the Postc®fh their community This
finding was very much in keeping with findings from previous deliberative research into the needs of postal users. For
example, in previous research carried out for OFC@&Nhe social role played by the Post Offickas a placethat
oconnect s @wasconsideredipateudarly important for older people and for those living in remote areas such
as rural Scotland.

There were different perspectives on the relative importance of the different type of service in Figure épgrtling on
frequency of use and the availability of an alternative service providétswever, Figure 2.2 shows, hotlie importance of
different services were ranked in the Peterhead focus grouwghich was consistent with the top priorities identifiéa the
other fora.

Figure 2.2 Ranking of Post Office Services

9 https://www.ofcom.org.uk/__data/assets/pdf_file/0015/37410/main.pdf
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Postal Services — including sending
and receiving mail (e.g. through local

collect services). F

Financial Services: including personal
and small business banking, Cash
Deposits and Withdrawals (not just
from Post Office accounts), money

transfers.

-

Bill Paying: automated and manual
payment of bills (eg. utilities, phone,
council bills, insurance or income tax)

o

Government Services- e.g. vehicle
licensing, passport check and send,

Retail services: gift cards, National
Lottery, The Health Lottery,
i etc. e ‘
stationary Travel Services: Travel Money Card — CErHIBCatIoN.
Top-Up, Bureau de Change,

fishing licenses, document

Moneygram®

e

Highest priority grvices
Postal ervices

Postal services were consistently seen as the most important of those the Post Office provided to rural communities
reflecting findings fromprevious research into postal user neetisThere were felt to be few other outlets, #ny, which
provided these services locally, rkimg them of vital importanceThis was particularly true in the most rural locations
where people would otherwise have ttravel many miles to post a parcel, or where courier services were unavailairle

significantly more expensive to use

& for returning parcels, couriers don't come up o0l

again everything we have to do, we havet t r avel out for. O
(Female focus group participant

o/ f | want to send a par awlousethe cogier,BdtherPesa! | y couri e
Office /s really the easiest way of sending a [ arg

19 hitps:/Avww.ofcom.org.uk/__data/assets/pdf_file/0015/37410/imapdf
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(Male online participant)

Financial serviceSBanking

Financial services were viewed to be very important to users of the Post Office, particularly in remote, rural communities
particularly if they did not have a bank or the cashachines hosted in otheretail services charged for usén such paces,
the Post Office was the onlyesourcethat people coulduse tocarry out banking transactions, such as withdrawing,
depositing or transferring money.

Many participants in less rural areas did not use banking services at the Post Oftieeverbecaus they could do so
elsewhere such as at a local bank branch, or increasingly, onlardecause they were not aware these services were
offered. People who could not use online banking or who felt uncomfortable withdrawing cash from an ATM in the street
preferred the security of doing so in person in the Post Offideurther, ®me participants had experienced the closure of a
number of local bank brancheslhis meant that the Post Office was the nearest place they could access financial services
or banking, giving it added importance to rural community life.

an [my areajwe're losing the bank and for elderly people to be able to go info theost Ofice

and use it rather than use the ATM outside & big deal for them Because they have got

somebody therewho cangive them theexact amount ofrmoney they want and ne justissue

tens and twenties that they maybe don’'t want. o

(Male focus group participant

0 I[my arealwith the bank shutting and the nearest one being [another village] being able
to bank in the Post Ofice is such a major benefit, and again | saw a list that showed exactly
what banks you could actually have transactions with and | could see that unfortunately the
Bank of Scot | ahatdnuch that yoli cah dp sna Bdst Bigepbut | would say that
the banking is really i[important now. O

(Female focus group participant)

Bill paying

Participants were often reliant on the Post Office to make bill payments because there were no other outlets to do so
within their community.

Even these who did not use these services recognised how important they would be to other members of a rural
community.

oManual payments of bil | s, otdfpeomewilgourriotipelidstne, counci
Of ficeé | know, peopihkandthdlgoe ofthagtatgbandibgup g met e
their card, | know [/ ots of people [ i ke that tthat d

(Female focus group participant
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Lower priority ®rvices
Government services

Government services such as vehicle licencing, driving licesqoglications, and passport check and send services were
used comparatively rarely by participants and therefore were often regarded as lower priority serviced|fBost Offic® s
to provide.

There was also refence to the fact that certain @Qtreachmodels did not offer all, or some, of these services, which
meant that participants had to go elsewhere to access theRowever, they were generally happy to do this, given it was
a rare necessity.

Some participants chose to renew their documents onlinatler than travelling elsewhere to do so. However, even in
these instances, they still had to use the Post Office for part of the process and as such saw it as a vital service.

ol just recentl!ly renewed my pasenpnebutonthehi ch [ wil/l
Monday morning | took all my paperwork and put it in an envelope and just took it allwio to

the Postd f i c e, sent [t away next day del iSoeryé by Thui
within fourd a ytienaround for a new passport oa renewed passport, | thoughivas fantastic,
andlthinkthe Post® f i ce pl ayed a b/ g, b/i g, part of that. o

(Male online participant

Travel services

Travel services were also regarded a lower priority for many participants as they were not frequently used and there
were alternative services available for which people were prepared to tralkis was particularly true of the Bureau de
Change where people were inclined to shop arourfdr the best rate and then travel touse brokersin a larger town if
they provided a better valueservice It was also recognised that not all Gtreach services would békely tobe practically
able to provide this service.

oYou can get your travel mong in [Marks and Spencerfverybody else does that and they
give you a bdter rate of exchange than the st Office, so | don't go to thePost Office for my
travel money. O

(Ferrale focus group participarjt

Retail services

In most cases,atail services wergeen as a lowepriority service as they were available in many other outlets, such as at
supermarkets, and other shops within travel distance.

o/ would put retail | ast because | could get my I c

(Femae focus group participant
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Principles of a good Post Office Outreach service

Participants identified a range of characteristics that they associated with a good Post Gffiteeachservice. These
centred aroundthree key themes the customer service provided by Post Office staffe reliabilityof the serviceand
practicalitiesassociated with accessing and using Post Office faciliffégure2.3).

Figure 2.3 Good service principles suggested by structured dialogue participants
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Staff

The importance of good customer service was one of the most prominent themes that emerged across the foraas felt
that staff should have a good knowledge of the services offered by tRost Officein order for customersto feel
confidentin their ability to deal with querieslt was also felthat thisknowledge should be consistent regardless where
services are provided including cases whera Post Office is locatedvithin a shopand customersare served by retail
staff.It was suggested thasuchconsistency should be achieved througielevantstaff training.

ovou will feel more secure If you trust the staff memband that they know what they are
doing, and this is more likely if it is someone who is specifically trained to do thesjibthe
Pog Officeo

(Male structured dialogue participant)

As well as being knowledgeable, there was a desire for stafb&ofriendlyand helpful: common phrases used to describe
expectations from Post Ofahdogd esatsemBHisodsuggested thaff a dtaff member was s mi |
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unable to answera query, it was importantthey still male an effort to find information or signpost the customer to
another resource.

ol think they need to be somebody wheedasé quite ki
someone who is just delivering a service, but someone you can talk to, have a conversation
withéa fri®end basically.

(Female focus group participaint

oYou can know everything, but if your attitude is bad that spoils the service. But, if yolelav
good attitude and donét know everything, at !/ ea.
information can be found out somehovwd

(Male focus groupparticipani

The importance placed on the role of staff is supported by other research, beyond the postal se€or examples, in
research" carried out by Ipsos MORI measuring customer service experiences across a range of sectors, the friendliness
and politeness of staff were frequentlgorrelated witha positive service experienaaverall

Reliability

Reliability in relation toPost Office service was conceived of in a number of wayBirstly participants wanted assurance
that their Post Office wouldpen consistently on certain days of the week, at certain times of the dakis was not always
the casewith some of the serviceshey had used, but waspatrticularly important inrural areas where customers may have
to make a long jouney to access the Post Office.

o/ know the village s only five miles away, but
to the Post OFffice and it is really annoying i f yo

(Male online participant

Participants also wanted to feel assured that the technology and systems used in the Post Office were reliable. In
particular,there was a focus orthe need for a reliable internet connection, as poor connections had been an issue in
some areascausing systemand transactiongo fail. It was acknowledged, however, thalhe quality of internet
connections in rural areawasa wider issue thatvasbeyond the control of the Post Office.

Another element of reliability that emergedvas the availability of &ack-up or contingency service if the Post Office was
unable to open on a particular daylt was suggested thatin some caseghis could be providel through one of the
existing models, such as a Mobile orddted serviceClear communication ofiny such contingency arrangementsas also
seen as an important element of good service provision.

Practicalities

Participants looked for a number gfractical elements in considering whether a Post Office provided a good service
Appropriate opening times were considered fundamental. It was common for participants to express frustration that their

™ https://www.ipsosmori.com/Assets/Docs/Publications/ipsosmorithinks_loyalty greatexpectationd.1096.pdf
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Post Office wa®pen atinconvenient timesparticulaty in areas whereopening waslimited to select days during the
week.It was felt that the opening times should be more accommodating to people who work office hownsd should
ideallyinclude evening or weekend. It was also suggested that the Mobile arldosted services might be more widely
used in some areas if they visited the village outside core working hours on occasions.

0 We gust got a few hours.Two days, just a few hours, argbmetimes you can go into the
PostOfic e and | ©é8lsolike whenssbedeels lika tsometimes ity c¢ | gustebefare
hal f past 11, and shedb® supposed to be there until

(Female structured dialogugarticipani

ol f it s that | oc alshogdbg dfferingoall of BeoPodt Offie® serivices t hen t he
during the full hourso f  t he operation of the shop, and thatéds
as quite wuvuseful, paorticularly [ f youbre working

(Female online participant

The bcation of serviceswas alsofrequently mentioned As partiégpants were from rural areas, manyere usd to
travelling some distance fogovernmentservicesprovided by the Post Officefor example vehicle licensing or pssport
administration.While theywere willing to make these journey®r such services, thefelt that more regulaty used
servicessuch aspostaland financial serviceshould be located close to their homes.

ol deally it would be within wal king distance, but
that people can get to without extracostbo e xt ra t i me. O

(Malestructured dialogue participant

Physicalaccess to and within Post Offisavasalso highlighted as importantThere was specific mention of a need for
parking facilitiesdisabled parking spacesyheelchairaccessncluding ramps and railingsand seatingfor customers to
useif they had to wait in a queue In somefora, it was suggested that the Post Office needed to make more efftwt
ensure that the venues that bkted and/or Partner services were provided frorwere physically accessible to people with
mobility impairments, or with buggies, including having wide and clear aisles internally.

Finally participants highlightedcustomer privacyas important particularlyby those who hadexperience ofusing services
in small spaces where Waseasy to see and overhear otheis t r a n. b@eedt theserparticipants stated thabf some
servicessuch as depositing or withdrawing moneyhey would rather travelto a standalone Post Officéghan useprovision
in alocd shop.

o wen our Post Officechanged from being adedicated sub postmaster in a Postfce on its
own there was aloss of privacy It isnow an absolutely horrible little counter in the local grocer
shop, and a lot of the older people in particular whare doing financial transaéns are very

unhappy about [ t. 0

(Male online participant
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Participant 1:04 /ot of people in the villagewill not like other people knowing their business, so
will actuallygo to another Post Officefort a s ks t h at antt other peomleoto khow w
about.o

Participant 2 Maybe postal services should offer an appropriate platfeey can take youf you
have any personal issues that you would rather keep confidential

(Male and female suctured dialogue participard)

Principles of good service applied to  Outreach service models

When asked to consider the principles of a good service for ttigferent Outreachservicemodels specifically, it was
generally felt that the same principlesf serviceshould applyregardlessof the delivery approachThe key themes of
good customerservice from staff, reliability of service, and practicalities such as opening times and priwerg all seen
as important dements for any Post Office Outreach serviddotwithstanding these coristent themes, certain elements
were seenasbeing of added importance for particulaDutreach servicesas discussed below.

Hosted service

Participants felt location was an important consideration for the Hosted sendoe that such provisiorshould belocated
somewhereascentraland as accessible as possible, including for those with mobility issues.

oYou should be able to find the [/ ocation easily and
should be in an appropriate space that allows custers of all needs, including wheelchair users, to
access the servicé

(Female structured dialogue partijgant)

Reliabilityof opening timeswasalsoviewed as patrticularly important for the Hosted service. the service would not
necessarily be linkedota local shopwith regular opening timesit was felt that there was a greater risk of the service
operating at inconsistent times, at the discretion of the individual running the serviRarticipants therefore stressed the
importance of ensuring the Ho®d service was offered at consistent days and times, allowing customers to plan their visits
accordingly.

d think[reliability]would be even more important if you were at a community centre or
whatever, because at least if | went to the local one and it was closed | could drive to the next
one three or four milesaway.But, if you arevery rural and that was your only optiorand they
didnét turn up [ olthinkthatvoue beean issue a s o n ,

(Female focus group participaht

The quality of staff wasalso particulariyhighlighted in reference to the Hosted service. Those who had used the Hosted
service in the past had hadixed experiences of customer service, which they felt varied depending on the individual who
operated the service. As the Hosted service is typically delivered by one individual, it was stressetiigstiould be

someone who has good customer serviceilg, is helpful and is knowledgeable.
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Mobile service

As with the Hosted service, the reliability of the MobBervicewas considered an important aspect of service provision,
particularly as it is not based within fixed locationand therefore has thepotential to varyin its availability. It was felt that
the Mobile service should have consistent opening days and times, and that clear information should be available
explaining the locations and timetable for the servidéthere were any changes to #htimetable, or the van was unable to
be there on the day it was supposed tgarticipants felt that customers should be givgsienty of noticeof thisand be

told what the dternative arrangementsvould be.

olt s [ mportant tthaaitwilliba anditthene Is any ehangeftietie /It says
timetablet hat we know wheo thatds going to be

(Female online participant

As withPost Offices located within buildingg was felt that the Mobile service vehicles shoudamnilarlycater as much as

possible for people in wheelchairsr with other mobility issuesUsers of the Mobile service noted that the step up into the
vans could be difficult fosome people, although inmost areas the vans do have hydraulically operated steps and ramps.
It was sggested that these access arrangements should be applied to all vans to ensure access for all potential users.

While participantsacknowledgel the range of services provided by the Mobile serviceasnecessarily limitegthey
suggested that customers shdd have the option ofpre-ordering products they needed, such as Passport application
forms.

Privacy was seen as less of an issue for the Mobile serthiaa for the other services, as iwas thoughtunlikely that more
than one or two people would be inthe van at any one time. Indeed, among users of the Mobile service, the level of
privacyit offered wascited spontaneously as positive feature.

o'rheredés more privacy I n the van, [ rnthe Gilaget mor e t her
shop, becausahe Post Office is an extension of the counter where you pay for the groceries

and everybody is sort of standing around and there is a queue behiyoli. So ldon't feel that

the van would haveany lessprivacy in factit would have probably morehan in the village ¢

(Female online participant

Partner service

Service aspects that wereonsidered particularly importantor the Partnerservicewere staff training opening timesand
privacy.

Participants felt that the Partneservicemay involve shop staff occasionally carrying out Post Office functions that they
may not be trained to dq for exampleduring busy periods outside standard working hoursr at other times when the
postmaster isunavailable It was therefore suggested thaa consistent level of training should be provided to all staff
Partner service branchesncluding retail staff who have not necessarily been employed as Post Office werker

The Partner service was viewes the model in which opening times could be more flexible than the standard Post
Office opening times of nine to five. In some areas wiH_ocalstyle Post Office branchexamples were given o§hop
staff carryingout postal services in the evening whehe shop was open. It wagherefore, felt that opening times for
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the Partner service should correspond with those of the shop in which thesre located. The most effective way of
deciding opening times, it was suggested, was to reflect the demand fog 8ervice within the particular communitiés
whichthey were located

0 fie village shop could have the Postftice when it opened three mornings a week or
whatever is appropriate for the community, the people who live there can dictate that, and
therefore they veer awayrnbm the rigid structure of the Post &ice which is open from nine tifll
six or whatever it is, and then it closes on Wednesday afternoon or Saturday afternetwy .

(Female online participant

In terms of privacy, this was seas something thathad been an issuén the Partner servicén the past, andcould be
improved. It was acknowledged, howevethat the level of privacy wasften restricted by thenature of premises in which
the servicewasoperating.

Home service

As noneof the participants hadused or were aware ofthe Home servicethere was limited discussion of this modélhe
one area that was identified as particular important for the Honservice was security. It was felt thasers ofthe service
were more likelyto be elderly or housebound people who may be concerned about having a stranger ato their
house.There was suggestion that this concern might be lesseriethe individual making the delivery was someone from
the local area, such as the local sub posaster.

Communication about the Post Office service

In addition to the principles of good serviceas described abovea wider point was madecross the foraabout the need

for greater communication abouservices provided by Post Office LtéReflecting orthe low level of awareness of

Outreach services operating in their area, participants suggested that stronger promotion of these services in particular
was necessary to encourage awareness and wsehem. For all PosOffice services, including the @reach models, it was

felt that the range of services available should be clearly communicated so that customers are aware of what is and is not
available.

oflt I s I mportant to] promote the services. Things [/
/| eafl etsésome way of showing the types of services t

(Malestructured dialogue participant

oPost Offices in rural areas are extremely [ mportant
spending a lot of tine promoting the services they do to everybody | come across, because | think it is very
poor/l y advertised. o

(Female online participant

The most effective means of communicating about the Post Office services were viewed as leaflet drops to households in
the local area, local radio announcementénformation in local newslettexor similar publications, and direct

communication from Post Office staffor instancethose in a local branch telling customers about any changes to
scheduled opening or the avaibility of particular services.
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Conclusion

The research clearly highlighted the valuable role played by Post Offices in rural communities. Post Offices werassaen
vital resource because of the core functions they provided, particularly in the absence of any alternatives, such as banks or
courier services.

Certain services provided by the Post Office were seen as of relatively higher importance than others:

[ Postal servicesvere consistently seen as the most important of those provided by the Post Office. There were felt
to be few other outlets, ifany, whichprovided these services locally, particularly in the most rural locations.

[ Financial servicegere al® viewed as very important to users of the Post Office, particularly in the most remote,
rural communities without easy access to a bank or cash machine. In such places, the Post Office was the only
resource that people could use to carry out banking traastions, such as withdrawing, depositing or transferring
money.

[ Bill payingwas similarly a service that participants often relied on the Post Office to provide because there were no
other outlets within their community. Even those who did not use thesesees recognised how important they
would be to other members of their community.

The perceived importance of the Post Office also extended beyond its role as a service provider, to include the social
function that it plays within the fabric of rural comumities. By providing a place to meet and socialise, Post Offices were
seen as inextricably linked with a strong community spirit. The significance that participants placed on the role the Post
Office plays in theic 0 mmu neichogs previous resear¢hamong postal service users. This social role should therefore

be acknowledged when considering the aspects of the Post Office Outreach service that are most important to consumers
in rural areas.

Looking more closely at specific elements seen to contribtibea good Post Office service, clear messages emerged
about the importance of:

[ good customer service from staff who were expected to be both knowledgeable and friendly. The importance
placed on the quality of staff is supported by other research, beyotie: postal sectol®

[ reliability of the service, including consistent opening days and times, working technology, and the available of
back up or alternative provision should the service be unavailable.

[ practicalconsiderations, including convenient opening times, location, accessibility for those with mobility issues,
and the level of privacy afforded for transactions that customers may wish to be discreet about.

In terms of the Outreach services specificallyisiclear that awareness of these services was low, as evidenced by the
challenges faced in recruiting users to take part in the research and in the feedback from participants who lived in or close
to areas covered by the Outreach serviceSlearly there is need for stronger communication about the availability of

2 https://www.ofcom.org.uk/__data/assets/pdf_file/0015/37410/main.pdf
'3 https://www.ipsosmori.com/Assets/Docs/Publications/ipsosmorithinks_loyalty greatexpectationd.1096.pdf
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these servics, to raise awareness in the communities that they are aimed®tis wassomething participants themselves
suggested.

In spite of this low level of awareness, participants were clea the aspects of service delivery that were most important

for Post Office Outreach services. These were the same as those identified in relation to postal services more generally,

thus good customer service from staff, reliability of service, and pieatities such as opening times and privacy all
emerged prominently.

In terms of the specific Outreach models, various elements were considered particularly important, including:

[

reliability for both the Hosted and Mobile services, in terms of having citsnt opening days and times.
location of the Hosted service, which participants felt should be central and accessible.

accessibility of the Mobile service, which participants felt should cater as much as possible to those with mobility
issues,

staff, which was seen as particularly important in Hosted services because of the dependence on an individual staff
member, and in the Partner service due to the possibility of retail staff carrying out Post Office tasks that they may
not have been trained to do.

privacy when using the Partner sece, though it was acknowledged that this was often restricted by the nature of
premises in which the service was operating.
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3 Methodology report

The CFU had a dual purpose in commissioning this research project. Alongside gaining a better understanding of what
matters most toScottish postal consumersheir principal purpose was testablish the merits of deliberative research for
revealingconsumr s preferences, moti vat i amaldngmaoredropdlyi ori ti es i n

Thus, in orderto test the effectiveness of different deliberative research methodsis project applied 3 different
methodological approaches to the same policy quian; in this casewhat aspects of the Post Office Ltd Outreach
network are most important to consumers in remote and rural areasd why?

This methodology report sets out to assess the relative effectiveness of these 3 approaches in order to draw simmdu
about:

[ the suitability of each of the different methodfr addressing this type of policy question;

[ how effectively themethods engaged consumers with the subject and were able to identify consumer concerns
and priorities for this sector;

[ what, ifany, added value was delivered by taking a specifically deliberative approach (compared to more traditional
qualitative research methods)?

[ how well each method was able to deliver outputs that are useful to, and usable by, policy makers; and
[ whether they offer a cost effective and replicable way of engaging consumers wittsabissues in the future.

The report begins by providing an overview of the rationale behind the choice of methods and the approach to

recruitment and deliverybefore discussing edt method in detail: describing its key characteristics and htivese

manifested during the specific workshops qrostal Qutreach servicesThe report draws upon the discussion guides

prepared for the workshops, participant evaluatiolsfacilitator and obsrver feedback, data generated within thiera,

and the teamds professional expertise to assess the effe

Overview of the m ethods and why they were chosen

At the outset of the project the team from Ipsos MORI and Involve agreed &timodological approaches with the CFU
that would be used to undertake the consumer researdBach of thesevere thenapplied to the same policy research

 For the purposesof thisresearchd de | i ber ati ved methods have been defined as qualitatiyv
develop informed opinions about a topic through a process of learning, discussion and public reasoning (i.e. deliberatielif)eEative engagements
events are therefore those designed tgive sufficient time and space to enable participants to
- gain newinformation;
- discuss the implications of this new knowledge in relation to their existing attitudes, values and experiences, and of lightopinions of others;
and
- form a considered view or conclusion, which may (or may not) be different from thwiginal view.

% While the report presents quantitative results from the participant evaluations in graph form, these should be taken astiltesonly and, due to the
small number involvednot accorded any statistical significance.
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question:6 Wh aspects of the Post Office Lt@utreach network are most important to consumers remote and rural
areas, inrelationtoaccesi ng postal services, and why?6. The methods

a) Focus goup 0 to act as a control methodproviding evidenceofc onsumer sd opinions on t
through the Post Officeltd Outreach network and function as aaselineagainst which the added benefits of
using a more deliberative approachauld be compared;

b) Structured dalogue & a flexible deliberative format that, when well designesstablisheglialogue between
participants and is able to deliver evidence of consumer values, preferences and priorities.

¢) Online deliberation- usinglpsos MOR) s s o uoard tioal tg enlble rural and remote participants from
different parts of Scotland to engagén dialogue ard deliberation together

Not only are all of these methods effective and proven ways of engaging with consumers but they aresiggdficantly

different enough from each other to allow for critical comparison in a way that will addressthelC6é s pr i mary r e
questonwhi ch met hods are most suited to under st ancirelatipn c on st
to postal services?

Fora design and d elivery

The fora wereall delivered usingdiscussion guides designed by Inwa, in liaisonwith the CFU using information
publically available from the Post Office Ltth order to effectively address the policy research question each fora was
designed to take participants through a process that:

[ Explored their use of Post Officgervices and what services provided by the Post Office were most important to
them;

[ Assessed awareness of the Post Office Outreach services;
[ Provided information about the different Post Office Outreach services;
[ Identified any strengths, weaknesses @rzerns participants had regarding the specific models;

[ Expl ored whether i mportant aspects of service provisi
any other barriers to use;

[ Encouraged them to think about what aspects of the Outrdaservice provision were most important to them (and
their communities) and consider criteria for assessing the relative importance of different aspects of service

provision;

[ Allowed conclusions to be drawn on what aspects of the Post Office Ltd Outreaetwork are most important to
consumers in remote and rural areas, and why

While each guide waslesigned to address a common set of themes and questiofasoutlined above)the discussion
guides did notsimplyfollow a consistent set of steps and questisfor each fora. hstead, the order approachand
degree of focus given to each element varied in relation to the inherent characteristics of each method. Fytthenable
a fair comparison between methods, particular attention was paid in the processige to using techniques and formats
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that would capitalise on the unique qualities and strengthsedchmethod (rather than simply repeating the same
exercise with different groups and for different amounts of tile

The fora were all scheduled outsiddsandar d 6éoffice hoursdé (i .e. durimgent he
as possibleo working participants. The venues chosen for the focus groups and structured dialogues were selected to
ensure they wouldbe easy to get to forparticipants:in a central location in each area, with parking available aridse to

public transport where possiblé®

All of the fora were facilitatedby a team of staff from Ipsos MORI and Involve.

Recruitment and p articipation

The fora were alplannedto involve amixed group of users and noruseis of Post Office services provided through en
or more of the Outreach servicedarticipants wereaherefore recruitedfrom, or close to,locations where Post Office
Outreach servicesvere offered

For the structured dalogues and focus goups participantswere recruited from areassurrounding Peterhead and Melrose.
The locationschosenwere areaswherethere appeared to be a range of different service models clusteregtcording to
the June 2016 map of Post Office Owtach services locationé\s thethree onlinedeliberationswere designed to each
focus on one of theOutreach services Hosted, Mobile and Home) participants wererecruited fromdifferentlocations
wherethe map identified thatthese Outreachserviceswere offered, including island communities

Recruitmentfor the structured dalogues andfocus goups was undertaken using a faet-face (doorto-door and in

street)freef i nd approach by | psos MORI 6s ionthelordinedetiberaterswasof r ecr
carried out by telephone, using Random Digit Diallivgthin specified postcode areago ensure coverage of relevant

remote, dispersed locationsQuotaswere set to ensure a representative pool of consumers in terms of sex, age, working
status, social gradeTo allow for the possibility of some drop out in advance of the foran overrecruitment margin of at
least25% was set. In practice, this meant 10 people weeeruited to each focus goup, 15 to each aline deliberation

and 25 toeach structured dalogue.

Table3.1: summary of recruitment and attendance numbers at thiera

Forum Location | Number Recruited| Target attendees| Actual attendees
Focus group A Peterhead 10 8 9
Focus group B Melrose 10 8 6
Structured dialogueA Peterhead 25 20 18
Structured dialogueB Melrose 25 20 18
Online deliberation A3 Mobile rvices Online 15 8 4
Online deliberationB 8 Hosted ®rvices Online 15

Online deliberationC 8 Home srvices Online 15 8 10

As noted above, participants for the workshops were recruited to ensure there was a mix of users aneusers of Post
Office services in attendanche intention in involving norusers was to ascertain whether there were particular barriers

'8 Across these faa 96% of participants agreed that the venue was easy to get to and 88% agreed the venue was suitable for their needs opdbeir
event evaluation forms.
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or issues thamade them not use the Post Office or Post Office Outreach services. Inviting a mix of users andusers to
participate in the fora, did however create some difficulties within the discussions. In the fora it became clear veryyquickl
that the reasons dr Post Office users not using the Outreach services related, in the majority of cases, to convenience in
relation to their own circumstances (e.g. they worked in a larger town and used services there when required). Further, the
reasons overwhelmingly gan for non-users not using Post Office services were that they had no need for them, rather

than any perceived or real access barriers. Therefore, recruiting-4users to the fora made it quite difficult for some

people, who had given up their timed attend, to contribute to sections of the discussiorit may also account for 2

participants in the structured dialogue in Peterhead, from an original attendance of 20, leaving the session at the first
coffee break after apparently telling othersinthe group hat t hey had nothing to add to
use the Post Office.

Further, despitetargeting recruitment within areas where th®utreachservicesvere provided, it proved extremely

difficult to find people who had used, owere aware of some ofthe OutreachservicesThis is, in itself, a useful finding

and suggests that there is a general lack of awareness of the range of Outreach services offered by the Post Office. It did
however create some difficulties in the workshopsarticularlythe online celiberations, which were each designed to

engage withusers of a particular type of Qtreach serviceOne alternativemay have been toundertake recruitment
differently andfocus specifically orusers of the services. This could have been by direct approaches on site or possibly by
the Post Office operator issuing an invitation to users. Those who expressed interest couldiaeabe invited to

participate in the research through a process oflsetion designed to deliver a representative sample from across the area

Overall,whilethe number of participants who were users of the Outreach serviseaslower than anticipatedthe majority
used Post Office serviceregularly and weretherefore able to provide insight into the needs of those living in remote and
rural communities.
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Focus groups

Focus goups arg in essenceguided discussions with a small group of people selected to be a demographic cross section

of the population being consulted. They are normally oneff sessions (lasting-2 hours) althoughoften severalwill runin
different locations on the same topic.

Focusgroups originated in Market Research to test responses to new products or packaddug are increasingly being
used in Social Research to explore public reactions to policy proposals or publig®es. The principle behind atus
group is that the responses from the small sample can be used to predict the reactions/respafiske wider population.

In practice, a group of peoplgusually between 6 and 15, but typically &e brought together with a facilitator who uses a
discussion plan to guide the conversation through a number of steps; in most cases beginning with general impression
the topic and becoming more specifias the discussion progresses. When the topic under discussion is unfamiliar to
people, or there are complex options to bexplored the facilitator may also introduce writteor visual stimulto inform

the discussio.

Throughout afocusgroup questions will usually be asked to the group as a whole, with the purpose being to stimulate
discussionln this way focus groupsare able toproduce insightsinto opinionsthat would be less available without the

interaction bund in a group setting where listening to others talk about their experiences can stimulate memories, ideas,

and opinionsfrom other participants.This is sometimes described as tiigroup effec® wher e group member
@ kind of é6&atsaiadiimg®d erf fect; [where] talk links to”Y or

Participants

15 participants took part in the focus pups d 6 in Melrose and9 in Peterhead They were a diverse antdroadly
representative group of he local area(Table 3.2) many of whom reported using postal services regularly.

Table 3.2: Profile of focusrgup participants

Melrose Peterhead Total
Gender
Male 2 4 6
Female 4 5 9
Age
18-24 1 1 2
25-54 3 4 7
55+ 2 4 6
Working Status
Working 3 7 10
Not Working 3 2 5

7 Lindlof, T. R., & Taylor, B. C. (200@alitative Communication Research Methods, 2nd Editihousand Oaks, CA: Sage
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Overview of the focus g roup S

Two focus goups were held as part of this research proje&ach ran for 2 hours on a weekday evening (6:3@BB0pm)

and an outline of the session is provided below.

Table3.3: Session Plan for théocusgroups

Time Title Type of Activity Purpose
10 mins | Welcome Introduction from To:
facilitator 1 Introduce the topic and the purpose of the discussion;
1 Allow participants to introduce themselves;
1 Establish how the evening wilvork.
10 mins | Initial Facilitated discussion | To:
Responses Do you use Post Office| | Capture participant8patterns of using the Post Office and
Services, and if so, what they use it for;
what for? How often? | Y  Allow for short stories about theiexperiences;
1 Identify any reasons participants may not use Post Office
services.
10 mins | Setting the Information To:
Context presentation(by 1 Provide information about the Post Office and how it
facilitator) provides services to rural areas
1 Introduce the .4 different types of @itreach models
(Appendix A.
15 mins | Awareness of | Facilitated discussion | To:
the Outreach 1 Assess levels of awareness and use of the different models
Models
10 mins | Services Information To:
Provided by presentation(by 1 Highlight the range of different services and types of servicg
the PostOffice | facilitator) provided by the Post Office;
10 mins | Importance of | Prioritisation / Card To:
different sorting exercise 1 Explore which services participants think are most importan
Services (using a list of services for the Post Office to provide within local communities;
from the Post Office 1 Identify why some services may be considered more
website) important than others.
5 mins Comfort break
30 mins | Defining a Facilitated discussion | To:
‘good Post 1 Identify the factors that participants would uge define a
Office '‘good Post Office Qutreach service'
Outreach 1 Agree what aspects are most important
service' 1 Identify if there are any factors thaire particularly important
in rural locations
1 Assess whether there are different expectations / factors
depending on the different delivery models
10 mins | Closing Concluding remarks To:
from facilitator 1 Clarify how the information gathered during theession will
be used;
1 Give participants the option of requesting a copy of the
summary report;
1 Ask participants to complete an evaluation of the event to

support this section of the report.

16-09281301 Version3 | Internal Use Oni | This work was carried out in accordance with the requirements of the international quality standard for Market Rese@c20252:2012, and with the Ipsos
MORI Terms and Conditions which can be found at httfsww.ipsosmori.com/terms. © Consumer Futwes Unit2017



As shown in the outlineabove, over the course of the twdours, approximately 20% of the time was needed for practical
matters, including introductions and setting the context of the session. Of the remairtingg, approximately 5% was

used for providing information to participants about the how rural Post @f# services are delivered and the types of
services the Post Office provideand 65%wasused for discussion and evidence gathering (although in practice not all of
this time was needed).

The design of the sessiobroadly followed atraditional focus goup structure, moving frominitial responses and
discussinsaboutpeopl eds patterns of use of Post Office seravices
more in-depth discussion focussed on priorities for service deliveiy. explicitly eliberative component was included

towards the end when thegroup as a wholewere askedo rank theimportance of different services to rural communities

and collectively expl&#wh at qual i ties should define a 6good Post Of fi

In both Melrose and Peterhead thénitial sectionsof the focusgroup worked best where people were discussing the
types of services they usedheir satisfaction with these servisand the reasons why. It did howevdsecome clear
through the discussions that wst participantsappeared to usea Local Syle Post Officebranch to access these services.
While this service model astechnically outwith the remit of this researclthe discussions did give a clear indication of
what services were most valued by peopliging in these rural communitiesand why.

Despitebeing recruitedfrom areas where Outreach services were in operation fparticipants at either of the focus
groups were aware of the Mobile and Hosteservices, even fewer had direct experience of usitigem, and no one had
heard of the Home service. This meant that the section of tiscussiordevoted to exploringp ar t i cpepfient s 6
experience of usinghese Outreach serviceprovided minimal outputs.

This alscaffectedthe discussions ittater part of the session where participants were asked to consider what qualities
should define a 6good Post Office Outreach serviced. AIlt
aspects of service provisionincluding customer service, ralbility and consistency when it came to applying these

qualities and standards to the specific models of service delivery teaggestions were often based on speculative

problems. For example, imagining that privacy might be an issue ftosted ®rvicesin a busy shop, led to suggestions

that pop-up booths or privacy screens could be ideal solutign

Par t i c ieyalaatian ef the fora

Overall participants evaluated their experience of taking part in the focus groups very positivehith 100% agreeig, and
47% strongly agreeing that they would take part in something like this again.

It is also worth noting that all of the participants agreed thttey enjoyed taking part in the forasuggesting that the
experience of the event, rather than strictly the financial incentive, was a motivating factor in willingness to be invalved
discussions like this in the future.
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100%

75%

60%
50%
25% 60% 53%
40%
0%
| enjoyed taking part in this. | felt comfortable taking | would take part in

part in the discussions. something like this again.

Agree m Strongly Agree
Figure3.1 Participant evaluation of the overaéixperience of takig part in a focus goup
Source.: combined focus wup participant evaluation forms (15)

Despite the session not giving a great deal of focus to providing information, other than to &jatie differences between
the Outreach service models and presenteirange of services offieed by the Post Office94% of participants agreed that

they had learnt a lot from taking part.

100%
50%
67%
25% SR 47%
0%
| learnt a lot about the The information presented The presenters
subject. was clear and easy to demonstrated good

understand. knowledge of the topic
Agree m Strongly Agree

Figure3.2 Participant evaluation of the information pxaded in the focus goup
Source: combined focus mup participant evaluatiorforms (15)

Comments fromtte eval uati on f ciramhs watsernt haes Wedsté6Whi ng about this
dearning a lot about the Post Officé

d.earning all the different services provided

16-09281301 Version3 | Internal Use Ont | This work was carried out in accordance with the requirements of the international quality standard for Market Resed@c?0252:2012, and with the Ipsos
MORI Terms and Conditions which can be found at httfsww.ipsosmori.com/terms. © Consumer Futwes Unit2017



&Jnderstanding more about what the Post Offce offer$

d&earning aboutthe Hosted,Mobile, Partner and Homesewicesdl di dndét kndw they exi s

Despitesome people not having had direct experience of using Outreach servj@bparticipantsalsoreported feeling
included in the discussion andble to express their views

100%
0,
75% e 53%
67%
50%

25% 3% 47%
33% 33%
0%
I was given enough | felt like | could ask | felt my opinions My views changed or
opportunity to questions were listened to.  developed through
express my views listening to others.

Agree m Strongly Agree

Figure3.3 Participant evaluation of the expience of participating in the focus igup
Source: combined focus mup participant evaluation formg15)

Participants generally seem to have enjoyeéll/ / st eni ngt b @/ woanthdege astsitéy harg information on
folksbe x p e r i e n c e .l fact, the only hegative eomments received related to the difficulties some participants
found in contributing withouté /# a v i +hand expemnesce of some oftheseri ces t o gi ve o the di

Effectiveness o f this method in answering the research g uestion

Focusgroups are a proven method for gaining insight into consumereferences and prioritiesWwhen well designed and
facilitated they can give the client dear overview of how participants think about an issue and any changes to those
opinions that emerge through discussion with others or in response to new information or stimulus material.

In the case of this research questipthe focusgroups addressedall of the elements required to form a response to the
research questiord What services were most important to rurabonsumers andvhat elements of Qutreach service
standardswere most important to rural communitie8 The outputs from thefocus goups weke generally consistent with
those emerging from the other fora. As suchhey successfully provided baseline evidence that can be analyasemgside
the results from the éalogues andonline deliberations

The depth of discussionand therefore the deepemunderstanding of consume@reasoning,howeverwaslimited. This was
not simply due to the time available but alsdue to the focus groupmethodology being primarily anextractive form of
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consultation which concentrates on drawing out individual opiniorsd responsesThe discussion structurassedin a
focus grouptend to concentrateon the collectionviews and will not typically challenge participants to question or reflect
on their own positions in light of the responses from others. Although an egply deliberative component was included in
the discus®n guide wheren participants were asked to agre@hich services are most important for the Post Office to
provide to rural communities}his exercisewasdesigned principallyto record the individwal argumentsused to arrive at
the decision,rather thanto encourage a process of cecreation aswould be the case in a more deliberaté workshop.
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Structured dialogue

Key characteristics of a structured d ialogue

A structured dalogue is a specific type of deliberative workshop. Deliberative workshops can best be defined as organised
group discussions that give participants an opportunity
develop views/arguments thsugh a process of public reasoning and reach an informed conclusion (either individually or
collectively) Sructured dialogues, as the term is used here, are distinct because the activities srahniques used to

facilitate the workshop are very strongbtructured and designed to deliver clear outputs at each stage. This means they

can be repeated, and the results analysed cumulatively, as part of a single engagement process.

Another characteristic of these types of workshops is that they tend to focugliekly on creating a forum ford/aloguew
among a diverse group of people in order to better understand different views and perspectives. Workshops therefore
use a range of techniques that help people communicate with each other, and explore their diffees, in constructive
ways.

While a dialogue on a complex or technical subject will usually require some level of informgirorisionand a process
of learning for participants as they process and digest this information, the majority of time in a diadoshould be
allocated to discussion, negotiation between participangnd the evaluation of alternativerough public reasoning(i.e.
deliberation).

Participants

36 consumers from rural areas took part instructured dialogue as part of this procesd 18 from the area surrounding
Peterhead and 18 fronmthe Melrosearea.

Table 3.4 Profile ofstructure dialogueparticipants

Melrose Peterhead Total

Gender

Male 4 6 10

Female 14 12 26

Age

18-24 0 4 4

25-54 12 8 20

55+ 6 6 12

Working Status

Working 13 8 21

Not Working 5 10 15
®While many will use the term 6di al ogu e shouldde understeod in this cortextyo rdterta d s pes p ak

type of communicative relationship: the kind of relationship which broademsrldviews, reshapes perspectives and speaks to both our cognitive and
ment al capacities f thiswarkshbpicantext therefoeediaogue can KEst belunderstood as a particular type of communication

that is orientated towards building mderstanding. Effective dialogue is therefore characterised as being collaborative (wherein participants work towards
achieving a shared understanding of issues and perspectives), focussed on finding and exploring common ground, and as thevoapacityto

enl arge, and possi bl y c hahAsekar O XubficDialbguecandDaliberabion, E@imbirgh Beltané, 21 e w .
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They were a diverse and representative grodigom the local area, many of whom reported using postal services regularly.

There was howevetimited participation from people ko had used one or more of the @treach services.

Overview of the dialogue event §

The dialoguegook place in Melrose and Peterhead simultaneoustgm 10amd 4pm on a Saturday in March. For the
majority of the day the participants worked in small table groups, either with a dedicatedlliiator to manage and record

the discussionor with the facilitators moving between groups to offer prompts or t8®cus the group as necessary.

As the outline plan for the workshop in the table below demonstrates, of #hé2 hours allowed for the worksbp

(excluding breaks), approximately:

[ 10% of time was used for practical and administrative matters;

[ 5% of time was used for providing information on about the services provided by the Post Office and the Outreach

models;

[ 10% of the time was used to gatheand record individual responses and patterns of usage;

[ 45% of the time was given over to group discussions exploring experiences of using services and ideas for

improvement; and

[ 30% of the time was allocated for active deliberation and consensus building

Table3.5: Session Plan for the structuredalogue

Time Title Type of Activity Purpose
10 mins | Welcome Introduction from To:
facilitator 1 Introduce the topic and the purpose of the discussion;
1 Explain a little about how the day would work and whatas
expected of participants.
15 mins | 1st Responses | Un-facilitated table To:
discussionsDo you 1 Allow participants to introduce themselves at tables;
use the Post Bfice? 1 Begin to get a general sense of the dynamics in the room
And if so what for? andparticipantsd®6 patterns of
10 mins | How we want | Input from facilitator To:
to work 1 Explain further how the day would work and what would be
today? expected of participants;
1 Agree a set of groundruleso help manage the discussions.
5 mins Setting the Information To:
Context presentation(by 1 Provide information about the Post Office and how it
facilitator, with provides services to rural areas
handout) 1 Introduce the .4 different types of @Qtreachmodels
(Appendix A).
10 mins | Awareness of | Plenary dscussion To:
the Outreach 1 Explore awaenessof the different models;
Models 1 Understand patterns of use within the room of the different
models;
1 Explore general levels afatisfaction when using the different

models.
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10 mins | Awareness of | Information To:
Post Office presentation T Increase participantsd awar
services (by facilitator, with offered by the Post Offic§Appendix B;
handout) 1 Identify which services participants were unaware of and/or
surprised were provided by the Post Office.
30mins | Importance of | Prioritisation /ard To:
different sorting exercise 1 Explore which services participants think are most importan
Services (using a list of services for the Post Office to provide within local communities;
from the Post Office 1 Identify why some services may be considered more
website)and self- important than athers
facilitated small group | 1 Share the conclusions formed in small groups to achieve ar
discussion overall consensus about the most important services.
20 mins | Mapping use Interactive sirvey To:
of different (over the coffee breakx | § Collect quantitative informatioron which models of service
Delivery people have ever used, and which models they use most
Models often.
40 mins | Strengths and | Selffacilitated To:
Limitations of | discussion(in up to 4 1 Explore the strengths andimitations of the different provision
each Model groups, based on the models;
models people have 1 Encourage participants to think not just about their own
used): needs but the needs of the wider rural communities they arg
part of;
91 Identify key themes emerging from the different groups in
plenary feedback.
45 mins Lunch
60 mins | What Carousel eercise: Each group rotatesaround the 3 stations (spending approximately
Constitutes a | a) Customer Service | 10 minutes at each) discussing ideas and adding to the notes
@ood Post b) Practicalities made by the previous group, before returning back to their
Office (physical access original station to consolidate the information in order to:
service® and times, adays, 1 Explore the principles and fdors that make a good Post
privacy, queuing, Office service;
etc.) f Toidentfy35 principles per them
c) Reliability (service serviced should be measure
failure, 9 Prioritise these principles overall through an anonymous
communication voting exercise.
etc.)
10 mins Comfort break
40 mins | Service Facilitated dscussion | To:
Standards What should these 1 Apply the principles they have identified torpctical models
principles mean for of service delivery
service standards in 1 Identify if there are reasonable differees in expectation for
each Qutreach the different delivery models;
models? 1 Establishwhat the minimum standards of servicthat
customers should expect across all Post Office Outreach
models.
20 mins| Conclusions Full group denary: To:
1 Feedback from the previous discussion;
1 Seek agreement across the room about priorities and
minimum standards;
1 Allow participants to make any final comments on the issue
raised throughout the day.
10 mins | Closing Concluding remarks To:
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from facilitator 1 Clarify how the information gatherediuring the session will
be used;

1 Give participants the option of requesting a copy of the
summary report;

1 Ask participants to complete an evaluation of the event to
support this section of the report.

Throughout the day a wide range of different methodsere used to engage participants with the topic and maintain their
interestd small group discussions, full group brainstorming, interactive surveys, prioritising and ranking exercises, informal
information presentations and plenary feedback and evaluation

To ease people into the discussions, and get them used to working in-$adfilitated groups the workshops began, not by
providing information, but giving participants a chance to take part in a quitestructured andfree-flowing discussion
about their own experiences and storiesf using Post Office services. While this worked quite well in most of the small
groups, it did prove difficult when clusters of notsers (orvery occasionalisers) were seated togethet.istening in on
these conversations alshighlighted to the facilitators at both events that there was a greater proportion of participants
with little or no reason to useDutreachservicegresent than expected

Despite ths, in both venues the morning session successfully eggd participantsin discussiorand produced clear
outputs relating to the relative importance of the different services the Post Office provided, and their value to rural
communities.However, feedback from some of the facilitatorshowedthat some groups struggled withhe selffacilitated
tasks If the events were to be repeatedacilitators suggest thathey would benefit from either aradditional facilitator
working in twolarger groups or asking each table to appoint a designated spokesperson at the beginninghad aictivity
who would take responsibility for the discussion and for feeding back the outputs.

As the discussions began to focus more explicitly on tBbeitreach models some of the elements of thdiscussiorguide

became more challenging to implement as ptened, due to the limited range outreach serviceparticipants had used.

This resulted in the facilitators using their professional discretion to make small adaptions to some of the activities and
discussions to respond to the specific needs and expedes of the groups. For example, in Peterhead, the final activity

before lunch was adapted to run as two directly facilitated groups: with the first group focussinguwbiat communities

needed fromPartnerservicesand Localstyle Post Office brancheand the second group addressing the strengths and
l'imitati-op8 mbdé6débpbep(i.e. the Afthoseghteidddd aohahablelthdlevel ef fosussedv i ¢ e s )
discussion about the strengths and weaknesses of the different Outreach models that waseth it did meanthat

productive discussionsegarding the services rural and remote communities require from the Post Office Wwéde able to

take placein a waythat all participants were able to contribute to

The carousel activity in the afternoon, byot focussing explicitly on the Outreach servicedso allowed participants to
effectively identify key principles relating the service standards consumers expect from Post Office servivdsle
participants genuinely tried to come up with useful ids and suggestions for improvememwhen applying these to the
specific Outreach services howeveanany of these relied oraddressing speculativeroblems or responses to particular
(potentially very branch specific) issues.

Both of the workshops finished earlier thgulanned,as it was clear that participants had reached saturation point with the
topic. Overall feedback from both facilitators and participants suggests that the workshop could haenldelivered in a
shorterperiod, possibly over 4 4 % hours in total.This waspossiblydue to the limited experienceparticipants had of
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using differentmodels (and therefore the limited range of stories and examples they had to share and draw upon) or
possibly, as seemed to comthrough both of the discussionshecausethere is a reasonably high degree of satisfaction
with Post Office services at present.

Par t i c ieyalaatian ef the fora

Overall participants responded very positively to the session in their evaluation fodméth almost all participants
agreeing that they enjoyed the session, and 50% strongly agreeing.

Figure 3.4: Participant evaluation of the overallpetience of taking part in the structuredidlogue

100%
75% 53%
53%
50%
25% 47% 47% 42%
0%

| enjoyed taking part in this. | felt comfortable taking | would take part in
part in the discussions. something like this again.

Agree m Strongly Agree

Source: Participant evaluation fors from thestructured dialogues (36
d-irst time doing something of this nature and | enjoyed 6
6t was a surprisingly enjoyable day and | would be happy to attend anothées

6 felt this was very informative and rnoaslahdy enj oyed
the speakers were very interesting and fud

dnteresting day, | will look at the Post Office in a new light in the futured

As noted in Figure34above, all part i cielpcamiariable taking paet @ thé diseussioishae®ed 69
agreeing they would take part in something like this agaifibe high levels of satisfaction shown by participants also
extends to how they were able to engage with the activities and contribute to the discussions ordthe as illustrated by
Fgure 3.5 below.
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100%

75% 44%
61%
50%

2504 53% 56% 56%
39%
0%
I was given enoughl felt like | could ask | felt my opinions My views changed or
opportunity to questions were listened to. developed through
express my views listening to others.

Agree m Strongly Agree m

Figure3.5: Participant evaluation of the experience phrticipating in the structured élogues

Source: Partipiant evaluation forms from the structuredidlogues (36)
When asked in the evaluation f or memmenhtsirncluded: he best thing
eeting a variety of people and feeling like | was getting my opinion listened t6
@ he variety of opinions and range of perspectives
That it @ot our minds goingd
MHearing other peoplebds viws [/ expectations
@5o0d interactive discussions and hopefully ouopinions will count®

A further point to note is that 98% of participants felt that their views had changed or developed as a direct result of
listening to others something that is keyo a dialogical approachto a topic: wherein participants are encouraged to gain
insights from the perspectives of others. This suggests that the workshop effectively created an environment that

encouraged participants to listen to each other, develop a greater understanding of défdérviews and refine their own
opinions accordingly.

Participants were als very positive about how the day was facilitated with 100%reBpondent agreeing that the staff
encouraged everyone to contribute to the discussions:

& enjoyed the day workshopvery much and presenters were very good at what they db
@&xcellent group of stafb

@\l of the information was clear, concise and informative [The staff] were great at getting people
involved and presenting the informationd
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Although providing informationabout the Post Office and Post Office services was not a substantive element of the
process design97% of participants in the structuredidlogues agreed thattheyd / ear nt a [ otthraughout ¢t h
taking part.

100%
75% 44%
50%
25% 53% 53%
39%
0%
| learnt a lot about the  The information presented The presenters
subject. was clear and easy to demonstrated good
understand. knowledge of the topic

Agree ® Strongly Agree

Figure3.6: Participant evaluatiomf the information provided in the sructured dialogues

Source: Particjpant evaation forms from the structured élogues (36

In fact the learningthat participants acquiredhrough taking part in the workshopwas the thing most commented orin
the evduations forms:

& learned things aboutthe Post@ f i ce | @i dndét know
&/ery informative, discovered things | was unaware @
i nding out more about sewvices | di dndt eve

Aside from some comments about the temperature in the venues and theality of the catering, the only negative
responses recorded in the evaluations related to the length of the workshops, with several expressing the view that the
session was too long and became repetitive:

dt could have been done in 4 hours as we went ar a lot of the same issued

't was a c birdindweamsgees, feltéhé answers were repetitive within the topics of
discussiord

Effectiveness o f this method in answering the research g uestion

The structured dalogue provided the greatest level of insight into the reasons behiodo nsumer s & pri ori ti €
clear outputs regardingc 0 n s u expectation of Post Office service®verall,the most significant element that thse

fora added to the analysis waan exploration of the principles of a good Post Office service and the identification of

criteria by which Post Office Gtreach services could be measured against.
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One of the key strengths of this methotioweveris the flexibility of the general delibetave format, which allows a wide
range of methods to be used throughout a session to buil
gradually increase the demands being placed on thetm collaborate on drawing conclusions. Whikelot of the

discussionsdok place in small groups, when the workshop design builds in regular oppurities for key points to be fd

back in plenary (as the discussion guide did in this case) participants still feel that they are part of a wider process.

Fealback throughout the day also means that participantgere able to respond to and reflect on idas that emerged at

other groups,which mayhave differed from the discussion they had been part ofThis contributed to a higher level of
consensus regardingtte final outcomes than was found in the other fora.
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Online deliberation

Key Characteristics of this form of on line deliberation

An online deliberative forum was chosen as the third method to be used in this research prasdtwould allowtruly
remote and rural consumers to be involvedithout the resource needed to bring the same group together faceo-face.

The Sounding Board techniquehosenfort hese del i berations uses a 6webinar st
phone conferencing systento engage participants in the deliberations. While participation in this sort of deliberation does
require participants to have access to the internet and a phone line, the particular platform does not require them to

download any specific softwareorhav any particul ar computer skills. It al s
participants can use if they have a question or would like to speak nakbwing everyone equal access to contributand

a polling facility which can be usedote on optionsor confirm the agreement of participants.

Participants

Across the 3online deliberations a total of 18 people from rural and remote areas of Scotland took part. Theime
locations are shown orthe mapin Figure 3.7
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Figure 3.7Map showing home locations of online éliberation participants
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Although participants were recruited from postcodes where a specific typednftreach service was nominally the most
geographically convenient to their home addressgery few of the participanthad used, or were aware gthe Outreach
model that was intended to be the focus of the conversation.

Table 3.6 Profile ofonline deliberationparticipants

Total
Gender
Male 9
Female 10
Age
18-24 2
25- 54 5
55+ 12
Working Status
Working 14
Not Working 5

Despite some early concerns during thglanning phase that the otine format might be less accessible to older

participants it iSnteresting to note thatthe participants in these discussions tended to peoportionately older than those

who took part in the faceto-face discussions (despite the recruitment process being undertaken using the same

demographic criteria). It has been speculated by the recruitment team that, given it is a known factor that lpese

more | ikely to not &6turn upd to somet hing t hdhencdatheey hav e
higher numbers initially recruited for these discussioniglis may be somethinghat younger people are more likely to do.

Overview of the online d eliberations

The online fora were specifically designed to allmensumers from different areas, but with access to the sa@etreach
service modelMobile, Hosted or Home)to deliberate together. Eaclieliberation took placein two parts, with a few days
betweenmeetings:

[ Part1 (45 min® 1 hr): This session focused on getting participants comfortable with the technologgyjaling
information about the Qutreach model under discussion and gathering initial responses regarding tlostFOffice
services they use, including strengths and weaknesses and levels of satisfaction.

[ Part 2 (45 mingd 1 hr): This session concentrated on identifying which aspectshefservice provision people
valued most, understanding why that was and pritising areas for improvement.

Each discussion was structured around presentat&lideswhich participants were able to view on screen, alongside a list
of participants, a text input screen and a range of reaction buttons (raise hand, agree, disagteg that they could use
to interact with the facilitators and others during the discussion.
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Table3.7: Session Plan fdhe first online dscussion

Time Title Type of Activity Purpose
10 mins | Welcome Introduction from To:
facilitator 1 Introduce thetopic and the purpose of the discussion;
1 Ensure everyone was comfortable with the technolggy
9 Outline how the sessions were going to work.
10 mins Participant Simple @-round: W#Ho | In order, as determined by the listisibleto all participants, each
Introductions | are you and where are | participant had up to 1 minuteto:
you foining us from? 1 Introduce themselves and where they were frgm
9 Give their first thoughtn the topic for discussion
5 mins Fact inding | Polling questions(using | To:
on use of voting buttons) 9 Establish how often participants used Post Office Services and
Post Office which services they used most often
services
10 mins | Main Facilitated Discussion | To:
Services What are your main 1 Determine whyparticipants usd some services more than others
Used reasons for using the and general levels of satisfaction with these services.
Post Offce?
5 mins Introducing Information To:
the Outreach | presentation (by 1 Outline the range ofOutreach service models provided bipost
services facilitator) Office Ltd;
1 Introduce which specific model the discussion was focused on
(either Mobile, Hosted or Homg
1 Poll participants on their use of and/or awareness of this service|
delivery model.
10 mins | The Facilitated dscussion To:
Attractions What are your main 9 Discuss participanfexperiences of using this fon of Post Office
and Barriers | reasons for using or not branch;
to using this | using this Outreach 1 Identify any common points otoncern or satisdction;
Outreach Service? 1 Find out what, if anything, may motivate them to use if it they
service have not already and any barriers to using this service
5 mins Closing Concluding remarks To:
from facilitator 1 Sum up what was covered in this session
1 Prepare partigpants for the 2% session

Between the two sessiongparticipants were encouraged to read over the reap information sent to them and, if they

choseto, talk aboutthe ideas raised in the discussiowith friends and neighboursn order to gain a wider perspective on

the issues
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Table3.8: Session Plan fahe second online dscussion

Time Title Type of Activity Purpose
5 mins Welcome Introduction from To:
and Check | facilitator 1 Welcome everyone back to the secondiscussion
in 1 Check in that there are no problems with the technology
10 mins Thoughts Participant eflections In order, as determined by the list visible to all participants, each
Since Last participant had up to 1 minute to:
Ti me é. 1 Feed in any thoughtghey have had about the topic since the
group last met.
5 mins Post Office | Information presentation | To:
Services (by facilitator) 1 Highlight the range of services provided biyost Office Ltd.
1 Highlight how servics are offered through the particular
Outreach model.
15 mins | Priorities for | Facilitated dscussion To:
Service Thinkingabout both 1 Identify which services are most important to rural and remote
your own needs, and the communities and why
needs of others in your
c o mmu ndfthey é
services available, which
are the most important
to consumersin remote
and rural area8
20 mins | Other Facilitated Discussion A facilitated exercise to:
Aspects of Thinkingabout both 1 Identifywhat other aspects of service proviside.g., customer
Service your own needs, and the service, reliability, range of services, privaeic.) are most
needs of others in your important to customers
communityé 1 To explore how well these aspects of service delivery are ih ba
aspects of how services accommodated by the Qutreach model.
are delivered by the
Outreach service are
most important to
ensuring customers
recelve a good service?
10 mins | Closing Concluding remarks To:
from facilitator 1 Clarify how the information gathered during the session will be
used;
1 Give participants the option of requesting a copy of the summary
report;
1 Ask participants to complete an evaluation of the event to suppo

this section of the report.

As was thecase in the other session plans, most of the time ass the twomeetings (55%)vas allocated for participants

to discuss thequestions and theissuesarisingas a group.Overall,this format worked quite well and the participants were

able to respond to the prompts, stimuli and points from others in a quite natural discussion formdéspite not being in

the same room.However, vith the largest of thethree groups (10 participants)a more structured form of discussion

needed to be imposedin order to manage the conversationThisrelied much more on go-arounds, handup and

organised turn taking.
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While the discussion management within the online foraorked well,other aspectsdid not work so well, particularly the
focudng of each discussion on a particat Outreachservice Difficulties with recruiting users of these services meant that
people who actually used these services were the minority in tiscussions planned around the &bile and Hosted
servicesand nonexistent in the discussiocentred on he Home ®rvice.Although some patrticipants in the Mobile and
Hosted discussionsvere aware of the servicesvithout using them in the Home discussion no one had ever heard of this
type of model.

Given thisthe facilitators had to adapt the discussionais to enable participants to contribute. This meant the
discussions that took place were more generally about the needs and priorities relating to Post Office services in rural
areas than the specific strengths and limitations of tlitreach servicesThat said, they did all generate useful findings
for analysis and effectively complimented the discussions in the other fora by widening the geographic scope of the
discussions.

Par t i c ieyalaatian ef the Fora

Overall participants reported in theievaluations that they enjoyed taking part in these discussions and 72% strongly
agreed that they would take part in something like this again.

at was good to take part in the discussions and thank/ou for inviting me.d

@ his is the first opportunity | hawe had to take part in an online group discussion and enjoyed the
experienced

@ very interesting exercisé®t he first ti me | have ever been asked fo
keen to do it again!d

100%
75%
78%
50%
25%
39%

17% 17%

0%
| enjoyed taking part in this. | felt comfortable taking | would take part in

part in the discussions. something like this again.

Agree ® Strongly Agree

Figure3.7: Participant evaluation of the overatdixperience of taking part in an oline discussion

Source: Participant evaluation forms (18)

Although there were some concerns in advance that the technology required to participate in the discussions might create
a barrier to participation this did not em to presenta significantproblem at the recruitment stageAs one participant
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noted, the best thing about the sessionwas b e/ ng abl e to take part I n a meaning
improve, or at least maintain, local services, from themfort of my own homed

While during the discussionshere were a few technology issues faced by some participants, this did not seem to affect
the overall quality of the durther mastpeoplerseamed gpitaccgptingditis abi | it

&@ome of the phone lines were intermittently poor making it difficult to hear sometime$

@ he varying volumes of speech from the attendees (some very loud and vibrating the speaker on the
phone and some very quiet) This is not a criticism of the attendees and | do not think it would have
been easy to overcome, as | suspect it was down to technical issuis.

Qust my own frustration that | was not able to get on line at the beginning of the first sessiod but |
know that was my owncompute r pl aying upé6

&ven when | lost connection and redialled | was told what | had missedl.

Online, or any other form of remote discussions (e.g. teleconferencimgpvide a unique challengdor a facilitator as
when the visual cues typically evident incanversationare not available it can become much more difficult tomanage
the discussiorin a way that ensures everyone gethe opportunity to participate.Most participantsseemed to beaware
of, and sensitive tothis challenge andhis resulted in avillingnessto take turns speaking in a more structured way than
would have been necessary if they were all in the same roddverall,the discussions in the online fora seemed to flow
very well and despitethe more structuredformat that the method requred, it seems thatparticipantsgenerally felt that
they were able to contribute effectively to the discussion

@\l attendees were given ample opportunity to express their vievis

@ he other people on the session mentioned points that | would have broughup but did not need to
as they were being discussed as we went around the roain

dt felt relaxed because of being on the phone / computer at home rather than in a physical group.
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100%

75%
72% 83%
50%
25% 44%
22% 17% 22%
0%
| was given enough | felt like | could ask | felt my opinions My views changed or
opportunity to questions were listened to.  developed through
express my views listening to others.

Agree m Strongly Agree

Figure3.8: Participant evaluation of the expeance of participating inthe online discussions
Source: Participant evaluation forms (18)

The facilitators were generally very impressed by how well people were able to engage irdéliberations noting that
the general discussions between parifiants seemed quite natural andesponsive There were however differences in
opinions between participants about how effectively dialogue developédring the sessionsas exemplified by the
comments below:

dhere was not real discussion, just people giving individual observatiors

d.istening to others point of view | became genuinely interested in the subject more than before the
discussiord

One of the things that participants seem to have particularly enjoyed and aggated about the sessiowas the chance
to speak to others from dierent areas ad learn about their experiences:

&earing about the experiences in other parts of Scotlanfilnade me realise] the service we receive
locally is very good and considerate of the need of villagers who live in a rural, remote community

& appreciated the need for different style of postal services in isolatkareas, | now understand the
quality of postal services provided where | livé

&njoyed hearing about services around the country and learning how the Post Office has attempted
to give a sewice to very small rural populations®

It was also interesting to note how much people feel that they learnt from taking part in the discussions, detbte
provision ofinformation not being a key feature of the discussion plalim. all of the online forgparticipants commented in
their evaluation that they had appreciated:
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d.earning about Post Office services that | would probably never have heard about any other way.
dearning about services | did not know existed.

&inding out more about the serviceffered by the Post Office and hearing the opinions of others.

100%
75%

39%

25% 44%

33%
0% 11%
0
| learnt a lot about the The information presented The presenters
subject. was clear and easy to demonstrated good
understand. knowledge of the topic

Agree m Strongly Agree

Figure3.9: Participant evaluation of the imfmation provided during the onine discussions
Source: Participant evaluation forms from tfeline discussions (18)

The mix of spoken and visual presentations used throughout the online fora also seem to have worked very well and a
high percentage of participants reported finding this method of presenting information clear and easy to understand.

Effectiveness of this method in answeringt he research question

This method effectively allowed for a geographically dispedssample of the population fom rural and remote
communities, including a number of island communities, to participate in a discuss$i@at would have been logistically
prohibitive if the online method had not been used.

While the depth of dialogue and deliberation generated within these short online sessions lwagr than that achieved
through the focus goups or structured dalogues the three online dscussions all provided valuable data for analysis and
introduced specific perspectives relevant to very remote communities into the overall understanding of the issues.

One of the key strengths of the method was that, unlike Melrose and Peterhead, tlsewssions that took place during

these fora were not restricted to a single, local example of service provision. Instiéey were able to draw on the
participantsd different experiences with br andlflnfitaiegns@ncr o s s
this basis,the results ardikely to bemore representative of theexperiences and priorities of rural consumeasross the

country.
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Comparative analysis of methods

This section of the report is designed to bring together some tife findings and observations from the earlier discussions
in order to draw some conclusions about the relative effectiveness of the different methods in:

[ Providing information in accessible and relevant ways;
[ Engaging participants in meaningful and prodtige discussions

[ Developing dialogue between participants in order to produce a better understanding of what really matters to
them, and why;

[ Facilitating deliberation and the negotiation of collective responses;
[ Producing outputs that are relevant and a$ul to policy makers; and

[ Achieving these goals in a cost effective and replicable manner.

Role of information

Whenwe set out to design these fora the facilitatddsole in providing information about the Post Office was not
envisioned as a key factonithe process. Insteadhe intention was that the participants themselves would be the key
source of informationd able to share, compare and contrast their own experiences of usindedlént Post Office service
and Qutreach service models as the basisrfimforming the discussions. The role we envisioned for specific information
was one of clarifying the differences betwedbutreach service modeland grouping the types of services the Post Office
providesinto manageable categories for discussion and dwation.

In practice,however the role of the facilitators as information providers became a significant part of each of the fora: due
in part to the issues with recruitment, as previously discussed, and in part to the seeming general lack of community
awareness about the range of services the Post Office provides &reach services specificallyherefore participants
almost all agreed that they hd learnt a lot about the subject by taking part in the forgsee kgure 3.10).

Although the sameinformation alout services and the different Gtreach models was presented in all of the fora in

virtually identical ways, there lsowevervariation in the levels of agreemerdgbout how much participants learnt by taking

part. This is unlikely to be a rédction of how the information was presented by the facilitatoos the time participants

spent in discussion together (as both the focus groups and online discussions lasted for up to two hours €gtah).

differences in levels of strong agreement shown tageen these two shorter foras insteadmore likely to relate tothe fact
thatthegr eat er variety of experiences revealed in the onlin
provided a much greater scope foparticipants to learnfromea h ot her 6 s experiences.
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Ipsos MORI and Involve | - Consumer Participation in Post Office Outreach Services

Focus Group 67%

0% 25% 50% 75% 100%

m Strongly Disagree m Disagree m Neutral mAgree m Strongly Agree

Fgure3.10 Partici pant response to the statement 61l |l earnt a
Source: All participant evaluation forms (69)

Despite the facilitators having no specialised knowledge of the topic, and most forums taking place without the wfpan
expert advisor, participants were generally very pleased with the level of information they were giM@asuggess that it
was general lack of awareness, rather than thpgovision ofdetailed information that led to partidpantsfeeling they had

learnt a lot from taking part.

Focus Group 47%

Structured Dialogue 53%

On-line Discussion 44%

0% 25% 50% 75% 100%

m Strongly Disagree m Disagree m Neutral mAgree m Strongly Agree

Figure3.12 Partici pant response to the statement 06iThed presen

Source: Alparticipant evaluation forms (8)
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The participants in the online dcussiondhowevershow the lowest level of agreement with this statemeihispossiby

reflects the factthat when specific questions relating to the services offered in a particular local area were aghked

facilitators were unable to provide answers:/ needed o know a Wobike#ostEae aetvicenor e a
which has just begun in our arebut the facilitators had no detailsthis is not surprising given the facilitat@son-expert

status &nd the genuine difficulty in finding any level of detailed information about services offered by diffef@uatreach

models) however,when situationsike this do ariseit is understandablyfrustratingfor all concerned

Role played by participants

All of the fora were introduced to participants using the same simple statement about the purpose of the workshop and
how the information would be used.

arhepurpose of our discussion today is to explore how well the Post Office is meeting the needs
of rural communities.

This workshop has been commissioned by Citizens Aadvice Scotland, who are an organisation that
represents cust omer s Gavarement and sewvioegorosdérs.i nt er est s
They are using this process to help gather evidence on the needs and experiences of consumers.
Their goal is toestablish what aspects of the Post Office service are most important to consumers

in remote and rural area, and why o they can evaluate whether those needs are being niét.

This appears to have been enough, from the high levels of agreement shown in the evaluation formsnémst
participants to feel comfortable that theynderstoodthe purpose of the discussionand the role they were being asked
to play, as illistrated in Figure3.12

Figure3.12 Partici pant response to the statement &6l wundersto

On-line Discussions 6% 55%

0% 25% 50% 75% 100%
m Strongly Disagree m Disagree m Neutral mAgree m Strongly Agree

Source: Allparticipant evaluation formg69)

Despite this high levels of agreementa number of comments indicated that, while their immediate role in the discussions
was clear to participantghey were less certain about what the overall process was designed to achieve:
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6 still dondt really know what the aims and objecti\
concrete would emerge from itd

& understood my role but not the final purpose

You should @rovide information prior to the call so we are clear of what it iswe are actually taking
part i n. I was of the undersowpaldi Mgi it was ©OpesPas$t s

Unlike many forms of qualitative research, whichtetlr e st r i ¢t t heir enquiry to nan ind
issue this research projecsawparticipants asked (either explicitly or implicitkg) play different roles at different stages of

the discussion. In the first part of all the sessions they were invited to participate as individdais/ing their personal

opinions and reporting on their own experience as Post Office users, the services they used and valued, and their levels of
satisfaction with the service they received. This in itself proved difficult enough for some participants, particularly those
whorarehy used Post Office services, and one of the @adkadl | eng
opinions on services | have not usedo

Later in the discussiongarticipants werethen invited to contribute as representatives of their rural communities

including assessing what services were most important for Post Offieprovide in their areas. In some cases, where
participants were able to draw on the needs of specificdividuals they kew who usedOutreachservices or real

contextual examples from their villages (e.g. bank branch closures), this worked very well. In other cases participants
tended to fallback on the imagined needs of a somewhalated and stereotypicafbld persoddwhodi dndét wuse th
internet, had no transport and was resistant to chan@eon which to base their evaluations and recommendations

(although much of this has been recognised and tempered in the analysis).

One type of forum wherethe request to think more widey about the needs of their local communitgid seem to wok
particularly well was in the mline deliberatiors. While the first discussions concentrated on hearing from participants as
individuals the break between meetings enabled participants to talk tdhers in their local areas in advance of treecond
discussion. In mangases theparticipants came back to the forum and spoke about the engieis they had made in their
local area As a result, they were thereforable to contributemore reflective andconsidered views on the wider needs
and priorities of users in their areas

Impact of dialogue and d eliberation

Compared to the focus goups and the online @liberationsthere is a logical assumptioto be made that the additional
time givento in-depth discussions in the structuredialogue would have producel more detailedoutputs which would
provide a better understanding of what really mattets consumersand why. However, given the dual purpose of this
researchevaluativeelements were built intahe processdesignand evaluation frameworkin order to testthe simple
assumptionthaté mor e t /7 me = better resultso

As part of the evaluationparticipants were asked whether they felt they had enough opportunity to express their views
throughout the discussion The results for each forum are compared below.
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Figure3.13 Partici pant response to the statement 61 was give

Focus Group 53% AT7%

On-Line Discussion 22% 72%

0% 25% 50% 75% 100%

W Strongly Disagree Disagree M Neutral MAgree Strongly Agree

Source: All participant evaluation forms (69)

Despite concerns that the online format coulshake it more difficult for participants to engage in conversatigime

evaluationsfrom this group show the highest levels of strong agreement that they had enough opportunity to share their
viewsé The qual ity of the di spantscentrilbuted welbasid were Clearly wassiohagelaboutAl | p
services i n remote rural areas. 0

Although two of the online groups involved only 4 participants (which could account for the high level of agreement
that they had opportunities to express theiliews)the proportional response to the question did nohoticeably varywhen
only theresponses from thdargest group (10 participants) &re considered. This suggests that the method itself, rather
than the number of participants involved, played a pan ensuring people felt able to contributeas quoted earlier in this
r e p @ rek reldxed because of being on the phone / computer at home rather than in a physical grélijpvas also
noted in the evaluations forms that having the opportunity to add typed comments to the discussion meant that
additional points could be made and recorded without having to interrupt others.

Central to the success of any deliberative process is the spaceciatas for peerto-peer dialogue, where participants

|l earn together, gain a greater understanding of each oth
result.In their evaluation forms, all participants were asked to reflecttbe extent their own views changed (or

developed) as a result of listening to others. This generatibeé mostvaried responses in the evaluationsvithin each

forum, and the comparative resultg@re presentedin Figure 3.14

The structured dalogue, where the pincipal design focus waen generating indepth dialogue, shows the highest level of
agreement from participants with this statement (and no disagreement). Given the limited time available forcatits to
interact during the focus groups compared to #hdialogues it is not surprising that these participants expressed lower
degrees of agreement in answer to this questioHowever, it would appearthat working with each other in a deliberative
way, eveninthdocusg oups, di d have dnital iespgnaes tb thetopic.g-e exprhpke dhe provision of
financial and banking services by the Post Office was not an initial priority for many participants, who reasoned that these
services were available elsewhef@nce discussions had revealed thgarticular demands in some rural and remote areas
however,the level of importance given to these servisevas increased.
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Figure3.14 Partici pant response to the statement 6My views ¢

0% 25% 50% 75% 100%

m Strongly Disagree m Disagree m Neutral mAgree m Strongly Agree

Source: Alparticipant evaluation forms (59)

While 50%of participants in the online dliberations agreed that their views changed through listening to others this was
the lowest percentage reported. Despite spending approximately the same amount of time in discossith their peers

as participantdn the focusgroup, these were the only groups that were not asked to perform a negotiated group
deliberation task (e.g. a card ranking or prioritisation exercjs#)e to technical limitationsThis may have contributetb
these groups appedng lessresponsive to the views of otherdt is also possible that the sense of anonymity caused by
not being in the same location meant that people did not actively engage with each other in the same way during the
discussionUnlke the evaluations from the other methods, where one of the things mentioned most was that people
appreciated hearing other perspectives, this did not feature anywhere near as strongly in the comments from the online
groups. One participant made this pointery clearly in their evaluatigrhighlighting that these types of forums do not
necessarily suit all people.

dhere was nothing to be gained from |listening to ot h¢
might be of interest to the survey instigator, they are only of peripheral interest to the other
participants whose own experiences are ofpr amount i nterest to themselywv

Capturing consumer insights

As demonstratedn the section of the report covering the findings frorthis research projectthe seveneventshave

cumulatively provided substantial and detailed evidencetothe CFUair al consumer s@é prioritie
expectations of service from Post Office Ltdurther, the results were broadly consistent across all of the fora, providing a
convincing argument for theeffectivenesf all of the methods.

Each of thefora wasdesignedto take participants on aollective journey, from reporting on their own experiences of
using Post Office services, through considerations of which servicegwgost important to them and their communities,
to thinking about the service standards they expect from the Post Office and how this can be realised through the
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Outreach network. In order to enable participants to contribute in a meaningful way to theésscussions, part ofach fora
was spentproviding participants withrformation about the different Outreach models and clarifying the range of services
Post Office Ltd. provides.

While in each fora there were some techniques used to produce direct outpirom the group (e.ggroup surveysgcard
ranking / prioritisation exercise® r t he i denti fi cat i on)themajprityiofthe evidéneesuseitor 6 g
inform this report has been taken from the notes and recordings made during smatgp and plenary discussions. It is
therefore in the analysis of these outputs that key themes have been identified and consolidated by the research team in
response to the overall research question.

The fora were all able tgrovide a good understandingof the needs and priorities of rural consumers. Looking baak

the evidencefrom each typeof forum it is clear that the focus gups, within a twohour period, were able to produce a

clear prioritisationof the services most valued by rural consumeesn d headl|l i ne points about <co
service provisionincludingcustomer service standards.

In the online fora,while there were initial concerns aboutthe depth of dialoguethat this formatcould deliver participants
were generally vey engaged in the conversationdMany also seemed toparticularly appreciate the opportunity to
contribute to the consultation t h was a &ange for the rural areas to be asked their opiniafsve are too often just

I mposed on by proandasaaesut, seemeddodakatheir rele particularly seriouBlyrther, thevalue of
enabling participants from a range of rural and remote locations to participate (and more importantly, participate in the
same discussion) should not be underestimateUnlike the location specific fora, #se discussions were able to draw
upon a range of examples and experiences from multiple locatipngich means thathe outputs related to service
priorities and the needs of rural consumeeze more legitimatelyrepresentative. This was one of the greatest strengths of
this method.

Figure3.15 Partici pant response to the statement &6There was

Structured Dialogue 44% 56%

0% 25% 50% 75% 100%
H Strongly Disagree m Disagree mNeutral mAgree Strongly Agree
Source. All participant evaluation forms (69)

In two hours, both the online deliberations and focus groups were able to deliver a lot of information capable of
addressing the overall research question. Participants also tended to feel that they had enough time during these
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