
 

 

Summary of The Swedish population's use of postal 
services 2022 – a quantitative survey    

Visits to Postnord's service points – frequency 
91% of the respondents visit one of Postnord's service points at least once a year. Just over a third 
(37%) of the respondents’ state that they visit one of Postnord's service points once a month or every 
other month. 

 

Reasons for visiting Postnord's service points 

Picking up packages or thick letters is the most common reason to visit one of Postnord's service 
points, 96% of the respondents do this. 80% visit service points to buy stamps. Three quarters (77%) 
of the respondents’ state that they visit Postnord's service points to send parcels or thick letters. 

 

Satisfaction - availability and service of the service point  

A clear majority is satisfied with the time it takes to get to the service point, the service point's 
opening hours and queue times. Among those who say they are very or fairly satisfied, the proportion 
is as follows: 
Satisfaction, Time to get to the service point: 80% 
Satisfaction, Opening hours: 85% 
Satisfaction, Queue times: 73% 
 
When it comes to "Time to get to the service point" and "Opening hours", those who most often visit 
Postombud/post office are somewhat more satisfied than other respondents. With regard to "Queue 
times", satisfaction does not correlate with the type of service center most frequently visited. 
 
Half of the respondents (48%) state that they have a service point within a kilometre. Another just 
over a third (36%) state that they have a service point within five kilometres. One in ten (9%) must 
travel ten kilometres or longer to reach a service point. 
 
Satisfaction with the time it takes to get to Postnord's service point correlates with the proximity in 
kilometres to the service point. The further away the respondent lives, the less satisfied they are with 
the time it takes to get to the service point. Proximity in kilometres does not correlate with the other 
two measures of satisfaction. 

 

Number of letters and parcels received 

A clear majority of 82% state that they receive up to five letters in a week. Just over one in ten (13%) 
state that they receive between 6 and ten letters in a week. 

 

Value for money 
The single largest response category in terms of how much money is spent during one year on 
sending letters is, and has also previously been, SEK 51–200. One third (30%) state that they spend 
SEK 51–200 a year on sending letters. This means a steady decrease since 2016. 
 
When it comes to how affordable the respondents feel it is to send letters domestically and abroad, 
the change over the past eight years is dramatic. Since 2014, the proportion who state that it is 
affordable to send letters domestically has fallen by a third (34%) from 88% to 54%. Since 2014, the 
proportion stating that it is affordable to send letters abroad has fallen by a quarter (26%) from 73% 
to 47%. 
 
Whether the respondents think it is affordable or not to send letters domestically as well as abroad 
does not correlate with the amount they spend on sending letters annually. 
 
In terms of how affordable the respondents feel it is to send parcels domestically and abroad, the 
change in the last eight years is not as dramatic as the corresponding change in terms of letters. 
Since 2014, the proportion who state that it is affordable to send packages domestically has fallen by 
5%. Whether the respondents think it is affordable or not to send packages domestically does not 
correlate with the amount they spend on it annually. 



 

 

 
When it comes to sending packages abroad, the proportion who consider it affordable is in principle 
as large today as in 2014. 
 
Whether the respondents think it is affordable or not to send packages abroad correlates with the 
amount they spend on it annually. The more money they spend on it annually, the less affordable they 
think it is. However, the impact that annual expenditure on foreign packages seems to have on the 
experience of value for money is extremely small. 

 

E-commerce  

The trend since 2014 is that more and more people both buy and sell goods online. The proportion 
who has both bought and sold goods during the past year has steadily increased by around 1% each 
time this has been measured. The proportion who has only bought goods during the past year has 
increased from 50% in 2014 to 59% in 2022. 

 

Mail delivery 

Just over half of the respondents (55%) receive their mail in an individually placed mailbox. 95% of 
those who receive their mail in their own mailbox have it placed within 200 meters of their home. 
Almost nine out of ten respondents (86%) are fairly or very satisfied with the location of their mailbox 
or mail drop. Of the 4% who are dissatisfied with the placement, 41% state that they think it is too far 
to the mailbox and 26% that they are worried about their mail getting stolen. 
 
The respondents who are most satisfied are those who receive their mail in an individually placed 
mailbox and mail drop. Thereafter, those with a box in the property. Those with mailbox collection are 
to the least satisfied, and among those who have stated "Other way" on the question of how the mail 
is distributed to them, too few have answered to be able to draw any conclusions. 
 
When it comes to those who receive their mail in an individually placed, those who have the shortest 
distance to the box are most satisfied with the distance. 
 
Only one in ten see an advantage in having a slightly longer distance to their mailbox if it meant that 
they could also receive parcels in it. 
 
The proportion who are very or fairly satisfied with the quality of the delivery of their mail is 70%. This 
is a small increase from 2019's 66%. The proportion of dissatisfied has decreased by eight 
percentage points, which in this case means a reduction of one third. 
 
The respondents who are most satisfied are those who receive their mail in an individually placed 
mailbox and mail drop. Thereafter, those with a box in the property. Those with mailbox collection are 
to the least satisfied, and among those who have stated "Other way" on the question of how the mail 
is distributed to them, too few have answered to be able to draw any conclusions. 
 
In terms of those who receive their mail in an individually placed mailbox, those who have the shortest 
distance to the box are most satisfied with the mail delivery. 
 
Of the respondents who state that they are dissatisfied with the mail delivery, 61% state that it is 
because the mail does not arrive on time and 53% that it is because they receive mail that does not 
belong to them. This result is in line with the 2019 survey. 41% in this year's survey state that their mail 
comes to someone else. The corresponding proportion in 2019 was 29%. 
 
The proportion who states that they have received someone else's mail by mistake at some point in 
the last three months has largely been the same since 2014. 
 
A quarter (25%) state that they are dependent on having their mail distributed five days a week. In the 
surveys in 2014, 2016 and 2019, the corresponding figures were 45%, 41% and 37%. 
 
The need to have their mail distributed five days a week correlates with age to the extent that the 
older the respondents are, the more they state that they are dependent on having their mail 
distributed five days a week. 



 

 

 
92% state that a mail delivery three days a week is enough. 
 
The frequency of the desired mail distribution correlates with the respondents' age to the extent that 
the older the respondents are, the greater the need to receive mail more often. The mean value in 
people 18–34 years is 2 days / week and in people 75 years or older 2.8 days / week. 
 

The location of Postnord's mailboxes and emptying times 

For just under two-thirds (62%), the placement of Postnord's mailboxes is entirely or to a large extent 
suitable for mailing letters or other items. This is a decrease of eight percentage points since 2019. 
 
There is a correlation between satisfaction and how much money the respondent spends each year 
on sending letters. The more money spent on sending letters, the lower the satisfaction with the 
placement of Postnord's mailboxes. However, the difference is small. The average value of 
satisfaction is 0.3 (where Not at all = 1 and Absolutely = 5) higher among those who spend the least 
money compared to those who spend the most money. 
 
Almost half of the respondents (45%) state that Postnord's emptying times suit them to a great 
extent or completely. This means a decrease of 18 percentage points since 2019. The proportion who 
state that the emptying times suit them to a low degree or not at all has increased by eight 
percentage points (from 14% to 22%) since 2019. 
 
There is a correlation between satisfaction and how much money the respondent spends each year 
on sending letters. The more money spent on sending letters, the lower the satisfaction with 
Postnord's emptying times. The average value of satisfaction is 0.6 (where Not at all = 1 and 
Absolutely = 5) higher among those who spend the least money compared to those who spend the 
most money. 


