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U.S. POSTMASTER GENERAL SWORN-IN: Megan Brennan formally assumed the duties of 74th Post-
master General in March at a ceremony in Washington. Pictured left to right: Megan J. Brennan, Postmas-
ter General and Chief Executive Officer USPS; Jeremiah Brennan, Father; Terry Brennan, sister-in-law;
Brian Brennan, brother; Louis J. Giuliano, USPS Board of Governors. Photo by Daniel Afzal/USPS

The Journal’s May Survey

Mailers Hurt By USPS Downsizing;
Network Cuts Slowing Mail
Cutbacks In Call Hours,
Sorting Facilities And
Service Hit Industry

WASHINGTON, DC -- A majority
of business mailers say the
USPS network downsizing is
negatively impacting their mail
operations.

The written survey of two hun-
dred medium and large volume
mailers was conducted in April
by the Journal (see page 2 for
more results).

“Our DSCF was moved from
Asheville, NC to Greenville,
SC,” said Kyle Bartley, Presi-
dent of Reliant Mailing Ser-
vices, “adding significant
transport costs to utilizing the
DSCF discount.”

Greater transport distances
mean greater cost for mailers.

In 2006 the Post had 673 pro-
cessing locations. It wants only
239 by 2016, but cutback plans
were put on hold in 2014 amid
widespread complaints.

In January the Post resumed its
downsizing, targeting 82 facili-
ties to be shuttered by the Fall
2015 mailing season.

The result is slower mail: 31%
of mailers say USPS service has
declined over the last 12 months,
according to the survey.

And not just delivery service.

Mailers are seeing tighter entry
windows with some facilities
only accepting mail several
hours a day or earlier in the day.
Others are seeing call service
cutbacks, with mail being un-
available for pickup until the af-
ternoon.

Still others cite less postal
equipment availability to pro-
cess mail quickly, as fewer pro-
cessing centers remain open.

“We are giving up on getting
our mail sorted and delivered on
the same day because Call
Service is not ready until the af-
ternoon,” said a corporate mail
manager who used to pick up at
9 am. “It’s like they don’t care
anymore.”

And on the outbound side,
mail is taking a day longer seem-
ingly across the board.

“First Class Mail takes a day
longer to reach it destination,”
said Beverly Nickerson, Direc-
tor of Central Services, Wash-
ington College.

Volumes Up
One good piece of news from

the survey: 28% of business
mailers say volumes have in-
creased over the last 12 months
and 56% said they have stayed
the same. Only 17% said there
was a decrease in the last year.

And most handled the in-
creased volumes without in-

creasing staff. Some 67% of
business mailers said staffing re-
mained the same over the last 12
months, with 17% saying it in-
creased and 17% decreased.

That adds even more pressure
to mail operations.

“USPS regulatory and network
changes make running a profit-
able mail services business diffi-
cult,” said Bartley of Reliant
Mailing. He said he is “cau-
tiously optimistic with the im-
provements in mail volume but
concerned with detrimental
USPS changes.”

It is the “soft” costs like soft-
ware and transportation that are
pinching mailers.

One high-volume mailer sees
cost as the biggest chal-
lenge/concern facing the indus-
try. “Cost, both in terms of
postal increases and soft costs of
implementation of changes such
as FSIMB.”

The conundrum: mail is cost-
ing more, but the delivery ser-
vice is getting worse.

The biggest challenge facing
the industry is “slower USPS de-
livery and the ability to maintain
IMB at an inexpensive cost,”
said Bob Spadaro, General Man-
ager, Computershare.

“Mail volume continues to rise
for us so I am very optimistic”
about the future of mail, he said.

AROUND THE INDUSTRY

USPS Revenues Up, Costs Down
The U.S. Postal Service ended the second
quarter of fiscal 2015 with an operating
revenue increase of $223 million, or 1.3 per-
cent, over the same period last year, and a
net loss of $1.5 billion. The increase in operat-
ing revenue was driven by a 14.4 percent
growth in shipping and package volume. The
net loss for the quarter was $1.5 billion com-
pared to a net loss of $1.9 billion for the same
period last year. Excluding retiree health
prefunding expense, the net losses would have
been $44 million and $447 million, respec-
tively, for the quarters ended 2015 and 2014.

Operating expenses declined by $160 mil-
lion from the same quarter last year driven in
part by favorable trends in workers’ compen-
sation expense. Excluding the decline in work-
ers’ compensation expense for the quarter,
operating expenses increased by $156 million,
a reflection of higher compensation costs from
growth in the labor-intensive shipping and
package business, as well as mandated higher
retirement contribution rates.

Shipping Hot, First Class Not
While shipping and package volume and reve-
nue have demonstrated continued growth, vol-
ume and revenue from other products have
declined. First-Class Mail and Standard Mail
volumes declined 2.1 percent and 1.1 percent,
respectively, during the second quarter com-
pared to last year. The USPS also reported:

— Total mail volume of 37.7 billion pieces
declined by 420 million pieces from 38.2 bil-
lion pieces for the same period last year.

— Shipping and Package volume increased
14.4 percent.
— First-Class Mail and Standard Mail volume
declined by 2.1 percent and 1.1 percent.

First-Class Numbers Don’t Add Up
The OIG is asking the USPS why there is such
“widely varying levels of demand” for First
Class Mail depending on geographical loca-
tion. In a report released in April, the OIG
writes: “Between fiscal years 1995 and 2013,
FCM single-piece volume dropped by 61%.
But a close analysis of the decrease reveals
significant variations in this decline by geo-
graphic area. In some areas, for instance, the
percent of volume lost was even greater than
61%, but in other areas, it was almost zero.
Additionally, the rate of decline is slowing or
has stopped even in many of the areas that
have lost the most mail volume, suggesting a
new base level of demand for FCM has been
reached in those regions.”

Security 2015 In Dallas
The Security 2015 Management Program will
be held June 1-2, 2015 at the Dallas-Ft. Worth
Embassy Suites. The program will be held
during MAILCOM Dallas, which will be con-
ducted on those same dates. For more infor-
mation go to www.mailcom.org.

Postal Promotions
Mailers interested in additional discounts
should investigate these approved Postal Ser-
vice promotions:

-- Earned Value Reply Mail Promotion May
– July 2015

-- Advanced and Emerging Technology Pro-
motion May – October 2015

-- Color Transpromo Promotion June – No-
vember 2015
-- Mail Drives Mobile Engagement Promotion
July – December 2015.

MAILCOM Fall Las Vegas
Mark your calendars! The MAILCOM An-
nual Fall Convention is September 28-30,
2015 at the new Tuscany Hotel & Casino in
Las Vegas. For more conference information
go to www.mailcom.org.

Car Becomes Mobile Address
File this under Why Didn’t Anyone Think of
This Sooner?: in May DHL Parcel, Amazon
and Audi will team up to launch a Ger-
many-wide pilot project for a brand new ser-
vice that lets car owners use their cars as
mobile delivery addresses for their parcel
shipments. For the customer, the service is de-
signed to be simple, transparent and easily
manageable at all stages of the process – from
order placement on Amazon, parcel transport
by DHL, to delivery to the trunk of their Audi.

Using a smart phone app, the DHL delivery
agent receives the exact location of the car as
well as access to the vehicle’s trunk. After the
delivery has been made, the car is then locked
automatically and customer notified by email
of the delivery. More on page 8.
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Postage
Increase
May 31
Final PRC Approval Clears
Way For Implementation

WASHINGTON, DC -- After nu-
merous delays, the postage rate
picture just got clearer. Rates go
up for most classes on May 31.

The Postal Regulatory Com-
mission finally approved Stan-
dard, Periodical and Package
rates after sending them back
twice for changes.

A Federal court needs to de-
cide if the 4.3% exigent rate hike
will expire in August, as the
PRC ordered. Another court is
to rule on whether mailers can
be mandated to use Full Service
Intelligent Mail in order to re-
ceive automation discounts.

Rate Hike Review
-- The price of a First-Class

stamp remains at 49 cents but
the additional ounce rate for let-
ters increases from 21 to 22
cents. Postcards will rise to 35
cents.

-- First-Class Presort Letters/
Postcards rise 2.42% and First-
Class Flats go up 2.44%

-- First-Class Parcels will in-
crease 10.18% and FCM Inter-
national rises 2.77%.

-- International Outbound Sin-
gle-Piece First-Class Mail (first
ounce) will increase by 5 cents
to $1.20; Non-machinable Out-
bound Single-Piece First-Class
Mail will increase to $1.42; Out-
bound Postcards to $1.20.

-- Priority Mail International
jumps 5.54% and International
First-Class Packages go up
7.25%.

-- Priority Mail will not see an
increase.

-- Periodicals will see an over-
all increase of 1.97%.

-- Package Services BPM
Flats will rise 0.43; BPM Par-
cels 2.64%; and Media Mail/Li-
brary Mail 2.31%.

Standard Mail
-- Standard Mail Letters go up

1.84%, Flats go up 2.47%, and
Parcels jump 9.80%.

-- Standard Mail High Density
Letters increase 2.03% and High
Density/Saturation Flats and
Parcels go up 1.56%.

-- Standard Mail Carrier Route
increases 1.42% and Every
Door Direct Mail climbs 4.76%.

DRONE COMPANY IN BIDDING TO REPLACE POSTAL VEHICLES
The Workhorse Group is on the short list of possible manufacturers to
replace the USPS delivery fleet. Unlike competitors, though, it offers
something more: a combo delivery vehicle-drone system. Working with
the University of Cincinnati, the Workhorse Group developed a system
whereby an electric delivery truck and drone work in tandem to deliver
packages to houses. Called the “Horsefly”, the drone scans the barcode
of the package, takes off from the delivery vehicle, and uses GPS tech-
nology to drop the package to the resident’s door. The Horsefly docks on
the delivery vehicle — called the Workhorse — where it recharges its
batteries. The Workhorse has a range of 50-100 miles per charge.
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How A Boston Snowstorm Helped
Me Rediscover Why I Love Mail

BY JIM BURNS
Operations Manager,
Materials Management
Massachusetts General

A few years back while at-
tending a conference, I went
to a class presented
by Mark Fallon.
During his class,
Mark was passion-
ate about how
much he loved
mail. At the end, he
challenged the au-
dience to out yell
him on who loved
mail more. Every
job I ever had was
mail-related, so it’s
no stretch to say “I love mail”
too.

However over the previous
5 years, my job at Mass Gen-
eral Hospital evolved to in-
clude the Linen Services
department in addition to Mail
Services. The linen part of my
job was very demanding of
my time and came with

greater responsibilities. Along
the way, I found myself
spending less and less time in
mail services, and the bulk of
my days on linen related tasks.

In November 2014, I was of-
fered the opportu-
nity to give up my
linen responsibili-
ties and take on
our Receiving &
Distribution de-
partment. After
what seemed like
the longest 3 sec-
onds of my life, I
agreed to take on
this new role.

During the win-
ter of 2015, Boston received a
record 110.6 inches of snow
with 64.8” falling in the
month of February. One of
those 2-day snowstorms
dumped almost 3 feet of snow
on the city of Boston, shutting
down public transportation
and a state of emergency was

CONTINUED ON PAGE 10



TRANSACTIONS

Stamps.com Buys Endicia
Stamps.com is buying e-postage
software company Endicia from
Newell Rubbermaid for $215 mil-
lion in cash. This is the third acqui-
sition for Stamps.com in the last 12
months. In 2014 it bought
ShipStation and ShipWorks.

Neopost, Esker Team
On Cloud Solution
Neopost and Esker, a worldwide
leader in document process auto-
mation solutions, have formed a
joint venture to market cloud-based
solutions to small and midsize en-
terprise (SME) clients worldwide,
allowing for mail distribution as
well as the automation of supplier
and customer invoices.

Under this agreement, software as
a service (SaaS) solutions, based on
Esker’s on-demand platform, will
be marketed by the Neopost net-
work under the names and colors of
Neopost’s distribution subsidiaries.

This agreement follows the great
success of the on-demand mail so-
lution pilot, Neotouch, based on
Esker solutions and marketed in
France by Neopost. Neotouch al-
lows more than 500 Neopost
France customers to automate the
delivery of their documents via
mail, fax, email or SMS.

Neopost also announced it has in-
vested $50m to take a majority
stake in the fulfillment software
provider Temando, in a bid to ex-
pand its presence within the
e-commerce sector.

Pitney Bowes Renews
HP Printer Alliance
Pitney Bowes has renewed its alli-
ance with HP in place since 2009.
The collaboration extends the solu-
tions portfolio with products such
as the Pitney Bowes IntelliJet®
Printing System.

Providing integrated delivery
through this alliance removes man-
agement complexity for those busi-
nesses having to juggle multiple
providers, and enables clients to of-
fer precise, accurate and personal-
ised communication to their own
audiences.

“Linking print and mail through
the Pitney Bowes White Paper Fac-
tory delivers real value by creating
impactful communications," said
Lila Snyder, President, Document
Messaging Technologies, Pitney
Bowes. “The Intellijet family of

printing systems, as well as the
Print+ Messenger colour inkjet
system employ HP inkjet hardware
with Pitney Bowes technology to
produce high quality, high impact
communications.”

INTERNATIONAL

Canada Post Profitable
Canada Post reported a $194
million pre-tax profit last year, re-
versing a previous year loss of
$125m loss. The postal provider
cited rate hikes, lower labor costs,
and growth in parcel shipments.

PEOPLE

Cochrane CMSO
PMG Megan Brennan announced
Jim Cochrane, who is the current
Chief Information Officer, will
serve as Acting Chief Marketing
and Sales Officer (CMSO). Randy
Miskanic will serve as Acting Chief
Information Officer (CIO).

Friedman COO
Doxee, a leader in enterprise-class
Customer Communication Man-
agement and Document Output
Production solutions, announced
today that Chief Sales and Mar-
keting Officer Ron Friedman is
now Chief Operating Officer.

TECHNOLOGY

280 Direct Goes
From Manual to Auto
Processing In One Day
280 Direct of Pennsauken, New
Jersey provides, comprehensive
printing, data management, and
mailing services under one roof. It
has been printing and mailing per-
sonalized samples of Voting Ma-
chine Ballots for years, so, it was no
surprise when they were contacted
by a county office to discuss the
mailing of Official Mail-In Ballots.

Mail-In Ballots were designed for
individuals living out of state or
serving overseas. These Ballots al-
low absentee voters, including stu-
dents, travelers, the elderly, and
disabled, to exercise their right to
vote. For others, such ballots afford
the convenience of voting without
leaving the comfort of their homes,
an increasingly popular option.

What was surprising is that that
the majority of these Mail-In Bal-
lots are processed manually by the
local county clerk’s office. This
very complex process requires as-

sembled documents to be merged
with several personalized pieces.
These personalized pieces must
then be visually verified and
matched before delivery to each

voter. The operation was described
this way: “It took all of our staff
several days to do it and we had to
shut down the court house to finish
this process”.

Despite such expenditure of effort
there were still reports that some
Mail-In Ballots were incorrectly
processed.

Automated Personalization,
50% Cut In Operating Cost

280 Direct contacted MJR Vi-
sion, an automation company with
office locations in New Jersey and
North Carolina. MJR Vision helps
companies like 280 Direct turn
their legacy inserter, collator,
book-maker, feeder, printer and
other document finishing equip-
ment into state of the art intelligent
systems for a fraction of what it
would cost to replace their equip-
ment.

Working together, 280 Direct
and MJR Vision developed an al-
gorithm for printing, assembling
and mailing each Mail-In Ballot.
The technology includes multiple
cameras allowing 280 Direct to
select, match, and verify every in-
sert for each personalized enve-
lope. For 280 Direct, MJR Vision
was able to complete the hardware
and software upgrades in only 1
day.

Once installation was complete,
280 Direct was able to run a simula-
tion program testing all of the sys-
tem upgrades… without having to
print a single document.

Operating cost for this application
was reduced by 50%, and it is no
longer necessary to shut down the
court house.
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BÖWE SYSTEC and RISO Launch Print Cooperation
BÖWE SYSTEC and printer manu-
facturer RISO have underscored
their partnership with a cooperation
agreement. As an official RISO re-
seller in the European region,
BÖWE SYSTEC is now offering
RISO’s innovative ComColor 9150
printing solution alongside its Per-
fect Binder as a tailored inline bind-
ing system.

BÖWE SYSTEC is also working
with RISO to implement the White
Paper Factory in the field of insert-
ing and card mailing.

The White Paper Factory offers
cost-effective solutions to satisfy
the associated requirements. In the

field of inserting, RISO and BÖWE
SYSTEC have developed “The
Bridge,” a solution for the imple-
mentation of the White Paper Fac-
tory in the mailroom and office
environment. This special configu-
ration links the RISO ComColor
9150 inkjet printer with BÖWE
SYSTEC’s Vario inserting system.
It allows documents to be printed
on demand, transported onward and
subsequently inserted without any
need for manual intervention.

Small jobs and reprints can also
be processed quickly and easily,
while closed loop processing guar-
antees maximum integrity.
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The Journal’s survey of business mailers found an interesting optimism from executives
and managers, despite problems with service and delivery. That could be because 84% of
them report mail volumes are up or remained the same in the last 12 months. Rick Meredith,
General Manager of Premier Direct Marketing says he is very optimistic about the future of
mail. But “dealing with all the changes taking place at the USPS” is a concern. “Showing our
customers the value of direct mail compared to other media,” Meredith says, is one of the
biggest challenges he faces. One area of change is the Intelligent Mail program. The survey
found a striking 39% of mailers who are Full Service IM do not see a benefit to their operation
or company. Mailers were split on whether to end Saturday delivery of mail. A majority 53%
said the USPS should end it, while 47% said no.

“The Bridge” links a high-quality RISO inkjet printer with BÖWE SYSTEC’s
Vario inserting system thereby implementing the White Paper Factory in the
field of inserting. For related RISO article, see page 13.
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Gallup finds that 41% of Americans still look forward to checking their mailbox
each day. Now the shocker: even people under the age of 30 feel this way. Once
they open the mailbox, their emotions can change quickly. Gallup found 94%
people love getting a letter from someone they know, but 51% did not like receiv-
ing advertising and 44% didn’t like receiving bills. — Gallup, March 27-28, 2015.

LOGISTICS

Major University’s New
Campus Logistics
Management System
SCLogic partnered with a major
university’s Central Receiving De-
partment to provide a state-of-
the-art campus logistics manage-
ment system.

P.O. line item receiving was
seamlessly integrated into Intra En-
terprise, making the university the
first of the nation’s large universi-
ties to combine this feature with a
financial application (ERP).

Accomplishing this put them in a
position to achieve their “three-way

match,” tying together the purchase
order, tracking number, and paid
voucher for all encompassing pur-
chase visibility and accountability.
In addition, the system’s built-in
flexibility and scalability, powerful
Analytics tool, and high level of
customer service, equipped them
with the tools they needed to move
forward with confidence.

Now the Central Receiving De-
partment can use real-time data
from Intra Analytics to track driv-
ers, received piece counts, cross
docked items, and truck delivery
rates with greater visibility. Plus,
they can quickly and easily assign
tasks to employees to optimize per-
formance based on that data.
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NPF 2015 NEWS
New Technology Featured In Anaheim
Here is a look at the some of
the interesting companies
and technology to be dis-
played at the National
Postal Forum in Anaheim
this May:

AccuZIP, Inc.
AccuZIP, Inc., a national

software company based in
Atascadero, CA provides
feature rich solutions to
manage contact data qual-
ity, address hygiene, USPS
presorting and compliance
and mail tracking and re-
porting. Since 1992
AccuZIP, Inc. has created
award-winning, powerful
and robust data quality and
direct mail software. Their
many products and services
are certified by the US
Postal Service at the highest
level. The company is also
an accredited Better Busi-
ness Bureau member with
an A+ rating and is SOC2
Certified.

BCC Software
BCC Software has been

providing extensive data
marketing services and
creating innovative postal
software solutions for over
30 years. Their offerings
focus on helping their cus-
tomers deliver the right
message, at the right time,
to the right audience by
turning data into action-
able information. They re-
main committed to the
industry and are bringing
new solutions to market to
help their customers seize
the opportunity to trans-
form their businesses by
leveraging the value of
data.
Engineering Innovation
Best known for creating

the EZ-Flats Manifesting
System, EII enhanced its
product line to include par-
cel and letter solutions. The
product line quickly
integrates into mailing/ship-
ping production environ-
ments with the EII One
MailRoom concept: multi-
ple mail streams, multiple
mail types, multiple cus-
tomers, one touch.

Obtain your rapid parcel
induction solution and
IMpb solution with the
EZ-Work Desk or the fully
automated EZ-Parcels.
EII’s innovative systems
generate additional revenue
opportunities while offering
a variety of options for
small and large facilities.

Kirk-Rudy
Kirk-Rudy’s products

feature the NEW KR519
Transport Bases and Phoe-
nix 4.25" Wide Inkjet Sys-
tem in-line with a KR545D
Tabber, HP KolorJet 4
Color Printing System,
WaveJet Inkjet systems that

features both UV and
solvent ink printing and
drying/curing. These sys-
tems are complimented by
the versatile HP NetJet,
KR497 Servo Card Tip-on
and the NEW KR219RRSF
Register-Score-Fold base.
Kirk-Rudy features a com-
plete product line that in-
cludes; inkjet, feeders,
transports, conveyors,
inserters, labeling, sorting,
stacking, tip-on, pick-n-
place, folders, bump-turns,
drying, and MatchMate and
XMatch Read/Print/Match/
Verify and Vision Systems.
Mailers are invited to stop
by booth for a discussion of
your applications.

Melissa Data
Qualify mailings for max-

imum discounts and direct
mail savings. Reduce re-
turns, enhance omni-chan-
nel marketing efforts, and
increase ROI. Process
US/Canadian records for
move updates, standardize,
geocode, and dedupe re-
cords. Now offering a free
trial of MAILERS+4 CASS
& PAVE Gold Certified

software with Palletization
for First Class and Standard
Mail. Pick up your copy at
their booth! Discover their
premier Contact Data Qual-
ity Cloud and API products
to verify, correct, complete,
enrich, and geocode Global
contact data and standard-
ize to country-specific
postal address formats.

Append services include
emails, names, phones, de-
mographics and geograph-
ics plus sales leads and
mailing list rentals.

OnTrac
OnTrac International is a

worldwide mail distributor
specializing in efficient
mail preparation for deliv-
ery including, Letter mail,
Direct mail, Publications,
catalog Fulfillment and
Parcels to cover 240 coun-
tries.

Lob.com
Lob provides a print and

mail API that enables com-
panies to send and track
physical mail as easily as
sending email. Businesses
can use Lob to power their
direct mail marketing cam-

paigns and send
transactional postcards,
posters, letters, photos,
checks, and greeting cards
via our API.

These tools allow busi-
nesses to build scalable and
powerful applications for
automated direct mail and
triggered customer commu-
nications. Lob is based in
San Francisco, CA and is
venture backed with over
5000 customers including
Intuit, Lendup, Munchery,
and Ubiquiti Networks.

Peachtree Data
Since 1994, Peachtree

Data has grown to become a
leader in the data processing
sector of the direct market-
ing industry. It specializes in
mailing list cleaning and ap-
pending.

Services include: NCOA-
Link, PCOA, LACS, DSF2,
AEC, Deceased Coding,
Merge/ Purge, Postal
Presort, Telephone Ap-
pending, Demographic Ap-
pending, Email Appending,
List fulfillment, and our new
FAST system for the quick-
est processing turn-around
times.

NFocus
Processing billions of re-

cords per year for many of
the leading direct mail
brands, NFocus provides
data licensing, customer
analysis, postal optimiza-
tion and data marketing
portals. As an advertising
agency manages and posi-
tions your brand, the
NFocus Data Agency man-
ages and positions your
data in both postal and digi-
tal worlds. The process is
simply how do they under-
stand who your customers
are and how do they find
more of them. They do this
through their proprietary
and industry leading tech-
nology via profiling, track-
ing and optimizing.

Pallet Wrapz
Pallet Wrapz has helped

save customers nearly $6.0
million in reduced plastic
stretch film use, trash re-
moval costs, in-transit
product damage, improved
trailer cube utilization
while improving labor pro-
ductivity and impacting
workers compensation
claims.

Pallet Wrapz are an envi-
ronmentally sensitive, reus-
able alternative to plastic
stretch film and corrugated
containers. Pallet Wrapz
use helps companies
achieve their corporate
sustainability goals by
eliminating the root cause
of plastic stretch film and
corrugated waste that is
destined for our nation’s

landfills. Pallet Wrapz are
engineered to comply with
the sustainability objectives
of Reduce-Reuse-Recycle.
“Think around the pallet
with Pallet Wrapz”.

ProShip
ProShip, Inc., a Neopost

company, is a global pro-
vider of enterprise, multi-
carrier shipping and mani-
festing software solutions.
Installed at customer sites
around the world, the
ProShip® Product Suite
has the fastest, most car-
rier-compliant services in
the industry, integrates
seamlessly with host sys-
tems and features a unified
shipping process for mid- to
high-volume small parcel,
LTL and TL shipments.
ProShip is dedicated to pro-
viding exceptional cus-
tomer support, as well as
supply chain and technol-
ogy expertise. ProShip is an
IBM® Advanced Business
Partner, SAP® Certified,
Oracle Partner and
Microsoft® Business Solu-
tions Provider. For more in-
formation, please visit
www.proshipinc.com.

Sensible Technologies
At Sensible Technologies

they offer intelligent insert-
ing solutions with your
business in mind. With a
background in mailing ser-
vices, they have been in
your shoes and know that
success requires singular
focus on what’s important.

Their approach to com-
plex mail equipment, soft-
ware and service starts with
the most important capabil-
ities and strips away every-
thing unnecessary to
provide a system that does
exactly what you need.
Smart equipment and soft-
ware that’s reliable, easy to
use and affordable.

Stamps.com
With over 500,000 cus-

tomers, Stamps.com pro-
vides shipping software and
postage solutions for US
Postal Service customers.

As a strategic USPS
partner since 1999 and a
proven leader in online
mailing and shipping,
Stamps.com has a high
volume shipping platform
designed for professional
shippers like you.

With lower rates, en-
hanced tracking and com-
prehensive delivery
services, Stamps.com pro-
vides the tool and technol-
ogy to seamlessly access
those rates and services
with unprecedented ease,
reliability and speed. Use
Stamps.com to make the
shipping process fast, effi-
cient and reliable.

NPF 2015
Exhibitors

Name Booth #
AccuZIP Inc. .  .  .  .  .  .  .  . 638
AFMS, LLC .  .  .  .  .  .  .  .  . 700
American Catalog Mailers .  . 1
Anchor Software, LLC .  .  . 702
Assoc. for Postal Commerce 2
BCC Software, Inc. .  .  .  .  . 720
Bear River Associates .  .  . 236
BeCode US, Inc. .  .  .  .  .  . 132
Bell and Howell, LLC .  .  .  . 231
Blazar Communications .  . 630
Canadian Mail Network .  .  . 708
Cognex Corporation .  .  .  . 307
DHL eCommerce .  .  .  .  .  . 727
Double Envelope .  .  .  .  .  . 335
EAM-MOSCA Corporation . 721
Electronic Output Solutions . 731
Endicia .  .  .  .  .  .  .  .  .  .  . 213
Engineering Innovation, Inc. 503
Ennis, Inc. .  .  .  .  .  .  .  .  . 725
EnvyPak .  .  .  .  .  .  .  .  .  . 430
Epicomm .  .  .  .  .  .  .  .  .  . 643
Escher Group .  .  .  .  .  .  . 324
EveryDoorDirectMail.com . 320
First Mile .  .  .  .  .  .  .  .  .  . 124
Firstlogic Solutions, LLC .  . 400
FP Mailing Solutions .  .  .  . 531
GrayHair .  .  .  .  .  .  .  .  .  . 104
GrayHair Advisors .  .  .  .  . 100
Hewlett-Packard Company . 115
Husky Envelope Products .  . 737
ID Mail Systems, Inc. .  .  .  . 537
Image Architects .  .  .  .  .  . 337
Infinite Peripherals .  .  .  .  . 318
International Bridge Inc .  .  . 439
International Delivery Solu. . 223
International Mailers’
Advisory Group (IMAG) .  . 3
Kern, Inc. .  .  .  .  .  .  .  .  .  . 133
Kirk-Rudy, Inc. .  .  .  .  .  .  . 230
LBM Systems .  .  .  .  .  .  . 139
Lob.com .  .  .  .  .  .  .  .  .  . 127
Lockheed Martin .  .  .  .  .  . 436
Lorton Data, Inc. .  .  .  .  .  . 326
Magnets 4 Media .  .  .  .  .  . 226
MAIL: The Journal of
Communication Distribution 739
Mailers Haven .  .  .  .  .  .  . 634
Mailing Systems Technology 12
Matrix Label .  .  .  .  .  .  .  . 808
MCS, Inc. .  .  .  .  .  .  .  .  . 301
Melissa Data .  .  .  .  .  .  .  . 536
National Alliance of Standard
Mailers & Logistics .  .  .  .  . 5
Nat’l Assoc. Presort Mailers 6
National Postal Museum .  . 7
Neopost USA .  .  .  .  .  .  .  . 701
NFocus .  .  .  .  .  .  .  .  .  .  . 726
NPI .  .  .  .  .  .  .  .  .  .  .  .  . 713
OCS Checkweighers Inc. .  . 605
Off The Wall Magnetics .  .  . 826
OnTrac .  .  .  .  .  .  .  .  .  .  . 116
Ontrac International Mail .  . 116
OSM Worldwide .  .  .  .  .  . 322
Pallet Wrapz, Inc. .  .  .  .  .  . 309
Parcel Insurance Plan .  .  . 513
Payscan America, Inc. .  .  . 538
Peachtree Data, Inc. .  .  .  . 221
Pitney Bowes .  .  .  .  .  .  .  . 404
Postage One .  .  .  .  .  .  .  . 131
Postal Products Unlimited . 227
Postmatic, Inc. .  .  .  .  .  .  . 61
ProShip .  .  .  .  .  .  .  .  .  . 631
Quad/Graphics .  .  .  .  .  .  . 432
Red Tag News Publications . 8
Response Envelope, Inc. .  . 820
RISO, Inc. .  .  .  .  .  .  .  .  . 633
Salsbury Industries .  .  .  .  . 339
Satori Software Inc. .  .  .  . 201
SCLogic .  .  .  .  .  .  .  .  .  . 219
SensibleTechnologies Inc. . 239
ShipShapes .  .  .  .  .  .  .  . 209
ShipStation .  .  .  .  .  .  .  .  . 333
Shipsurance Insurance .  .  . 126
Siemens Postal .  .  .  .  .  .  . 143
SnailWorks .  .  .  .  .  .  .  .  . 733
SoBran, Inc. .  .  .  .  .  .  .  . 709
Stamps.com .  .  .  .  .  .  .  . 515
Stericycle, Inc. .  .  .  .  .  .  . 636
Strapack, Inc. .  .  .  .  .  .  . 225
Telezygology, Inc. .  .  .  .  . 234
Tension Corporation .  .  .  . 632
Thiele-Streamfeeder .  .  .  . 338
Think Ink, Inc. .  .  .  .  .  .  . 305
ThinkShapes Mail .  .  .  .  . 603
Toshiba International .  .  .  . 31
TransGuardian, Inc. .  .  .  . 200
Tritek Technologies, Inc. .  . 734
U.S. Postal Inspection Ser. . 342
U.S. Small Business Admin.. 11
United Business Mail .  .  .  . 704
United States Postal/PCCAC 10
U-PIC Insurance Services . 308
US Postal Service .  .  .  .  . 313
US Postal Service MTAC .  . 9
USA Images .  .  .  .  .  .  .  . 437
USPS Network: eService .  . 243
USPS Consultation Center . 343
USPS Global Business .  .  . 153
Victory Packaging .  .  .  .  . 521
Vitronic Machine Vision Ltd. 331
Walz Group, LLC .  .  .  .  .  . 500
Whittier Mailing Products . 614
Wilmer .  .  .  .  .  .  .  .  .  .  . 539
Window Book, Inc. .  .  .  .  . 615
WINN Solutions, LLC .  .  .  . 130
Women in Logistics.  .  .  .  . 4
Xante’ Corportion .  .  .  .  .  . 639
Zebra Technologies .  .  .  . 730

Bell and Howell Introduces New Producer
System for Flat and Letter Processing
DURHAM, NC – Bell and Howell has introduced the next
generation of its Producer® series inserter. This unique
high-speed, multi-format system processes up to 25,000 let-
ter mailpieces per hour with the additional capability of in-
serting flats documents. The Producer is now one of the
fastest multipurpose inserters of its type, and reduces the
need for multiple machines dedicated to distinct applica-
tions.

The Producer system’s innovative dynamic drive system
enables additional flats processing capability while provid-
ing an increase in letters speed. The result is quick change-
overs, ease of use for operators, and standardization to
reduce parts and maintenance.

High-volume transactional environments such as finan-
cial services, insurance and healthcare operations can use
the Producer platform to move quickly between jobs and in-
sert/letter sizes, without having to shift work to another ma-
chine. This helps keep machine capacity high, providing
more ROI and reducing capital expenditure requirements.

“It’s never been easier to take on more work with a single
platform,” notes Pete Jones, Business Development Direc-
tor, Inserting Systems Group. “The Producer has always
been a reliable, durable inserting system, but now it has also
become a fast, flexible machine for customers to run almost
any application.”

For additional information visit www.bellhowell.net.

Bell and Howell Producer Series Inserter

Kirk-Rudy, Inc. Innovation through Experience

125 Lorraine Parkway

 Woodstock, GA 30188

770-427-4203
 info@kirkrudy.com www.kirkrudy.com

KR545D TabberKR Phoenix Printer

Take your production to a higher level with our high-speed inkjet printing 

Stop by the Kirk-Rudy booth #230 to learn more about the high-speed Phoenix inkjet print 
system, the latest innovation in DOD variable data inkjet printing along with the tried and proven 
KR545D tabber.  No other mailing systems match the performance, versatility, and ease of use!  

ese are just a few of Kirk-Rudy’s innovative system solutions. 

systems combined with the only tabber that 
will meet all the USPS requirements!
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NPF 2015 NEWS
Melissa Data Offers Free Palletization
Palletization for First-Class
and Standard Mail Helps
Simplify Volume Mailings

RANCHO SANTA MARGARITA, CA –
Melissa Data, a leading provider of
contact data quality and address
management solutions, today an-
nounced the phase one release of
Palletization options for its
MAILERS+4 postal automation
software.

Palletization makes it easier to
store and organize high volumes of
First-Class and Standard Mail, and
is available to new customers free
for one full year.

MAILERS+4 with Palletization
provides flexibility for bulk mail
customers who are constantly chal-
lenged with complex sorting, orga-
nizing and transporting mail in the
most efficient ways possible; the

solution directly addresses the dif-
ficult task of working with multiple
trays or bulky sacks, while mini-

mizing costs for shipping and asso-
ciated labor.

“Palletization in MAILERS+4 of-
fers a real advantage for bulk mail-
ers, capitalizing on the USPS®
option to create a pallet with only
250 pounds of mail. Mailers can
more easily organize their mailing
floors, and more efficiently trans-

port bulk mail between multiple lo-
cations,” said Ken Brashears, Soft-
ware Product Manager, Melissa
Data.

“Whether one or more
Palletization options are imple-
mented, customers will have confi-
dence that mail is optimized for
delivery speed and the lowest post-
age rates.”

The Palletization release in-
cludes First-Class options for auto,
non-auto and non-machine letters,
as well as co-tray flats. Standard
Mail options include ECRRT,
auto, non-auto and non-machine
letters, and both ECRRT and
co-sack flats.

For more details on Palletization
with MAILERS+4, call 1-800-
MELISSA (635-4772) or go to
www.melissadata.com. Visit Me-
lissa Data at the National Postal
Forum Booth #536.

BCC Software Expands
Presence at NPF
20+ Year Consecutive
Commitment Continues
in New Dedicated Booth

ROCHESTER, NY -- BCC Soft-
ware, a leader in postal products
and data marketing services, is
back at the National Postal Forum
– an event they never really left.

After several years
co-exhibiting, BCC Software re-
turns to NPF in 2015 with a new
dedicated booth. This continues
the company’s run of consecu-
tive appearances that stretches
back into the early 1990’s. With a
300 square foot booth and nu-
merous speaking engagements,
BCC Software will be hard to
miss.

“BCC Software has always ex-
hibited a ‘How Can We Help?’
attitude,” said BCC Software
President Chris Lien.

“We believe one of the most ef-
fective ways to actively demon-
strate our dedication is by
meeting with customers face to
face at key events like the Na-
tional Postal Forum,” he said.

“Our customers love talking to
us, and we are thrilled to support
them with our team of USPS®
Certified Mailpiece Design Pro-
fessionals and product experts.
We will have BCC Software in-
dustry experts accessible at booth
720 at the show and, of course,
ready to answer the phone with
live customer support from our
headquarters in Rochester, NY,”
he said.

At The First Shows
When BCC Software first at-

tended NPF, USPS mail classes
had different names,
First-Class™ was the dominant
volume of mail, and certifica-
tions like CASS™ were still in
their early stages. Technology
such as NCOALink® processing
didn’t exist yet and the predeces-
sor to the Intelligent Mail®
barcode, POSTNET™, was still
cutting edge. Over the past three
decades, BCC Software has ac-
tively contributed to shaping in-
dustry standards like Mail.dat®
and Mail. XML, which have im-
proved the industry’s ability to
deliver relevant communications
in an increasingly challenging
environment.

Jim Mann, currently BCC Soft-
ware’s Vice President of Opera-
tions, was on site at the show in
those days in his role as a cus-
tomer support technician.

“I remember the anticipation
building up to NPF and the ex-
citement at the show. It was a
great opportunity to meet cus-
tomers, vendors, and USPS em-
ployees all gathered in great
cities like Washington DC, Las
Vegas, and Orlando, “ he said.

“Being fairly new to the indus-
try and BCC Software, it was eye
opening to meet Marvin Runyon,
the 70th Postmaster General, in
the elevator. Our team feels that
same energy each year at NPF,
and 2015 is no exception.”

This Year
The industry may have

evolved, but BCC Software’s
mission hasn’t changed. Since
the beginning, it has been about
transforming data into actionable
information.

At NPF 2015, that mission con-
tinues as BCC Software helps cli-
ents deliver the most relevant
message at the ideal time to the
right audience. With the increas-
ing complexity of multi-channel
campaigns, the foundation pro-
vided by complete, correct, and
current data is more important
than ever.

At NPF 2015, BCC Software
will use their booth as a platform
to demonstrate the various ways
their customers are combining
their data with products and ser-
vices launched since the last NPF

to achieve these results. For ex-
ample:

* Data Preflight for BCC Mail
Manager inspects data before it is
printed on mail pieces to simplify
the process of ensuring output
quality. This is achieved by gen-
erating samples that look for
anomalies such as truncation,
longest records, tallest records,
and other potential outliers. By
looking at the data after it is pre-
pared but before it is addressed,
customers are able to ensure ev-
erything works before a single
drop of ink hits the paper.

* Origin Confirm for Track N
Trace uses the Full Service Intel-
ligent Mail barcode to provide
the same visibility to incoming
mailings that mailers currently
enjoy for outbound mailings.
Mailing information is combined
with the mailers own data to de-
liver unprecedented insight. This
powers real business decisions
like call center staffing and cash
flow prediction by inspecting re-
turning mail days or weeks be-
fore it arrives.

* Priority Mail support for
BCC Mail Manager was made
available to allow mailers to cap-
ture immediate savings on a class
of mail that has grown in excess
of 15% over the past five years.

* Data Marketing Services at
BCC Software has been ex-
panded in a number of ways.
Many new services, including
rooftop geocoding, demographic
append, and email hygiene have
been added to a suite that already
included standards like change of
address and list suppression ser-
vices. In addition, new packaging
options have been opened up –
including custom service combi-
nations and payment models tai-
lored to meet specific needs.
Finally these new combinations
of services have been available
for access through platforms
ranging from a self-service
website to custom integrations,
and everything in between.

Chris Lien shared his thoughts
on what he’s seen at NPF over the
years that connects the past to the
future. “The mailing industry pi-
oneered best practices in data
quality, which is firmly rooted in
address quality. A complete, cor-
rect, and current address is still
the only way to ensure timely,
predictable, and ultimate deliv-
ery of the mail.”

As he reflects on the place the
mailing industry and NPF have
held in the direct communica-
tions world, Lien continues to
look to the future. “Today we are
leveraging our demonstrated ex-
perience in transforming data
into actionable information by
facilitating Intelligent Mail and
bridging the high-touch of mail
to high-tech communication de-
vices. Predictable and personal-
ized message delivery is
paramount in today’s multi-
channel world. By working with
customers, partners, and other
industry experts at events like
the National Postal Forum,
we’re able to continue develop-
ing solutions that reflect our
commitment to this vision.”

Phoenix Printer
Makes Action Mail
“One Stop Shop”
SAN DIEGO, CA -- Action Mail is a
full-service direct mail marketing
and fulfillment company founded
in 1996 by Ron Lazarus. Action
Mail has outgrown its print and
mail services facility three times
over the last 13 years & in 2008
purchased their own free-standing
building in Escondido.

Action Mail has been a valued
customer of Kirk-Rudy’s dealer,
Mailers Engineering for many
years. Action Mail used another
vendor but over the years realized
the advantage & value of
Kirk-Rudy’s equipment coupled
with the service and support of
Mailers Engineering.

With the USPS’ ever changing re-
quirements to qualify for automa-
tion prices, Action Mail was faced
with finding a printer that would
print the IMB barcode since their
existing technology did not have
that capability.

Standing Out From
Competitors

Mailers Engineering and Ron
Lazarus had a discussion about the
new Kirk-Rudy Phoenix ink jet
printer that would not only give him
the ability to print the IMB barcode,
but could differentiate Action
Mailing from the rest of the general
mail shops in his area.

Due to the growing popularity of
customers wanting to print on more
difficult coated substrates in the
marketplace, Ron agreed that the
Phoenix’s UV printing capabilities
could set him apart from most of the
competition.

“We have many more options
with the KR Phoenix printer than
we did with our array printer,” said
Ron Lazarus. “We are able to print
on any number of substrates, we cut
our production time in half and
were able to generate more revenue
& increase our customer base by of-
fering a One Stop Shop, setting us
apart from our competition."

For more information on
Mailer’s Enginering, call 323-
343-9750.

For more information on
Kirk-Rudy call 770-427-4203 or
visit www.kirkrudy.com.

EI’s New Super Champ
Mail Processing System
LAFAYETTE, IN – Engineering In-
novation Inc. announced today the
release of The Super Champ mail
processing system which features a
mobile ring scanner outfitted with
OCR (optical character recogni-
tion) technology.

The solution enables rapid pro-
cessing for induction of commer-
cial parcels into the Postal system at
the lowest possible rates. The Super
Champ system will be on display at
the National Postal Forum in May.

The USPS rules that came online
in January for commercial parcels
were mandated to improve the
Postal Service’s ability to route and
track packages, but they have cre-
ated difficulties for mailers. Hard-
est hit have been companies that
traditionally used meters for ob-
taining Commercial Base rates for
their Priority Mail. These mailers
are now paying retail rates because
alternatives offered to them are ex-
tremely time consuming and cum-
bersome.

USPS Commercial Parcels are
now required to be IMpb (Intelli-
gent Mail Package Barcode TM)
compliant. That means that pack-
ages now bear an IMpb, but vali-
dated 11-point (Zip+4+2) address
data must also be electronically up-
loaded to Postal One!

The Super Champ enables quick
address validation by harnessing
the power of a mobile ring scanner
that scans the address on the mail
piece. Packages can now be pro-
cessed at rates of 500 pieces per
hour and more. The tabletop mail
manifesting is IMpb compliant
across the range of USPS Commer-
cial Parcels, handling not only all
types of Priority Mail but also First
Class Packages, Bound Printed
Matter, Parcel Select, Parcel Select
Lightweight and Media/ Library
Mail.

For more information, call Engi-
neering Innovation at 800-350-
6450 and ask about The Super
Champ or visit eii-online.com.

MAIL MAGAZINE AND THE OFFICIAL MAIL GUIDE
TOGETHER ON ONE SITE:

www.mailomg.com

Chris Lien

Kirk-Rudy Phoenix Printer

Continuous Forms Processing 
and Mailing Room Equipment.

Spedo’s range of forms handling and finishing
equipment has been designed to meet today’s
most demanding applications.

• Printer Interface
• Slit and Merge
• Forms Cutters
• In-Line Folding
• Output Devices

www.spedo-usa.com
Phone: 410-517-1690

41 Railroad Avenue, Reisterstown, MD 21136
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INTERNATIONAL
Mailing To Another Country vs.
Mailing In Another Country
BY MERRY LAW
President
WorldVu LLC

There are a number of reasons why
you might send mail from another
country: savings on postage, creat-
ing a 'local" appearance, or mailing
from a regional office, among oth-
ers. Differences in mailing to a
country and mailing in a country
must be considered before the mail
pieces are prepared. For both let-
ters and packages, decisions about
the logistical path of the mailing
and the physical preparation of the
materials to be sent are intertwined.

When you mail from one country
into another, you must meet the
postal requirements for interna-
tional mail and you must meet the
requirements for mail preparation
in the country where the mail is en-
tered into the postal system. For
most of us and for most mail when
mailing in our home country, that
means preparing the mail the same
as for domestic mailing but with a
foreign address and perhaps adding
a customs form. Since countries re-
strict some exports and some im-
ports, that needs to be considered.

(In addition to general restrictions
like dangerous goods, the U.S. has
export controls for some technol-
ogy, for example, and restricts trade
with some countries and individu-
als. The USPS International Mail
Manual section 1 and individual
country listings have details on in-
ternational mail requirements.

The U.S. sanction lists are avail-
able at www.treasury.gov/re-
source-center/sanctions/Programs/
Pages/Programs.aspx.)

When mailing in the U.S., I al-
ready know the size requirements
and exact placement of all the items
on the envelope or parcel. Those
standards are not the same in other
countries. The standard sizes of the
envelopes and parcels, the place-
ment of element on the envelope or
parcel, the weight categories for

postage, sorting and labeling re-
quirements and all the other myriad
items associated with a mailing
vary from country to country.

Postal operators in more devel-
oped and larger markets often pub-
lish the standards, including the
placement of the address, return ad-
dress, required bar codes, and other
envelope text, on their web sites. It
can often be found by searching for
"envelope standards". Many postal
operators have created units to en-
courage direct mail marketing.
These units can provide the require-
ments for mailings.

Since the U.S. is unique in its
standards for measurement, size
specifications in other countries are
different from those here. In the
U.S.A. and its current and some for-
mer territories, pounds and ounces
are the standard weights and inches
and feet are the standard measures
of length. Most of the world uses
grams (or grammes) and kilograms
(or kilogrammes) to measure
weight and millimeters (or milli-
metres) and centimeters (or centi-
metres) to measure length. It is not
simply a matter of changing inches
to centimeters and ounces to grams.

Size and Weight
While metric measurements are

used, the postal standards for
weight and dimensions vary by
country. The limits must be
checked carefully since non-stan-
dard items can require payment of a
surcharge. The minimum and max-
imum sizes can be significantly dif-
ferent and weights may be lighter
than expected when one is used to
ounce measurements.

The lowest weight on which post-
age is quoted for individual letters
in a "standard" envelope is up to
one (1) ounce (about 28.35 grams)
in the U.S. In many other countries,
the lowest weight class is up to 20
grams (about 0.71 ounces), al-
though the minimum varies by
country. For example, the lowest
letter postage in Canada is for let-

ters up to 30 grams or slightly more
than one ounce.

The ways in which higher weights
are handled also vary. Some coun-
tries use weight ranges, say 20 –
49.99 grams, 50 – 99.99 grams, and
so on. Others use incremental
units, as in the U.S. with its 1-ounce
increments. The criteria and limita-
tions on length, width and thickness
of envelopes and on package di-
mensions vary by country as well.
Together, the weight and dimen-
sions of the piece will determine the
classes of mail that can be used and
the postage needed in any particular
country.

Some postal operators, such as
Royal Mail, have introduced
Pricing In Proportion (PIP) which
takes the dimensions as well as the
weight into account when calculat-
ing postage cost. Under this sys-
tem, larger items require more
postage as do heavier items, since
both larger and heavier items re-
quire more resources for processing
and delivery.

(See chart top right of commonly
used measurements with their ap-
proximate equivalents.)

Standard envelope sizes and the
minimum and maximum dimen-
sions that are accepted differ, too.
In some countries, the standard
U.S. #10 business envelope would
incur additional postage because it
does not meet the local standard. In
much of the world, the most com-
mon business envelope is desig-
nated DL and is 110 X 220 mm. (4
5/16 X 8 11/16 in.).

The common U.S.A. 8½ x 11
inches letter paper and the equiva-
lent metric A4 paper have approxi-
mately the same surface area, with
the metric size being slightly larger.
Text and graphics that will fit on
one page in either size can normally
be accommodated on one page of
the other. Of course, to accommo-
date the same text and graphics in
an agreeable way, some changes in
layout and font or graphic sizes can

be required for the sake of the ap-
pearance.

Lighter weight paper or a smaller
trim size on paper can sometimes
make a large difference in the cost
of an international mailing. When
making these changes, the require-
ments of the postal operator where
the piece will be mailed must be
considered. Non-standard sizes or
paper weights can incur a postal
processing surcharge. In particular,
the paper weight and dimensions
for post cards must be verified with
the appropriate postal operator.

Envelope size comparison
U.S.A.: #10 - 4? X 9½

inches (105 X 241 mm.) used with
8½ X 11 paper

Europe: DL – 110 X
220 mm. (4 5/16 X 8 11/16 in.), the
most common envelope, used with
ISO* A4 paper

Japan: Chou 3 - 120 X 235 mm.
(4? X 9¼ inches, open on short side)
used with A4 or Kokusai-ban paper

(*ISO is the International Stan-
dards Organization, ANSI is the
U.S.A. standards institute, and JIS
is the Japanese standards institute.)

International Mail 
Distribution Experts

Services
International Priority Airmail (IPA)
International Surface Airlift (ISAL)

Advantages
Nationwide Sales Support and Mail Recovery

Material Processing and USPS Verification
Daily Mail Drops into the USPS ISC

USPS Proof of Posting
Secured Warehousing 
Customized Invoicing

Postal Code Pre-Sorting and Address Hygiene 

Headquarters  
800.628.4868

West Coast Sales 
360.992.1758

Texas Sales 
469.243.5338844-OT-DPost (844.683.7678) 

ontrac.com/directpost ontracinternational.com

Parcel Delivery Service That 
Combines The Speed Of 
OnTrac Ground And The  

Last-Mile Delivery Of The USPS

Why It’s A Win
Gain a competitive advantage  

with faster delivery

Lower cost means profits aren’t  
lost in shipping

More choices for customers

By leveraging our territorial advantage,  
DirectPost saves OnTrac customers money and time.

POSTAL QUALIFIED WHOLESALER
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INTERNATIONAL
Mailing To Another
Country vs. Mailing
In Another Country
CONTINUED FROM PAGE 7

Addressing
The placement of the recipient's

address, the return address, en-
dorsements, indicia, bar codes, and
other text are defined by each coun-
try and it varies somewhat from
country to country. An additional
charge for advertising (or other
non-postal designated) copy on the
outside of the envelope is levied by
some postal operators. Others re-
quire pre-approval of envelope
copy before the items are posted.
Not clearing the copy in advance
may mean the mail will not be ac-
cepted or that it is held until ap-
proval is received. Checking the
specific requirements in advance
can avoid added charges or
non-acceptance by the postal oper-
ator.

Recipient addresses need to meet
local standards. The placement of
the address on a label or envelop
might be slightly different than in
the U.S. The address elements
must also meet the local (their do-
mestic) requirement. Their "nor-
mal" domestic address format may
have more address lines or longer
lines than are stored in the database
of many U.S.-based companies.
Standardized abbreviations can
vary from those specified by the
USPS. The addressing require-

ments can add costs – either from
additional list processing or higher
postage.

The return address should be in
the country where the postage was
paid, since undeliverable mail is re-
turned to that country under inter-
national postal agreements. If you
do not have an office in that coun-
try, your mailing vendor will usu-
ally provide an accommodation
address there. Mail returned to this
address may take considerable time
(6 or more months) to reach your

office. Mail with a return address
in a different country can lead to
unreturned mail or significant

charges for its return. (Restrictions
on mailing from a country where
the mailer does not have a physical

presence have become greater and
are likely to increase in 2016 at the
Universal Postal Union Congress.)

If items are being sent on to other
countries, the country names must
be those specified by the postal op-
erator. For example, in a
French-speaking country, the coun-
try names would need to be in
French. International mailings
from some countries might require
the country name in the local lan-
guage and in English, French, or
another language widely-accepted
internationally. Obviously, the
computer processing to translate or
add or change country names
would have a cost.

There may be postage discounts
available, as there are in the U.S.,
for meeting address quality stan-
dards and pre-sorting specifica-
tions. The specifications are often
as detailed and specific as those of
the USPS. They most often require
that the size and weight of mail
pieces meet local specifications,
which will be in local units of mea-
surement.

Mailing in another country is very
different from mailing to another
country. Although there can be ad-
vantages to mailing elsewhere, re-
search and planning are needed to
make sure the advantages are not
lost through increased costs or un-
expected delays.

(Editor’s Note: Merry Law, presi-
dent of WorldVu LLC, oversees
their publications and worldwide
marketing programs. She is editor
of the authoritative Guide to
Worldwide Postal-Code and Ad-
dress Formats and author of Best
Practices for International Mail-
ings. Merry is a member of the Uni-
versal Postal Union POC
Addressing Work Group and of the
U.S. International Postal and De-
livery Services Federal Advisory
Committee. She can be contacted
at mlaw@worldvu.com.)

OFFICIAL MAIL GUIDE
MAILING LIST SERVICES

CALIFORNIA
MELISSA DATA
22382 Avenida Empresa
Rancho Santa Margarita, CA
92688-2112
Telephone: 800-MELISSA (635-4772)
Fax: 949-589-5211
www.melissadata.com
Contact: Chris Rowe
States Served: National
Services: We offer NCOA and list hy-
giene services including 24/7/365 au-
tomated move update processing
with no minimum charge per file / set
up fees and Canada NCOA - best price
guaranteed.

GEORGIA
PEACHTREE DATA, INC.
2905 Premiere Pkwy, Ste 200
Duluth, GA 30097-5240
Telephone: 678-987-4600
Fax: 678-987-5600
www.peachtreedata.com
Contact: Lynn Miller
States Served: USA, Canada
Services: List & data processing ser-
vices for the direct marketing indus-
try; NCOA Link, PCOA, LACS Link,

DSF, merge/purge, phone append,
postal presort, AEC & more.

NEW YORK
LEON HENRY, INC.
200 North Central Ave,
Ste 220
Hartsdale, NY 10530-1940
Telephone: 914-285-3456
Fax: 914-285-3450
www.leonhenryinc.com
Contact: Gail Henry
States served: U.S & Canada
Services: We place your inserts into
mail order packages, statements,
co-ops, card decks, sample kits, door
to door distributions targeting pro-
spective customers. Mailing list bro-
kerage/management. Insert Media
brokers/managers. Online advertis-
ing. Mailing list brokerage/manage-
ment. Insert Media brokers/
managers. Online advertising.

To be listed in the Official Mail
Guide call Jim Williams at
845-649-3437.

OFFICIAL MAIL GUIDE
MARKETING

SERVICE
PROVIDERS

NEW JERSEY
UNIVERSAL
MAILING SERVICE, INC.
10 New England Ave.
Piscataway, NJ 08854-4101
Telephone: 732-981-9100
Fax: 732-981-8262
www.umsmail.com
Contact: Michael Maroney, Jr.
States Served: All
Services: Presorting, data process-
ing, NCOA, Ink jet addressing, vari-
able data imaging, laser printing,
automatic inserting, drop ship-
ments, mail tracking, literature ful-
fillment, offset printing and more.

NEW YORK
ADVERTISING
DISTRIBUTORS OF AMERICA
200 Trade Zone Dr.
Ronkonkoma, NY 11779
Telephone: 631-231-5700
Fax: 631-434-1063
www.go-ada.com
Email: matt@go-ada.com
Contact: Matthew Michaelis
States Served: All
Services: Full service direct mail
company.

To be listed in the Official Mail
Guide call Jim Williams at
845-649-3437.

OFFICIAL MAIL GUIDE
INTERNATIONAL MAILING SERVICES

ILLINOIS
PLANETPOSTAGE.COM
340 Howard Ave
Des Plaines, IL 60018-1908
Telephone: 847-813-9852
Fax: 847-813-9860
www.planetpostage.com
Contact: Barry Brown
States Served: National
Services: planetpostage.com, a divi-
sion of Zip Mail Services, Inc., pro-
vides daily IPA and ISAL International
Mail Services. We work exclusively
with the USPS as a Qualified Whole-
saler.

WISCONSIN
INTERNATIONAL
DELIVERY SOLUTIONS
7340 S. Howell Ave Ste 5
Oak Creek, WI 53154-2108
Telephone: 414-856-1188
Fax: 414-856-1198
www.idstrac.com
Mschneider@idstrac.com
Contact: Margaret Schneider
States Served: ALL
Services: International and Canadian
mail consolidation for letters, flats, &
parcels. Additional location in Kansas
City, MO, Naples, FL, Buffalo, NY and
Huntington Beach, CA.

OFFICIAL MAIL GUIDE
ENVELOPE SUPPLIERS

NEW YORK
SUPREMEX / BUFFALO ENVELOPE
2914 Walden Ave.
Depew, NY 14043
Telephone: 716-686-0100
Tollfree: 800-822-0100
www.Supremex.com
Email: sales.central@supremex.com
Supremex is one of North America’s
largest manufacturers and marketers
of high-quality stock and custom en-
velopes, pressure-sensitive labels and
innovative fulfillment mailers and
packaging.

WISCONSIN
WESTERN STATES
ENVELOPE & LABEL

P.O. Box 2048
Milwaukee, WI 53201-2048
Telephone: 262-781-5540 /
800-558-0514
Fax: 262-783-0274
Email: customerservice@wsel.com
www.wsel.com
Contact: Brenda Weber
States Served: National
Products: 1600 SKUs in stock. Ma-
chine insertable announcements. En-
velope for digital equipment of all
types. Packaging and fulfillment enve-
lopes. Custom sizes. Print up to 6
color in-line. Your one stop shop for
envelopes.

OFFICIAL MAIL GUIDE
MAIL SERVICE BUREAUS

FLORIDA
AUTOMATED DIRECT MAIL SERVICE
CENTER, INC.
3892 Prospect Ave, Ste. 6
Riviera Beach, FL 33404-3348
Telephone: 561-842-5427
Fax: 561-842-9152
Www.GoDirectMail.com
Contact: Max Houss, president
Email: maxh@autodirectmail.com
States Served: Nationwide Services
Offered: U.S. Postal Service approved
for eCertified MLOCR processing. Se-
cure data transfer full service for
statements. Laser imaging black +
color; Intelligent/personalized folding
to 20 sheets.

UNITED STATEWIDE PRESORT
SERVICE FOR MAIL, INC.
3892 Prospect Ave.
Riviera Beach, FL 33404
Telephone:
Fax: 561-842-9152
www.godirectmail.com
Contact: Max Houss, Pres.
States Served: ALL
Services Offered: U.S. Postal Service
approved for eCertified MLOCR pro-
cessing, secure data tranafer; full ser-
vice to 9 x 12 envelopes including
eCertified, First Class, Standard Mail.

ILLINOIS
ZIP MAIL SERVICES, INC.
340 Howard Ave
Des Plaines, IL 60018-1908
Telephone: 847-813-9852
Fax: 847-813-9860
www.zipmailservices.com
Contact: Barry Brown
States served: IL, IN, WI

Services Offered: We offer a full line of
mailing services including; automated
barcoding and sorting of letters and
flats both domestic and interna-
tional,metering and postage account-
ing.

MASSACHUSETTS
JLS MAILING SERVICES, INC.
672  St.
Brockton, MA 02302-3360
Telephone: 508-313-1000 /
866-JLS-MAIL
Fax: 508-313-1010
www.jlsms.com
email: rparkinson@jlsms.com
Contact: James Clark
States Served: MA, NH, RI
Services: In business since 1920, JLS
is a full service 100,000 sq ft mail pro-
cessing facility and presort bureau.
We provide presort/co-mingling ser-
vices for postage discounting, data
processing, laser personalization, digi-
tal printing, statement processing, ful-
fillment, addressing, folding and
inserting services, metering, mailing
lists, kit assembly and much more...

MICHIGAN
ZIP MAIL SERVICES, INC.
29370 Stephenson Hwy
Madison Heights, MI 48071-2317
Telephone: 248-544-1420
Fax: 248-544-1421
www.zipmailservices.com
Contact: Robert Munoz
States Served: MI, OH
Services Offered: We offer a full line of
mailing services including; automated
barcoding and sorting of letters and
flats both domestic and interna-
tional,metering and postage account-
ing.

MISSOURI
ST. LOUIS PRE-SORT, INC.
5051 Southwest Ave.
Saint Louis, MO 63110-3427
Telephone: 314-771-7678
Fax: 314-771-6554
www.stlouispresort.com
Contact: Jeromy Fritz
States Served: MO, IL
Services: List services, creative, digital
printing, bindery, fulfillment, letter and
flat sorting, parcel sorting, metering,
international mail and special mail ser-
vices.

ZIP MAIL SERVICES, INC.
288 Hanley Industrial Ct
Saint Louis, MO 63144-1508
Telephone: 314-645-5055
Fax: 314-645-2293
www.zipmailservices.com
Contact: Chris Brown
States Served: MO, IL
Services Offered: We offer a full line of
mailing services including; automated
barcoding and sorting of letters and flats
both domestic and international, meter-
ing and postage accounting and high
speed variable laser printing.

VIRGINIA
IMS, INC.
22712 Commerce Center Crt Ste 134
Dulles VA 20166
Telephone: 800-466-4189 , ext. 302
Fax: 703-996-8879
www.immediatemailing.com
Contact: John D. Mashia, Jr.
States Served: US and Canada
Services: First Class and Standard
presorting for letters and flats, electronic
printing and mailing, fulfillment,
lettershop, flat expediting and disaster
recovery.

TO BE LISTED HERE AND IN
THE OFFICIAL MAIL GUIDE

EMAIL:
MAILMAGAZINE@MSN.COM

DHL Parcel, Amazon and Audi have launched a Germany-wide pilot service that will allow car owners to use their cars
as mobile delivery addresses for their parcel shipments. Car trunk delivery has been tested the past several months to
ensure high security standards. The service is designed to be simple, transparent and easily manageable at all stages of
the process – from order placement on Amazon.de, parcel transport by DHL, to delivery to the trunk of their Audi.
Using a specially developed smart phone app, the DHL delivery agent receives the exact location of the car as well as ac-
cess to the vehicle’s trunk. After the deliverymen have placed the item in the trunk and closed its door, the car is then
locked automatically. DHL receives confirmation via the app and the car owner is informed of the delivery via email.

TO BE LISTED HERE AND IN THE
OFFICIAL MAIL GUIDE  EMAIL:
MAILMAGAZINE@MSN.COM

OFFICIAL MAIL GUIDE
MAILING EQUIPMENT DEALERS

CALIFORNIA
MAILERS ENGINEERING
1647 Blake Ave
Los Angeles, CA 90031-1040
Telephone: 323-343-9750 /
877-890-5321
Fax: 323-343-9753
Info@mailersengineering.com
Www.mailers-engineering.com
Contact: Sam Deluca
States Served: CA, AZ, NV
Products: Complete mailing systems,
software, ink jet addressing, tabbing,
labeling, folding, inserters. Sales, ser-
vice, supplies. Representing Kirk-
Rudy, Mailcrafters, Secap, ASMARC,
Profold, Streamfeeder, EAM Mosca,
Straigh Shooter, Datapac. MFSA
Member. AIMED  Member.

NEW YORK
TYPAC, INC.
P.O. Box 425
Baldwinsville, NY 13027-0425
Telephone: 315-638-9431 /
800-356-8964
Fax: 315-638-9433
Email: info@.com
www.typac.net
Contact: Randy Jaeck
States Served: Nationwide
Products: Postage meters, address-
ing machines, folder/inserters, tab-
bing machines, strapping equipment,
stretch film, tabs, ink, etc. In busi-
ness for over 40 years. Aimed Mem-
ber.

OHIO
ADDRESSER BASED SYSTEMS
3325 Harrison Ave
Cincinnati, OH 45211
Telephone: 800-398-5786
Fax: 513-699-0378
www.addresserbasedsystems.com
Contact: Rick Krieger
States Served: U.S.A
Products: Suppliers of mailroom
equipment and supplies, including
new and used inkjets, tabbers,
inserters, camera matching/verifica-
tion equipment, feeders & dryers,
tabs & inkjet cartridges.

OHIO ADDRESSING MACHINE
COMPANY
3040 Prospect Ave E
Cleveland, OH 44115-2610
Telephone: 216-391-3000
Fax 216-391-3820
Email: timl@oamequipment.com
Contact: Tim Leciejewski
www.oamequipment.com
States Served: OH, WI, MI, IN, KY,
WV, PA, NY, IL
Kirk-Rudy equipment, Mosca Strap-
ping Equipment, Mailcrafters
Inserters, Profold Inserters, Accufast
Addressing Equipment.

RHODE ISLAND
MILLENNIUM
MAILING EQUIPMENT, INC.
84 Harris Street
Pawtucket, RI 02861
Telephone: 401-729-1131
Fax: 401-729-1133
www.millennium-mailing.com
Contact: Don Dumont
States Served: Equipment - New Eng-
land, supplies - All
Products: Inkjets, tabbers, folders,
friction feeders, dryers,
folder/inserters, Secap digital postage
meters, vacuum bases. Parts, sales,
service, supplies - New & used. Full
color envelope printer. Meter sup-
plies, tabs, ink, strap, tags. AIMED
Member.

VIRGINIA
ESI CORPORATE
369 Edwin Dr.
Virginia Beach, VA 23462-4522
Telephone: 757-497-8000 /
800-653-6306
Fax: 757-497-2095
Email: jeffrey.weirich@esi.net
www.esi.net
Contact: Jeffrey
States Served: VA, NC All 50 states
for supplies
Products: ESI Offers a full line of
mailing, shipping, and doc handling
solutions from small business to pro-
duction centers. Products: Neopost,
Hasler, Satori, RENA, MBM, OPEX.
AIMED Member.
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Direct Mail: Just One Piece
of the Marketing Puzzle
Leverage The Full Channel
Experience And Track The
Results For DM’s Real Power

BY ERICA CONLEY-KOMOROSKE
Marketing Content Manager
Amsterdam Printing

Oh direct mail, how we need you.
You drive traffic to our website &
our stores. Your powers are undeni-
able.

In fact, direct mail has the highest
rate of success in new customer ac-
quisition at 34% compared with
other marketing channels, Accord-
ing to Target Marketing Magazine.

With that being said, we know di-
rect marketing is not going any-
where and will continue to be an
integral part of the marketing mix
into 2015 and beyond. And chances
are, whether you are a B to B busi-
ness or a B to C business, you are
using some type of Direct Mail in
your marketing.

But print advertising is expensive
and needs to be well thought out.

How can you keep costs down and
revenue up? Here at Amsterdam
Printing, we have been creating di-
rect mail pieces for over 115 years.
Here are some of the things we have
learned:

1. Take advantage of
Postage Savings:

When sending catalogs, postcards
or other mailings make sure that
they are the correct postal sizes to
get the best pricing. If you can,
group together bigger mailings for
additional bulk savings.

2. A/B Testing
Change it up, even the smallest

tweak on your print ad can yield a
BIG return. Re-write you headline,
change your images or add a cus-
tomer testimonial. In one mailing,
we added an infographic to the

backer and we saw a 3% lift in re-
sponse.

Allison Rice, Director of Mar-
keting at Amsterdam Printing says,
“Sometimes we do up to 10 panels
of tests on a single mailing. We eval-

uate the success based on average
order size, and see which one wins.”

3. Create that full channel
experience

So, they got the postcard, letter, or
catalog in the mail. They open it up,
now what? Encourage the prospect
to go online with a link that ties di-
rectly to that mail piece. Whether it
is a custom landing page with that
product or offer or even a banner
that reinforces the message; it is im-
portant to let them know they landed
at the right place. Make the look
consistent between the mail piece
and your landing page, and you will
increase your chance of scoring that
lead or making that sale!

4. Tracking, Tracking,
Tracking

Track your results. We can’t
stress this enough. How are you go-
ing to know where to go, if you
don’t know where you stand? Track
your response rate whether you
measure it in leads or orders. Your
metrics will give you a clear sense
of direction when planning your
next campaign.

5. If it’s not broken…
If it works, keep running it. Run

that campaign until it doesn’t make
money anymore. According to Da-
vid Ogilvy known as ‘The Father of
Advertising’, “Repeat your win-
ners. Scores of great advertise-
ments have been discarded before
they have begun to pay off. Reader-
ship can actually increase with rep-
etition up to five repetitions.”

We know that direct mail is just
one piece of your very large mar-
keting pie. But, with the dollars
spent each year on direct market-
ing, it is so important to really ex-
amine what is working and what
isn’t. So start thinking about that
next campaign!

Erica handles all content needs
from direct mail, social media, blog
posts and everything in between for
Amsterdam Printing. Email her at
ECKomoroske@taylorcorp.com.

DIRECT MAIL TRENDS
A Guide to Lumpy Mail:

Facts and Myths
Dimensional Mailings
Outperform Direct Mail
Formats by 250%

-- From ThreeDogLostics.com
comes this article on the bene-
fits of Lumpy Mail:

L
et’s talk lumpy. Not typi-
cally considered a popular
word to describe much of

anything. From lumpy bodies to
lumpy foods it just doesn’t elicit
a pretty picture. There’s an ex-
ception and that’s Lumpy Mail –
you know the envelope or box
that definitely has something in-
side. Even the most cynical of
consumers will struggle to avoid
opening the package, even if they
aren’t interested in the product;
we just have to see what’s inside.

And that’s why you should
consider giving Lumpy Mail a
whirl for your business or
non-profit organization.

Not convinced? According to
the Online Marketing Institute,
Lumpy Mail or “3D dimensional
mailings”, outperform standard
direct mail formats by 250%, but
only increase the cost per lead by
50%. The response rates climb
even higher when the direct mail
is combined with an email and
phone follow-up. Remember the
most difficult marketing obstacle
these days is to capture their at-
tention – Lumpy Mail busts
through and gets noticed – you
can bet on that.

FACT: Did you Know, Strong
Target Marketing is Required to
Obtain Stellar Results?

The rules for a successful mar-
keting campaign still apply with
Lumpy Mail; performance stats
like 250% aren’t based just on the
packaging. Be vigilant with your
list selection; only offer a pack-
age to those who would be inter-
ested based on targeted behaviors
or prior requests. Create clear
messaging about why this pack-
age is important to the recipient

or can change their lives. Of
course, most importantly, pro-
vide an action step the recipient
can take to engage with your or-
ganization.

MYTH: Did you Think, Your
Company Can’t Afford Lumpy

Mail?
Thought to be way too expen-

sive, many organizations never
consider this powerhouse direct
mail format. The devil is defi-
nitely in the details. Before you
begin consulting with an experi-
enced marketing parcel firm, like
Three Dog Logistics, it is critical
to control campaign cost. They
can make packaging recommen-
dations like size, weight, thick-
ness, materials, and coating to
keep cost low and guarantee your
package won’t be rejected by
USPS automation.

FACT: Did you Know, Lumpy
Mail is Not Just for Samples?

Lumpy Mail can be anything to
grab attention, not just samples.
Let’s say a non-profit wants to
encourage donors to ”grow” a
new program and sends plant
seeds with their request; it’s both
relevant and lumpy. Or a promo-
tion that mails keys to unlock an
in-store treasure chest.

MYTH: Did you Think, Lumpy
Mail isn’t Worth It in the Digital
World?

Let’s go back to the most effec-
tive digital campaigns; solo is ok,
but integrated with direct mail, it
almost always delivers higher re-
sults. A Lumpy Mail campaign
that combines email, direct mail,
and telemarking can consistently
yield a 13% to 15% response rate.

For more information visit
www.threedoglogistics.com.

Encourage the prospect to go online
with a link that ties directly to that

mail piece. Make the look consistent
between the mail piece and your

landing page, and you will increase
your chance of scoring that lead or

making that sale!

Postal Automation Software. Easy. Fast. Affordable.

MAILERS+4®

Improve address quality, increase deliverability,
& achieve lowest postage rates.

Pick Up a Free Trial of MAILERS+4 at the 
2015 National Postal Forum - Melissa Data Booth #536

Try a 14-day FREE TRIAL!

MAILERS+4:
• Palletization Presorts for First-Class™ & 
  Standard Mail®

• Real-Time* U.S. & Canada Move Update
• Integrated Data Enhancements
• Duplicate Management
• CASS™ & PAVE™ Gold Certified

www.MelissaData.com/mailers4
1-800-MELISSA (635-4772)

*Melissa Data receives weekly NCOALink® updates. The following trademarks are owned by the United States Postal Service® CASS; PAVE; NCOALink.

Palletization
– 1 Year Free

for New
Customers

Palletization
– 1 Year Free

for New
Customers
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DATABASE MANAGEMENT
Four Tips For Successful Customer Acquisition
Using Direct Mail As Your Centerpiece
Customer Acquisition Creates A Lifeline
Of Sales That Are Critical To A Company’s
Long-Term Financial Success.
BY CHRIS HAMLIN
Vice President of Enterprise
Marketing
SourceLink

It’s impossible to overestimate the
importance of having an effective
direct marketing customer acquisi-
tion program in place. Here are four
tips to kick your customer acquisi-
tion efforts into overdrive:

Know Thy Customer
A key success factor is to collect

information about your customers
throughout the path to purchase -
when they buy, what they bought,
and why they bought.

Use internal and third-party con-
sumer data to develop profiles of
your best customers that include

demographics, preferences, behav-
iors, and average lifetime value and
use this information to guide your
acquisition strategies.

This insight will then allow you to
develop personas of the customer
look-alikes that you would like to
target.

Another important benefit of
knowing your customers is that
you’re able to understand how and
when they make purchase deci-
sions. Mapping of the customer
journey can help your company to
move customers along the path to
purchase by enabling incentives
and removing barriers in the pur-
chase process. Direct mail is a key
medium to utilize this type of tech-
nology, as the demographic data to

make the most educated targeting is
most robustly available in the form
of mailing lists. Additionally, with
digital print technology, offers can
be tailored down to the micro seg-
ment, enabling the highest possible
conversion rates.

Finally, by combining customer
information with predictive model-
ing you’ll be able to turn a group of
prospects into actual customers.
More specifically, by modeling re-
sponse behaviors such as customer
inquiries and purchases you can use
the power of statistical analysis to
identify those prospects that are
most likely to buy.

Measure Your Programs
As is frequently stated, you can’t

manage and refine a business strat-
egy if you don’t measure it. And
customer acquisition programs are
certainly no exception. To objec-
tively evaluate the success of your
customer acquisition efforts it’s im-
portant to consider two key mea-

sures - average customer lifetime
value (ACLV) and Customer Ac-
quisition Cost (CAC). In its simplest
form, ACLV is the average purchase
amount multiplied by the average
number of purchases that a customer
will make. CAC is the average cost
of acquiring a new customer and is
calculated by dividing the total
amount you spent on acquisition
marketing in a period of time by the
number of new customers you gath-
ered during that same time.

The most effective customer ac-
quisition programs have signifi-
cantly higher average customer
lifetime values than average cus-
tomer acquisition costs. Ideally, the
ACLV/CAC program performance
ratio should be considered in an on-
going way across key customer
groups, channels, and campaigns to
provide insight into what is work-
ing and what is not. Over time,
weigh the costs of your mailing
against these metrics to get a better
sense of your true ROI.

Some additional measures of ac-
quisition programs include total net
number of new customers, ROI of
advertising and marketing efforts,
as well as the total revenue and ini-
tial/first-year profitability of new
customers. Once you’re armed with
these measures you’ll be better pre-
pared to take appropriate action to
optimize your customer acquisition
efforts.
Constantly Experiment and Test

Strategies
I always recommend that compa-

nies experiment and test different
techniques and use what is learned
from those experiences to develop
go-forward strategies. In theory,
testing of different acquisition meth-
ods is very simple. It’s presenting
prospects with different marketing
messages to see which ones produce
the higher response rates.

Different aspects of the message
(e.g. headline or call to action) can
be varied and tested to produce
better and better results. Using this
“Champion and Challenger” pro-
cess you can determine which mes-
sage/approach is better, and
subsequently develop follow-on
tests to further improve the mes-
sage again and again leading to sub-
stantial incremental sales growth.

These methods are particularly
true with the tools of variable-data
printing and selective inserting. Not
only can your marketing message
read differently for every recipient,
based on a sophisticated set of data
parameters.

To take this mentality to the next
level, selective inserting can comple-
ment this technology by adding in-
serts based on prior purchase
behavior or engagement with your
company to increase conversion and
make for more relevant messaging.
Vary and Combine Acquisition

Methods
Diversification is important be-

cause it can reduce risk and produce

greater results then sticking with
just one approach. Leveraging and
combining multiple approaches
will further enable your ongoing ef-
forts to gain new customers.

For example, the combination of
traditional direct mail with social
networking can deliver higher lev-
els of quality traffic for low overall
cost. While direct mail and email
remain significant drivers in new
customer acquisition, social media
has an emerging role. By experi-
menting with location-based mar-
keting strategies, marketers can
zero in on hot zones of customers
who fit their ideal profile. Targeting
ads directly to those networks al-
lows companies to reach the right
customers, at the right time with the
right offers.

Social media can also help create
customer advocates or brand cham-
pions who often do the marketing
for them. A customer who has had a
positive experience may share that
experience via Facebook or an on-
line review site, building the credi-
bility of the brand. Obviously not
all reviews are positive and market-
ers need to have a plan for respond-
ing to or at least tracking negative
feedback. Regardless of the feed-
back, social media cannot be over-
looked in its importance in the
marketing mix.

Integrating social media with
other proven response channels,
such as direct mail has become
much easier with the use of person-
alized landing pages, offer tracking
and digital printing techniques.
This synergy allows recipients to
quickly take advantage of your of-
fer, seamlessly share it with others
enabling you to gather more new
customers, faster and at a substan-
tially reduced cost.

Customer acquisition creates a
lifeline of sales that are critical to a
company’s long-term financial suc-
cess. Try to integrate these tips into
your marketing plans and you will
be destined to win the war on cus-
tomer churn and amp up your ac-
quisition efforts.

(Edior’s Note: Chris Hamlin
serves as Vice President of Enter-
prise Marketing Solutions at
SourceLink. He has more than 20
years of experience in the direct
marketing industry. You can reach
Chris at chamlin@sourcelink.com.)
or connect with him on LinkedIn.)

Addressing Software: More
Functionality Than Ever Before
BY MARK RHEAUME
National Postal Affairs Director
and Partnership Liaison Officer
AccuZIP, Inc.

Every enterprise should already
know about USPS regulations per-
taining to address hygiene. Busi-
nesses allocate resources each year
to conform to these regulations but
should demand more feature rich
and functional tools for their
money. They are available in the
market today from AccuZIP. This
article will provide information on
unique ways to use addressing soft-
ware above and beyond mailing
purposes and a real life instance
where it was highly effective.

Many enterprises seek better visi-
bility, understanding and control
over the delivery of communica-
tions to their customers. This in-
cludes what they deliver to
customers, how it is delivered to
customers, minimizing the likeli-
hood of undeliverable communica-
tions and what steps should happen
when a delivery is unsuccessful.
Recent trends in customer address
management include:

* Achieving postal optimization
and lower communication delivery
costs

* Automating induction of ad-
dress information to update enter-
prise systems of record and resolve
coding issues

* Integrating real time mail pro-
duction data to enhance visibility of
documents across organizational
units

* Tracking mail through the
USPS delivery process and accu-
rately estimate delivery based on
actual USPS facility performance
data

* Using this delivery information
and connecting it with data
throughout business systems in
near real time to enhance communi-
cations (Call centers, Customer
Service and Service Delivery oper-
ations) and provide accurate ROI
data for projects

* Meeting regulatory needs for
addressing while optimizing re-
sources like time, money and labor

What if tools existed that could
deliver information on the key ar-
eas for optimized and synchronized
delivery of your customer commu-
nications? The good news is they
do and AccuZIP has them! This ar-
ticle will provide information about
how postal software can do more
than postal sortation and address
hygiene. While these are important
and vital functions, postal software
today serves a broader enterprise
purpose (Or Should). These tools
are capable of providing services
that help you save “real green dol-
lars”. The postal software industry
is quickly revolutionizing customer
communications. Functions like
duplicate identification, integrated
e-mail functions, customer service
applications, SQL server integra-
tion and point of entry data hygiene
have become common place.

Beyond these functions, there are
technologies available that can fa-
cilitate bidirectional communica-
tion between the mailer and their
intended recipient. Based on “touch
point” triggers set in the data base
messages can be sent via text,
phone call or e-mail to the recipient
to build anticipation of the mail

pieces arrival. This is not a “dream”
and is available today! Geopoint lo-
cation is another feature mailers
should demand. This functionality
allows for variable data mapping on
mail pieces so recipients know ex-
actly how to find the location of the
event from their driveway.

Organizations can save a great
deal of time and money by utilizing
features like “Deceased” and “Va-
cant” processing features of their
software. This feature identifies ad-
dresses that are USPS verified but
should not be mailed as the person
has either passed away (Deceased)
or no one receives mail there any
longer (Vacant). Mailing to these
addresses is an awful waste of re-
sources and your company should
demand a product that can perform
these functions.

The function I became aware of
some years ago is Delivery Point
Validation (DPV). While managing
750 million direct mail pieces annu-
ally for an MSP organization client,
I began getting phone calls from the
USPS imploring me to stop sending
mail to “empty lots”. The economy
had just entered the last recession
and these addresses were “valid” ac-
cording to the USPS. The lots were
approved, streets were named and
the addresses for the homes that
would someday be built were as-
signed. One problem, someday had
not yet arrived and all of the mail we
were sending there was problematic
for the Postal Service. Now it was
our issue. In searching for a resolu-
tion I discovered the effectiveness of
DPV processing. Using my postal
software I was able to discern many
things about the addresses we were
mailing to.

As we began the research, we
were initially pleased to simply
identify which addresses were valid
and which were not. A “Y” as the
FIRST character in the DPV string
meant that the address was con-
firmed and existed. An “N” in the
field indicated that the address
could not be confirmed. There were
other options, but these two fields
left us where we had started and we
first had to convince the client that
this was an issue by quantifying the
problem. In a short amount of time,
we saw the issues affected 3-5% of
their address file.

Remember, this client was pro-
ducing 750 million pieces and their
average cost per piece at that time
was $0.27. Simple math showed
that this issue was costing our client
between $6 and 10 million annu-
ally. This did not even factor in the
cost to our client for purchasing and
postal processing these addresses
for mail that would never get deliv-
ered! This was exciting but we had
to validate further as our client was
skeptical but very interested.

As we dove deeper into the infor-
mation we learned that DPV pro-
cessing returns values for many
fields/positions. They are:

* DPV confirmation Indicator:
Provides information related to the
address elements presented like pri-
mary and secondary when available

* DPV CMRA Indicator: Pro-
vides information related to address
being a Commercial Mail Re-
ceiving Agent (CMRA) which is
still deliverable but is offer still
valid for these recipients

* DPV False Positive Indicator:
False positive records are artifi-
cially manufactured addresses that
reside in a false positive table to
stop people from trying to use the
DPV function to create mailing lists
(which is not allowed)

* Vacant indicator: Validates if
the address was or was not found in
the vacant table

* DSF2 No Stats Indicator: Ad-
dresses identified here are ad-
dresses the USPS does not deliver
to like a building that is under con-
struction, an address where the mail
should deliver to a PO Box or an ad-
dress in a community where all de-
livery is made to a central
location/office

* P.O. Box Street-Style Address
(PBSA) Indicator: Identifies which
street addresses in a database are
actually Post Office Box physical
locations

All of this information is useful
and reputable postal software ven-
dors like AccuZIP are willing and
able to provide you with more in-
formation when you request it.
Each field has various values that
can be returned. Based on the indi-
vidual and cumulative group values
received for our customer’s address
data, we were able to create busi-
ness processes for handling the ad-
dresses to best serve their business
requirements. Automation was the
next step and we looked to our soft-
ware provider to bring this to our
organizations workflow.

In the end, the solution yielded
over $7 million “real green dollars”
to our client that year! This savings
did not include what they saved as
they negotiated new contracts with
their list providers. They also found
value in capturing this information
at the point of entry within their op-
erations which I am sure saved
them another large sum. They were
ecstatic that they had saved the
money but were even more excited
to have processes and automated
tools in place to prevent them from
ever again having to spend money
on these types of addresses.

The exciting news is that if you
become part of a relationship where
you can add value to the communi-
cation chain, you can gain access to
the marketing arm of your custom-
ers. And that is where the pressure
to prove ROI is the greatest. Grow
that relationship, add value and
show how your existing tools can
provide increased functionality,
and the future is yours. In the exam-
ple above, the MSP I worked for in-
vested in technology that provided
great functionality and savings for
our customer.

Today, this is available in vendor
technologies, from vendors like
AccuZIP, and it can resolve issues
before you put ink on paper. These
solutions must be at the core of your
strategy and the solutions are lim-
ited only by imagination. It is a very
exciting time for companies who
are interested in joining the conver-
sation and adopting comprehensive
solutions. Businesses who demand
and invest in these solutions are
uniquely positioned to add tremen-
dous value for their customer part-
ners.

For information on the technolo-
gies and solutions in this article,
visit www.accuzip.com.

How A Boston Snowstorm Helped
Me Rediscover Why I Love Mail

CONTINUED FROM PAGE 1
declared. For the first time in mem-
ory, the USPS abandoned their un-
official motto of “Neither snow, nor
rain, nor heat, nor gloom of night,
stays these couriers from the swift
completion of their appointed
rounds” and did not deliver mail.

However being a Hospital, we are
open 24 hours a day, 7 days a week,
365 days a year. Even during snow-
storms, we encourage our employ-
ees to make every attempt to safely
come to work. So after shoveling
for several hours, and driving on an
empty highway through a heavy
snowstorm, I made it to work.
Typically, in bad storms we have a
skeleton crew stay overnight just to
ensure continuity of our operations.
When I oversaw the linen depart-
ment, I spent many snowstorms
sleeping on a stretcher pad in my
office making certain that we pro-
vided linen to all Hospital staff to
maintain patient care.

Our Receiving operation had ade-
quate coverage so I went over to our
mail center to check on things. The
only other person who made it into
work was my supervisor Amanda
Dunbar. Amanda and I came up
with a plan on how we would run the
mail center for the day with just the
two of us. I would watch our cus-
tomer service desk and Amanda
processed any outgoing mail in case
the USPS picked up later in the day.

As I spent the day talking to cus-
tomers, I found myself answering

them in a nice pleasant voice, and
greeting them warmly. Because not
that many people made it into work,
I had the time to ask them how they
were doing. Later in the day, I went
around to our collection points
around the Hospital to pick up mail.
I had a spring in my step and I was
smiling more, even stopping to help
people with their mail related ques-
tions. I noticed people who had
mail in their hand, introduced my-
self as the mail center manager, and
told them I could take their mail for
them and save them the extra steps.

With this situation, I could have
been angry or annoyed with the fact
that it took me forever to shovel my
car out or that I had a long slow
drive to work because of the road
conditions. Instead I went back to
what I know best - working in a
mail center, interacting with cus-
tomers and processing mail.

Later in the afternoon, when there
were no customers coming in and I
was alone at the desk, I found my-
self smiling and thinking about
Mark’s class when we were all
shouting “I love mail”. So, I just
shouted “I love mail!” Amanda
came down from the room where
she was metering mail and asked if
I was okay. I reassured her that I
hadn’t gone stir crazy from all the
snow, or gone “postal” being alone
in the mail center. I simply con-
veyed how great this day was and
how much fun it was to do what I
love – working in mail.
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THE FUTURE OF MAIL
Thinking About the Internet of Things (Postal)
How will the “Internet of Things” Affect
the Mailing and Shipping industry?
What is the “Internet of Things (IoT)”?
BY KENT SMITH
Research Director
Ursa Major Associates

Some of the concepts and technol-
ogy have been around for a while,
but the field is rapidly evolving and
has a wide variety of definitions.

Working Definition (IoT)
The IoT represents the conver-

gence of advances in miniaturiza-
tion, wireless connectivity,
machine-to-machine communica-
tion, increased data storage and
better battery life, sophisticated au-
tomated data analysis, learning sys-
tems and artificial intelligence,
robotics and rapidly improving sen-
sors that are ubiquitous in objects.

It will create vast streams of data
and new capabilities to autono-
mously analyze and apply data to
operations and processes.

A roadmap for the USPS and the
mailing industry is becoming clear,
focusing on the following issues:

1. What are the major techno-
logical trends?

2. What are the strategic objec-
tives?

3. How will the technology im-
pact postal operations and the in-
dustry?

4. What new opportunities will
be created?

5. What are some of the risks
and challenges ahead?

The Internet of Things is not a
single technology, nor are many of
the applications particularly new. It
is all about convergence, or how
technological trends come together.

The Building Blocks
The Internet remains an open sys-

tem that is very nearly universal
within the United States. New ap-
plications are being developed so
quickly that it is almost impossible
to keep up. Commercial internet
speed in the U.S. is currently below
the standards of many other ad-
vanced nations, but it will increase
beyond what is now commonly
used.

1. The Internet and Mobile
Broadband

The second wave of change is the
expanding mobile broadband
world. The reference here is not just
to the availability of the various
kinds of mobile devices that are
connected to the Internet, but also
to the expanding wireless network
that enables ubiquitous use of the
devices, and the widespread use of
sensors in objects (including mo-
bile devices).

For example, the Federal Com-
munications Commission has
started to discuss opening new
wireless frequencies to create
“super wifi”, with speeds and capa-
bilities far beyond those currently
available to consumers.

This has created a vast new data
environment. Devices no longer are
required to store massive amounts
of data, freeing up user devices for
applications and other uses. It also
creates an open network where
multiple disparate streams of data
can be combined, manipulated, and
analyzed. The nature of Big Data
and the Cloud demands software
that evaluates data and provides rel-
evant analysis almost automati-
cally.

2. Big Data and the Cloud
For years, manufacturers, engi-

neers, utilities and production envi-
ronments have been developing
and implementing machine to ma-
chine communications using spe-
cific protocols and standards. This
applies not only to machines, but to
facilities which house the ma-
chines, the utilities that power them
and other factors which can be
more precisely measured and man-
aged.

Most firms have developed oper-
ational “siloes” within the organi-
zation that are not necessarily
well-connected. These siloes can
now be better connected, leading to
better process identification and
management. Operations can be
more efficient and effective.

3. Machine to Machine Com-
munication

The retail, logistics and delivery
world, usually working with retail-
ers and manufacturers, have been
driving the use of tracking mecha-
nisms for all items in the system.
Next generation tracking may
evolve beyond current RFID and
barcode technologies. A new spe-
cialized application, called the
“Physical Internet” (Pi), promises
to revolutionize materials handling,

transportation, logistics and distri-
bution.

4. Item Identification and
tracking

While much of the focus is on
“Things Talking to Things,” the rel-
evance these new capabilities to
people cannot be underestimated. It
will change the nature of the work-
place and alter the relationships
customers have with the products
and services provided and with the
providers. The “things” in your life
will now become part of your social
network and will engage in com-
munication with you.

5. Social Media
Postal and Industry Strategies for

Evaluating Technological Trends
The magic of the Internet of

Things is that it is a “Rubik’s Cube”
where the basic building blocks can
be mixed and matched in a number
of ways to provide multiple solu-
tions to different problems. The de-
mocratization of the web and the
prevalence of mobile devices has
set the stage for this next step in de-
velopment, one that offers signifi-
cant opportunities for the Postal
Service, the mailing community,
and their customers.
Postal Strategy and the Internet

of Postal Things
The wide variety of potential ap-

plications leads to a need for filters
to determine which are most impor-
tant to the market. Some postal sys-
tems are adapting to the challenge
with variations on three basic strat-
egies.

Strategy 1. Defending the Core
Business through Efficiency
Gains

The key USPS strategy has been
to reduce costs. It has been reason-
ably successful without adversely
affecting service performance.
Some stakeholders are concerned
that further cost reductions will be-
gin to adversely affect customers
and future revenue opportunities.

The first strategic application of
the IoT will likely be to provide
tools for improving productivity
and service.

While some categories of letter
mail and other types of mail are de-
clining in volume, it should be
noted, that the mail business is still
very large and may offer many op-
portunities for continued revenue
growth if managed effectively. The
Postal Service is also well posi-
tioned to benefit from the growth in
packages resulting from
e-Commerce.

Strategy 2: Creating a More
Collaborative, Innovative and
Effective Industry Ecosystem

The Postal Service is more than
just a delivery channel for a set of
traditional physical objects. It is a
platform for business growth, creat-
ing opportunities for its partners to
provide a supply chain that readily
adds value for customers – both
senders and receivers.

The next step will be unlikely
without building a more open, col-
laborative working relationship
throughout the industry value
chain.

The Postal Service has been rea-
sonably effective in finding ways to
partner with industry through dis-
counts, work sharing, contracting
out and other approaches. But few
would say that it is easy to work
with the Postal Service or that the
industry as a whole was supportive
of disruptive innovation.

The Postal Service and the indus-
try have been struggling, but mak-
ing progress. The USPS “Seamless
Acceptance” and “Total Visibility”
initiatives provide a foundation for
a much more effective value chain
– one that is more responsive to
customer needs and more competi-
tive in the digital age.

Strategy 3. Generating New
Revenue by Introducing Profit-
able New Products and Services

The objective of all business strat-
egies is to generate profits, subject
to certain social and legal con-
straints. Profits can be created
through increased efficiency and
through greater collaboration
throughout the supply chain.

But this is rarely enough. Firms
must be able to develop and intro-
duce new products and services,
keep up with customer demands,
and compete successfully in rapidly
changing markets.

The longer-term impact will be
the creation of new capabilities to
provide value-added services and
profitable new products.

Different global studies have de-
scribed the U.S. Postal Service as a
laggard when it comes to diversifi-
cation, new product development,
and effective market entry. The
USPS has specific regulatory and
legislative restrictions, of course,
but that is not necessarily the only
problem. The Postal Service has
never really had to do these kinds of
things as if its corporate life de-
pends on it. Now it does.

Application of the Internet of
Things to Postal and Industry

Operations
It is an oversimplification, but the

industry and the postal service can
be summarized by four basic opera-
tions. All have to be managed to-

gether to create a trusted channel
and effective tool for businesses
and consumers.
The Digital Front-End of Mail
The mailing industry is currently

highly fragmented and many of the
industry segments is protective of
its way of doing business.

Its operations are complex to
many potential business mailers
(despite successive improvements
over recent years, the USPS Do-
mestic Mail Manual is still a docu-
ment with significant challenges
for non-specialists – and so are the
requirements imposed by graphic
artists and mail designers, printers,
address management firms, and
many others).

One day, any business person will
be able to go to their preferred
Internet access device, call up an
application, examine options and
advice, and, in a swift series of
clicks, design a compelling and
well-targeted mailing that can in-
corporate the latest technological
trends (Augmented Reality or its
successors), link with other chan-
nels (e-Mail, social media).

They will receive automatic ac-
knowledgement of the order, be
able to track its progress through
development, printing and accep-
tance and delivery, immediate feed-
back from respondents, and will
have analysis of the effectiveness
of the results available within days
of placing the order.

Materials Handling, Logistics,
and Distribution

Not too long ago, the Postal Ser-
vice was a “black hole.” It was rea-
sonably reliable and consistent, if
you had enough experience to
know how to prepare and enter your
mailings, but information on actual
performance through the system
was limited. Nor was information

on the real cost of mailing
available.

The Postal Service and some of
its more sophisticated partners are
becoming information power-
houses, with a store of operational
and market information previously
unimaginable. “Total Visibility”
will lead to significant improve-
ments in service performance and
in efficiency. Costs will be more at-
tributable, giving the Postal Ser-
vice and its partners much more
flexibility in designing rates. Ma-
chines will monitor and repair
themselves (or at least order rele-
vant parts and alert technicians to
upcoming problems). Buildings
and facilities will be optimized for

sustainable operations. Managers
will have real-time data and predic-
tive analysis available to adjust
staffing, supervisors will know
where employees are and what they
are doing at all times, and employ-
ees will have tools to manage their
own workload and performance,
including customer contact.

Delivery
Delivery has been one of the most

stable of all postal functions for de-
cades. Someone delivered a mail
piece or a package to a defined lo-
cation. There have been advance-
ments in the kind of vehicles used,
in the design and management of
routes, and some movement away
from delivery to the door. The
Internet of Things promises a mark-
edly different future.

We are already seeing rapid ad-
vances in “smart” vehicles focused
on fuel efficiency and safety. As
these vehicles are loaded, they may
communicate with the mail con-
tainers and the mail or packages
themselves to ensure that all items
are where they should be. Mail and
packages can be dynamically
re-directed. Routes can be instantly
adjusted by workload or traffic con-
ditions. Mailers and customers will
know when their mail is scheduled
for delivery and when it is deliv-
ered.

Customer Experience and
Relationship Management

Consumers have been relatively
passive participants in the mailing
industry process. They received
what mailers thought they wanted.
Consumers will have much more
control over what they receive,
where they receive it, and when
they receive it. They will continue
to share information that will en-
able companies to target them more
effectively, but they will be more

selective. Companies will have
much more information available
to make content more relevant, and
will be able to link multiple infor-
mation streams and different chan-
nels to reach and service their
customers.

“SendMeStuff.com” will become
a reality, as businesses and custom-
ers develop a real-time feedback
loop that enables prompt, respon-
sive and relevant communications.
Volume will be less important than
the value of the content, changing
the long-held dynamics and busi-
ness models of the industry. Busi-
nesses and customers will develop
more informed and trusted relation-
ships.

Postal Markets and
Opportunities

The Postal Service currently pro-
vides services in five major mar-
kets, each of which have different
characteristics and requirements.
There is some overlap in the mar-
kets (for example, some bills and
statements are also used to
strengthen relationships with cus-
tomers) and some postal products
and services are used in multiple
markets (for example, advertising
in First-Class Mail).

But while the Postal Service uses
a common operating system to pro-
vide economies of scale and scope,
it is important to note that the utility
or commodity approach to mail will
be less relevant in an age of special-
ization and customization. It is also
important to note that while tradi-
tional mail volumes in each market
may be declining, the markets
served by the Postal Service and the
mailing industry are robust and
growing.

What are the Implications for
the Mailing Industry?

Some of this will happen
incrementally within postal or in-
dustry siloes, and individual firms
may benefit, especially those who
adopt the new technology. Over
time, the entire ecosystem will ben-
efit, but those who have not ad-
justed will fall further behind.
Different applications will be cre-
ated in each of the markets served
by the Postal Service and the indus-
try.

Some firms who are able to lever-
age a range of these new capabili-
ties will find new opportunities for
profitable growth. Issues of privacy
and security will also have to be ad-
dressed carefully, and this is one of
the areas where the trusted status of
the Postal Service may be a benefit
to the industry.

(Editor’s Note: Kent Smith is Re-
search Director, Ursa Major Asso-
ciates. He worked for the U.S.
Postal Service for 38 years, with as-
signments as a manager in Market
Research and in Strategic
Planning. His work has included
presentations before the Universal
Postal Union and the International
Postal Corporation. He led a
multi-year, multi-client study with
the Institute for the Future on “The
Future of Global Mail” and cur-
rently supports the efforts of
PostalVision 2020 to explore the
evolution of the postal, mailing,
and shipping industry ecosystem.)
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Managing, Developing, And
Recruiting Your Teams
Your Success As A
Manager Is Measured By
The Success Of Your Teams

BY JAMES P. MULLAN,
CMDSM, EMCM, MDP, MDC,
CSSGB
JPM Consultants

A team is two or more people
working together to achieve a
common goal.

Teams offer an easy way to tap
the knowledge and talents of all
employees to solve many of your
companies problems. A team
draws together employees from
all different functions and levels
of your organization to help find
the best way to attack a specific is-
sue. Many organizations have
found that they can no longer rely
just on management to guide
work processes and company
goals.

Companies need to involve em-
ployees who are much closer to
the daily problems and the com-
panies customers. When employ-
ees gain more authority from top
management, they tend to be more
responsive to the customers’
needs and to resolve problems at
the lowest possible level in the or-
ganization.

Managers understand the value
of empowering their workers. Not
only are customers better served
when workers have the responsi-
bility to address their immediate
needs and frees up managers to
pursue other important tasks that
only they can do. Teams not only
have the potential to make better
decisions, but they can also make
faster decisions. Because team
members are closest to the prob-
lems and to one another, they can
skip unnecessary communication
channels. The first important item
that you need to consider when
setting up a team is what kind of
team to create. All teams need
managerial support to operate
successfully in the business envi-
ronment.

There are basically 3 types of
teams that exist today: Formal, In-
formal, and Self-Managed.

Formal
Is usually put together by the

management team and are asked
to achieve specific goals.

Task forces: These teams are as-
sembled on a temporary basis to
address specific problems or is-
sues.

Committees: These long-term
or permanent teams are created to
perform an ongoing, specific or-
ganizational task.

Command: These teams consist
of a manager or supervisor and all
the employees who report directly
to that person.

Informal
These are usually teams that

come together through casual as-
sociations of employees that
spontaneously seem to develop
within a companies structure.
They have no specific tasks as-
signed by management therefore
and are important to companies
due to the following reasons:

They provide a way for employ-
ees to get information outside of
formal, management communica-
tions channels.

They also formal teams provide
a safe outlet for employees to let
off steam about issues that con-
cern them and to find solutions to
problems by discussing them with
employees from other parts of the
organization that are unimpeded
by the walls of the formal organi-
zation.

Self-Managed
Combine the attributes of both

formal and informal teams.
They are made up of people

from different parts of the organi-
zation.

They are small
They manage themselves
Empowered to act
And most importantly they are

multifunctional
Self-managing teams usually

rise to the challenge and make
major contributions to the success
of their organizations.

So Why Develop Your
Employees?

I am sure there are many excel-
lent reasons for assisting your em-
ployees to develop and improve
themselves. I feel the number one
reason is that they’ll perform
much more effectively in their
present positions. Today, devel-
opment boils down to one impor-

tant point, you, their manager, can
provide them with unique
on-the-job learning opportunities
and assignments, mentoring, and
team participation.

Some people confuse training
with development. Training usu-
ally refers to teaching workers the
short-term skills they need to
know right now to do their jobs.
Development usually refers to
teaching employees the kinds of
long-term skills they’ll need in the
future as they progress in their ca-
reers.

Developing your employees is a
excellent idea, the following list
provides just a few reasons why
you should:

-- Employees who work smarter
are better employees.

-- Someone has to be prepared to
step into your shoes.

-- Your employees win, and so
does your organization.

-- Your employees are worth

your time and money.
-- The challenge stimulates your

employees.
-- Have you ever wondered why

your employees continue to mess
up assignments that you know
they can perform?

Employee Development
The managers and employees’

role is to identify areas where de-
velopment can help make them
better and more productive work-
ers and then to relay this informa-
tion to their managers.

Strengths and Weaknesses
Have a frank discussion regard-

ing their strengths and weak-
nesses. Your main goal here is to
identify areas the employee can
leverage. Focus most of your de-
velopment efforts and dollars on
these opportunities.

Assess
The next step in the em-

ployee-development process is to
determine the current state of your
employee’s skills and talents. As-
sessing your employees provides
you with a guide for your devel-
opment efforts.

Career Development Plans
A career development plan is an

agreement between you and your
employee that spells out exactly
what formal support they will re-
ceive to develop their skills and
when they will receive it.

Provide the support that you
agreed to provide.

Key Elements
Employee Responsibilities:

Career development is the joint
responsibility of an employee and
his manager. A business can and
does pay for training and develop-
ment opportunities, but so can
employees. A good career devel-
opment plan should include what
the employee is doing on her own
time.

Date of Completion: Plans are
no good without a way to sched-
ule the milestones of goal accom-
plishment and progress. Each
learning goal must have a corre-
sponding date of completion.

Measuring Goals: You must
have a way to measure its comple-
tion. make sure that the standards
you use to measure the comple-
tion of a learning goal are clear
and attainable and that both you
and your employees are in full
agreement with them.

Specific Goals: When you meet
with an employee to discuss de-
velopment plans, you identify
specific learning goals. And don’t
forget, every employee in your or-
ganization can benefit from hav-
ing learning goals.

Resources: After you identify
your employee’s learning objec-
tives, you have to decide how he
will reach them. Development re-

sources include a wide variety of
opportunities that support the de-
velopment of your employees.

Here are some suggestions re-
garding the development of em-
ployees:

1. Give employees opportunities
to learn and grow.

2. Be a mentor to an employee.
3. Let an employee fill in for you

in staff meetings.
4. Assign an employee to a

team.
5. Allow employees to pursue

and develop any idea they have.
6. Provide employees with a

choice of assignments.
7. Send an employee to a semi-

nar on a new topic.
8. Bring an employee with you

when you call on customers.
9. Introduce an employee to top

managers in your organization
and arrange to have her perform
special assignments for them.

10. Allow an employee to

shadow you during your workday.
Tips for Recruiting Good Peo-

ple
As everyone know your people

are the heart of your business. The
better the people you hire, the
better business you have. The
negative impacts of hiring the
wrong candidate can reverberate
both inside and outside an organi-
zation for years. The time spent up
front to find the best candidates
will help you avoid the countless
hours of trying to straighten out a
problem employee at a later date
and time.

The interview process an impor-
tant step selecting the best candi-
dates for your jobs, but you won’t
have anyone to interview if you
don’t have a good system in place
for finding good candidates.

So where can you find the best
candidates for your jobs?

Here are some suggestions be-
low:

Internal candidates: the first
place to look for candidates is
within the organization. If you do
your job training and developing
employees, you probably have
plenty of candidates to consider
for your job openings.

Personal referrals: Whether
from co-workers, professional
colleagues, friends, relatives, or
neighbors, you can often find
great candidates through referrals.

Temporary Agencies: Hiring
temps, or temporary employees,
has become routine for many
companies. When you simply
have to fill a critical position for a
short period of time, temporary
agencies are the way to go!

Professional Associations:
Most professions have their ac-
companying associations that
look out for their interests.
Whether you’re in the Mail Indus-
try (and belong to MSMA or
PCC) or records management in-
dustry (and belong to ARMA and
/ or AIIM), you can likely find an
affiliated association for whatever
you do for a living.

Employment Agencies: If you
prefer to have someone else take
care of recruiting and screening
your applicants employment
agencies are a good place to start.

Social Media
LinkedIn: LinkedIn is specifi-

cally designed to help job seekers
network with one another to find
new job opportunities.

Twitter: as a real-time platform
for getting out information to any-
one interested in getting it.

Company Web Sites: your com-
pany Web site. In addition you
should also consider setting up
company blogs.

(Editor’s Note: You can reach
Jim at jmullan1951@gmail.com.)

LEADERSHIP
Professionals Honored, Earn
MCOM at MAILCOM Atlanta

ATLANTA, GA -- Eleven of the industry’s top professionals were honored
at the annual MAILCOM, with eight of them achieving MCOM certifica-
tion. The convention highlighted their accomplishments at the Leadership
Luncheon at the Hilton Atlanta in March. Recognized were:

Cesar Davila, Mail Services Supervi-
sor, Munich Reinsurance America,
Inc., Princeton, NJ

Dennis Gundry, Data Manager,
Mediant Communications, Inc.,
Wayne, NJ

Eliska Goins, Senior Program Man-
ager, ServiceSource, Inc., Oakton,
VA

Benjamin Cala, Operations
Manager, Hearst Corporation, New
York, NY

Janice Lewis, Supervisor Opera-
tions, Boys & Girls Clubs of Amer-
ica, Atlanta, GA

Waverly Coleman, Supervisor Dis-
tribution Services, University of
Pennsylvania, Philadelphia, PA

Patrice Dash, Mail Room Manager,
Department of Homeland Secu-
rity/FEMA, Atlanta, GA

Washington Metro Chapter President Jim Barlow is joined with chapter
board members to receive the MSMA Chapter of the Year Award.

Joe Incognito, President, Creative Management Services (center), was awarded
the Lifetime Achievement Award for his contributions to the industry.

Darlene C. Handy, CMDSM, MDA, Director, Intake Operations & Claims,
Universal American, Houston, TX was named Manager of the Year.

MSMA DISTINGUISHED SERVICE
AWARD recipient Connie Compton,
Manager, Distribution Center, West-
ern and Southern Financial Group

Jim Mullan (center) receiving a PCC Leadership Innovation Award in Au-
gust from Postmaster General Donahoe.
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PRINT + MAIL
Riso’s New Option For
Printing Color On Paper
FROM THE BELL & HOWELL
WHITE PAPER ON
COMMUNICATION COLOR

We live in a world full of color.
Research clearly indicates that

color has tremendous power to add
impact to communications, boost-
ing recall and influencing opinion.
Studies done by Pantone, Inc. and
the internationally recognized
Pantone Color Institute indicate
that “consumers are up to 78%
more likely to remember a word or
phrase printed in color than in black
and white...”

And according to the Institute for
Color Research, up to 90 percent of
subconscious judgments about a
person, environment, or item are
based on color alone.

Given these statistics, there is lit-
tle wonder that, within the domain
of copiers and printers, full-color
technologies offer significant op-
portunities for growth. Currently,
there are 40,000 full-color hard-
ware placements and 20 billion
copies being generated annually ac-
cording to CAP Ventures, and these
numbers are expected to grow.

However, the full-color playing
field has become crowded with a
proliferation of players, prices, and
products. This array of choices can
make the decision on choosing the
most appropriate full-color technol-
ogy a challenging assignment.

Segments within Full Color
At present, there are three major

segments for full-color output: Pro-
duction Color, Graphics Color, and
Business Color.

Each sector offers a very different
set of features and benefits, and sat-
isfies specific criteria in terms of
output quality, speed, and cost. Un-
til now, none of the available tech-
nologies delivered top performance
in all three categories. As a result,
all of these considerations had to be
prioritized as part of the purchase

decision, forcing the customer into
making a compromise.

Most manufacturers agree that the
distinction between these different
segments is becoming less clear with
the emergence of new technologies.
There is also consensus that Graphics
and Business Color are the two seg-
ments showing the most growth.

Generally speaking, the speed of
the output devices ranges from 5 to
200 pages per minute. Often, speed
is measured by the output – velocity
for printing letter-size paper with
landscape orientation. When dif-
ferent sizes, qualities, and orienta-
tions of paper are utilized, the print
speeds vary widely.

The second differentiating factor
is cost. This category is broken
down into two major areas: operat-
ing cost and acquisition cost. Oper-
ating costs can vary widely and are
difficult to measure on a consistent
basis. Acquisition cost is the total
of all fees required to purchase the
hardware; it varies widely accord-
ing to manufacturer.

Production Color
This is the high end of color out-

put, offering the greatest speed and
the optimum quality. Devices used
to generate production color are
usually press-based technologies or
large high-volume electrostatic
technologies. This market segment
has been experiencing a decline in
new machine sales and an over-
abundance of used offset equip-
ment in the past three years.

While there are numerous applica-
tions for the speed of full-color pro-
duction color devices, cost remains
a major obstacle -- from $100,000 to
$3 million+. When this price point is
combined with fees, the end-result is
a limited number of unit placements
in the US market.

Graphics Color
Graphics Color fits the need for

high-quality prints without large
production demands; it is defined by

high-quality output and low produc-
tion speed ranging from 4-50 copies
per minute. This segment has expe-
rienced modest growth for the past
three years. This category is also
one of the most crowded with op-
tions; every major manufacturer of
copier- and printer-based technolo-
gies offers a product in this category.

Once considered appropriate for
only the big budget companies,
Graphics Color technology has
now found a home in many
non-profit organizations, govern-
ment agencies, and small busi-
nesses. One of the major reasons
for this development is the ac-
knowledgment that color plays a
tremendous role in increasing the
impact of printed documents.

Business Color
Business Color is growing the

fastest of all three traditional
full-color segments. In fact, with
advances in traditional copier and
printer technology, Business Color
is poised to take over black and
white output in many segments of
many product lines. All the large
copier manufacturers are selling a
device that will print in black and
white for one price, and in full color
for another.

The quality of these prints is suf-
ficient for the large majority of the
everyday color demands of many
customers. However, the sharpness
and quality of Business Color is in
the low end of the full-color market.
This means that Business Color is
not the best choice for reproducing
high-quality photographs, fine text,
or images.

Currently, the fastest output de-
vice in this segment produces 60
pages per minute. While the output
quality approaches that of Graphics
Color, the speed is hardly in line
with the 100+ cpm characteristic of
many Production Color devices.

The main attraction of Business
Color is that it adds more flair to

documents without dramatically in-
creasing cost. If the customer’s
need is for low cost, while produc-
tion speed and quality are not a con-
cern, then Business Color is
probably a satisfactory choice.

Communication Color
While the three traditional seg-

ments cover a wide range of tech-
nologies and satisfy a number of
needs for full color, they represent
just the tip of the iceberg in terms of
the opportunity for full color. The
largest part of the market for full-
color technology lies beneath the
surface, enormous in size yet un-
tapped and hidden away.

Because today’s technologies
have not adequately addressed the
need for speed and low cost, cus-
tomers have opted for monochrome
solutions – a great irony and a tre-
mendous compromise in a world of
color. With this in mind, RISO has
created a new full-color technol-
ogy, ComColor®, which delivers
all three benefits – speed, low cost,
and quality output – for everyday
applications. We believe that this
development has created a fourth
segment in full color – what we
term Communication Color.

With its unprecedented union of
high-speed output, quality prints,
and economical printing, Communi-
cation Color will allow the market to
fulfill the demands and expectations
of full color in more documents than
ever before. However, we believe
that the real power lies beyond its use
for existing applications. Communi-
cation Color provides end users with
full-color options where, today, the
only choice is black and white.

ComColor Technology
RISO’s ComColor series printers

deliver this value proposition, creat-
ing new opportunities through the
ability to provide high-quality
full-color prints at unprecedented
speed and at an extremely affordable
price. RISO ComColor provides af-
fordable full-color printing for ev-
eryday communications. It prints to
150 pages per minute and at sizes up
to 11”x17” – making it the fastest
sheet-fed ink jet printer on the mar-
ket today – with low running costs
of $.03 per page in full color.

Engineered to run volumes from
15,000 to 500,000 per month,
ComColor provides a quick return
on investment, whether in a facili-
ties management site, department,
or as an office printer.

MORE than a software provider

PRECISION
Best address match
rate in the industry

in less time

ASSURANCE
Unlimited access to
our USPS® certified

support team

Postal software providers should be doing more than just delivering the software you license and 
abandoning you until renewal time. They should deliver comprehensive software, covering an array of 
service needs and integration points. They should be precise, providing you with security and confidence 
in your campaigns. They should include unlimited access to a tenured USPS® certified support team that is 
ready to answer any product or industry regulation question. They should provide unparalleled 
educational services to inform you about new ways to improve your workflow and services to benefit your 
customers. They should know your business and advocate on your behalf.

AT NPF 2015? VISIT 
BOOTH #720 TO MEET US 
IN PERSON AND LEARN 
WHY OUR CUSTOMERS 
ARE PASSIONATE ABOUT 
THEIR RELATIONSHIP 
WITH BCC SOFTWARE.

CATCH US SPEAKING THROUGHOUT NPF
May 18 from 4-5  – Your Software is Talking, Are You Listening?
May 19 from 10-10:30 – Epicomm Theater – Finding the 5 Gems Hiding in Your Data
May 19 from 2:45-3:45 – Mailers' Technical Advisory Committee (MTAC) Update

© 2015 BCC Software, LLC. All rights reserved. BCC Software and the BCC Software logo are trademarks or registered trademarks of BCC Software, LLC. The following trademarks are owned by the 
United States Postal Service®: USPS. All other marks are the property of their respective owners. Speci�cations are subject to change without notice. Actual performance results may vary.



CONSULTING
SERVICES

Mail Systems
Management Consultants
1504 Pot Spring Road
Lutherville, MD
21093-5908
Tel: 410-321-8821
Fax: 410-321-1056
Email:
jamesbarlow@comcast.net
Contact: James Barlow, Jr.
CMDSM, EMCM
Providing management &
operations improvements
for Mailers, Printers,
Fulfillment & Mail Center
Operations for over 25
years. Services include mail
services optimization, layout
design, equipment
recommendations,
assessments, outsourcing
decision support, RFP
preparations & response
support, mailing services
integration, startups,
strategic planning & quality,
processes & profit
improvements.

INK CARTRIDGES
FASTDRYINK.COM
P.O Box 792
Portage, IN 46368
Tel: 1-800-520-4INK (4465)
Fax: 219-764-1976
Email: RLG@RLG.COM
www.rlg.com
Contact: Mr. Roger Goodan
WANTED; We buy virgin
empty ink    cartridges. Save
with remanufactured HP 45
& C8842A, as low as $14.95
each.

ENVELOPE
SUPPIERS

SUPREMEX / BUFFALO
ENVELOPE
2914 Walden Ave.
Depew, NY 14043
Telephone: 716-686-0100
Tollfree: 800-822-0100
www.Supremex.com
Email:
sales.central@supremex.com
Supremex is one of North
America’s largest
manufacturers and
marketers of high-quality

stock and custom
envelopes,
pressure-sensitive labels
and innovative fulfillment
mailers and packaging.

WESTERN STATES
ENVELOPE & LABEL
P.O. Box 2048
Milwaukee, WI 53201-2048
Telephone: 262-781-5540 /
800-558-0514
Fax: 262-783-0274
Email:
customerservice@wsel.com
www.wsel.com
Contact: Brenda Weber
States Served: National
Products: 1600 SKUs in
stock. Machine insertable
announcements. Envelope
for digital equipment of all
types. Packaging and
fulfillment envelopes.
Custom sizes. Print up to 6
color in-line. Your one stop
shop for envelopes. See our
display ad.

INSERTING EQUIPMENT
MAILCRAFTERS by
Inscerco Mfg.
4621 W 138th St.
Crestwood, IL 60445
Tel: 1-708-597-8777
Fax: 1-708-597-2176
Contact: Robert R. Kruk, Sr.
Manufacturer of document
inserting systems, in-line
and off-line, for the low,
medium and high-volume
mailer.  Intelligent AMPS
systems available. Also
manufactures mail opening
equipment.

INTERNATIONAL MAIL
SERVICES

eXpress Postal
Options International
3541 Lomita Blvd
Torrance, CA 9050
Tel: 310-784-8485
Fax: 310-784-0554
www.xpomail.com
Contact: Kelly
Herold-Martinez
XPO brings over 60 years
experience in providing
customized solutions &
innovative solutions to
international   mailers.

IBC
1403 Fourth Ave
New Hyde Park, NY 11040
Telephone: 516-627-8241
Fax: 516-627-8262
www.ibc.com
Contact: Ed Weissman
States Served: National
Services: Full service
international mail and
premium courier company;
IPA/ISAL consolidation and
a blend of international
postal administrations to
meet client specifications.

LETTERSHOP SERVICES
Jerry Lake Mailing
Service, Inc.
180 Brighton Road
Clifton, NJ 07012
Telephone: 973-685-0065
Fax: 973-685-0074
Email:
cbehr@jerrylakemailing.com
www.jerrylakemailing.com
Contact: Cathy Behr
States Served: NJ, NY, CT, PA,
MA, DE
Services: Multi service
provider. Kitting and hand
assembly, data processing,
laser letters, digital color
printing, inserting, inkjet
addressing and barcoding,
auto-shrink wrapping,
warehousing, fulfillment.

Universal Mailing
Service, Inc.
10 New England Ave.
Piscataway, NJ 08854-4101
Telephone: 732-981-9100
Fax: 732-981-8262
www.umsmail.com
Contact: Michael Maroney
States Served: All
Services: Presorting, data
processing, NCOA, Ink jet
addressing, variable data
imaging, laser printing,
automatic inserting, drop
shipments, mail tracking,
literature fulfillment, offset
printing and more.
> Place your ad today! Call
845-649-3437 and ask
about multi-issue discounts.

MAIL EQUIPMENT
NEW/ USED

AAA Inserters &
Mailing Machines
13677 88th Place North
West Palm Beach, FL 33412
Telephone: 561-791-0991
Fax: 561-791-0838
www.aaainserters.com
Email: nigius@bellsouth.net
Contact: Naomi Gius
States Served: FL, NC
Products: Specializing in
highend tabletop folder
inserters, tabbers,
addressers and other

papers handling equipment.
We also carry Pitney Bowes
ink cartridges for less.
AIMED Member

A & S DeBourke Company
28 Teal Road
Wakefield, MA 01880
Tel: 1-781-245-1333
Fax: 1-781-245-7222
Contact: Mr. Ken Ottariano
All types of mailing
equipment - Ink Jet,
Strappers, Tabbers,
Inserters, Stamp affixers -
New -- Used -- Rebuilt and
As Is -- Sales -- Service --
Supplies

Addresser Based Systems
3325 Harrison Ave
Cincinnati, OH 45211
Telephone: 800-398-5786
Fax: 513-699-0378
addresserbasedsystems.com
Contact: Rick Krieger
States Served: U.S.A
Products: Suppliers of
mailroom equipment and
supplies, including new and
used inkjets, tabbers,
inserters, camera
matching/verification
equipment, feeders &
dryers, tabs & inkjet
cartridges.

Addressing Machine &
Supply Co.
1290 Central Avenue
Hillside, NJ 07205-2615
Telephone: 908-289-7900
Fax: 908-289-7911
www.amsstore.net
Contact: David Stackewicz
Products: inserters, inkjet
addressing, tabbing, friction
feeders, folders, tip-on,
match mail & read and print
camera systems. New &
pre-owned. Sales, service,
rental, lease and bought.

Canadian Mailing
Machines, Inc.
3115 Sartelon St
Saint Laurent, QC
H4R 1E7
Tel: 514-744-9351
Fax: 514-744-0816
Contact: Fred DeCivita
Rebuilt Equipment: Bell &
Howell, GBR, Cheshire,
Bowe, Parts and service.
We buy used equipment.

Halifax Media
901 6th St.
Daytona Beach, FL 32117
Tel: 386-681-2567
Contact: Kim Wright
Used mailing Equipment;
Buskro Inkjets & tabbers,
Pitney Bowes 7 Series
inserter, 6 station EMC
inserter, Glue-Folder,

Heidelberg Digimaster 9110
laser printers.

Mailers Engineering
1647 Blake Ave
Los Angeles, CA
90031-1040
Telephone: 323-343-9750
Fax: 323-343-9753
mailers-engineering.com
Contact: Sam Deluca
States Served: CA, AZ, NV
Products: Complete mailing
systems, software, ink jet
addressing, tabbing,
labeling, folding, inserters.
Sales, service, supplies.
Representing Kirk- Rudy,
Mailcrafters, Secap,
ASMARC, Profold,
Streamfeeder, EAM Mosca,
Straight Shooter, Data Pac.
AIMED/MFSA Member.

POSTAL EQUIPMENT, INC.
3740 Boiling Springs Rd.
(#2)
Spartanburg, SC
(864) 814-05367
www.postalequipment.com
2015 - Celebrating our 10th
Anniversary! 10 years of
providing first-class sales
and service in the
SouthEast.  Looking for
great discounts and
no-hassle sells? Contact us
to discuss your new or used

mailing equipment needs.
Unbeatable pricing on
supplies as well.

UNIVERSAL MAILING
SERVICE, INC.
10 New England Ave.
Piscataway, NJ 08854-4101
Telephone: 732-981-9100
Fax: 732-981-8262
www.umsmail.com
Contact: Michael Maroney,
Jr. States Served: All
Services: Presorting, data
processing, NCOA, Ink jet
addressing, variable data
imaging, laser printing,
automatic inserting, drop
shipments, mail tracking,
literature fulfillment, offset
printing and more.

TYPAC, INC.
P.O. Box 425
Baldwinsville, NY
13027-0425
Telephone: 315-638-9431 /
800-356-8964
Fax: 315-638-9433
Email: info@typac.com
www.typac.net
Contact: Randy Jaeck
Products: Postage meters,
addressing machines,
folder/inserters, tabbing
machines, strapping
equipment, stretch film,
tabs, ink, etc. In business
for over 40 years. Aimed
Member.

MAILING LIST SERVICES
Peachtree Data, Inc.
2905 Premiere Pkwy,
Ste 200
Duluth, GA 30097-5240
Telephone: 678-987-4600
Fax: 678-987-5600
www.peachtreedata.com
Contact: Lynn Miller
States Served: USA, Canada
Services: List & data
processing services for the
direct marketing industry;
NCOA Link, PCOA, LACS
Link, DSF,  merge/purge,
phone append, postal
presort, AEC & more. See
our display ad.

PRESORT SERVICES
St. Louis Presort, Inc.
5051 Southwest Ave.
Saint Louis, MO
63110-3427
Telephone: 314-771-7678
Fax: 314-771-6554
www.stlouispresort.com
Contact: Jeromy Fritz
States Served: MO, IL
Services: All DDirect Mail
and OCR Services.
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MAIL MARKETPLACE

Turn your Mailing Inserter
into a High Capacity

Feeder/Folder System!

With the MPS FF-Series
high Capacity Feeder Folder

Now  you can:
- Turn you existing Inserter
into  a feeder/folder system
- Take control of all inserter
and feeder/folder functions
- Read OCR, 2D & standard

barcodes
- Upgrade for matching &
sequence checking needs

Can You Meet the Demand
for 100% Accuracy in Your

Personal Mailing?
With Xtreme Visions

Document Read/Match
Systems Now you can:
- Custom built to meet

specifications

ADVANCED SYSTEMS
Builders Of High Speed

Feeder/Folder & Document
Read/Matching Systems

Call 614-478-8011
www.advansysco.com

WANTED - USED MAILING
EQUIPMENT

Peachtree Data can assist you with  
all data hygiene and processing services  

for a successful direct mail campaign.

• NCOALink® / Move Update
• DSF2® / Walk Sequence
• Merge/Purge
• Deceased Suppression
• Demographics

• Phone Append
• E-mail Append
• Apartment Append
• Do Not Mail Suppression
• Presort

Contact us today!
800-477-3224   •   www.peachtreedata.com

NCOALink and DSF2 are trademarks of the USPS®. AD #1.12

EXMAIL1011  2/24/05  3:28 PM  Page 1

1-800-767-8073

Clear Poly, TransUltra™ and White Paper Tabs
Sizes: 2”, 1½”, and 1” / Sold in Cases or as Individual Rolls

Our Quality Tabs Make A Difference!
Faster Run Speeds Mean Real Savings!

Trouble Free Mailing Tabs™

WaferSeals.com
WaferSeals.com

Check Out Our

“Almost Clear”
TransUltra™ Paper Tabs

800-274-6271

Huge Inventory | Same Day Shipping | Low Price Guarantee!

Shop Online or Order By Phone



PERSPECTIVES

A fixture in the industry since the 1980’s, when the forerunner of the Association for Postal Commerce
was the Third Class Mail Association, Gene Del Polito continues to shine a light on the future of mail.
The following article is from an edited version of his remarks at the Brookings Institution in March on
the “The Future of the Postal Service.” Above, Del Polito presenting at MAILCOM ’12.

On The Needs
Of Business Mailers

BY GENE DEL POLITO
President
Association for Postal Commerce

W
ell, here we are once again at the
Brookings Institution going through
what seems to be a perennial probing

the nation’s postal soul. I’ve chosen to focus
my remarks from the perspective of the people
and the industry that I represent, i.e., people
whose businesses are tied in one way or another
to the use of mail as a vehicle for the transaction
of business communication commerce.

As part of today’s panel, some of my col-
leagues will be talking about postal reform and
others have chosen to comment on the defini-
tion (or what should be the definition) of the
Postal Service’s universal service obligation. I
sincerely hope that my comments today might
crystallize for you what mailers genuinely be-
lieve should be part of any proposal on postal
reform and what should be part of at least their
aspect of the definition of universal service. I’m
not going to be talking about universal service
from the perspective the individual customer
who’s out there, but rather in terms of the way
businesses would view it.

For any such discussion to be fruitful, it’s im-
portant to keep in mind that we need to deal
with the world in the way that it is, and not get
lost in the wilderness of thoughts the way a
postal system should be or the way we would
like it to be. When you take a sober look at the
mail today and you tally up all the busi-
ness-to-business communication, business-to-
consumer communication, and consumer-to-
business communication that exists, you’ll find
it easy to come to the reality that 95% percent of
all mail carried by the Postal Service today is
business transaction related.

In fact, only about 5% of the mail that the
Postal Service carries is what you would charac-
terize as purely personal communications. And
when you look at the world around you, it should
be plain that social alternatives usch as
Facebook and Twitter have all but supplanted
mail as the primary vehicle by which grandma
on the grandkids get together and share their
thoughts, birthday greetings, and pictures. From
a business perspective, when you consider that
95% of all mail is business transaction related, I
find it compelling to conclude that when you
look at mail you have got to say it is an important
part of the nation’s economic infrastructure.

Now when we talk about infrastructure, it’s all
too easy to lapse into a perspective that talks about
whether whether they are good or bad, whether
they’re fair or it’s unfair, but none of this really
matters. For when you talk about infrastructure
the only thing that matters is does it work.

For instance, when you talk about an electri-
cal infrastructure, you don’t give much thought
to how the electricity gets to your home or busi-
ness. All really you want to know is that when
you hit the light switch the lights will come on.
Likewise, when you turn the faucet, you expect
the water will come out. So also is the case with
mail. All you really care about is that when you
put mail into the postal system, you expect mail
to be delivered in accordance with your needs.

When it comes to mail, for businesses, the
only way real by which we judge the quality of
this infrastructure is: does it or does it not facili-
tate the transaction of commerce. If we’re using
mail for commercial purposes, then obviously
it should set itself up in a way that facilitates us-
ing the mail for those kinds of purposes.

Now how will you know that the mail is func-
tioning in accord with your expectations?
There are two key criteria that are of concern to
businesses. If I’m in the business of using the
mail as a communication vehicle, then I need
mail service to be reliable, consistent, and pre-
dictable. After all, I’m building other elements
of my business around the belief that some
things are going to happen at a certain time.

How will I be able to prove that? Clearly, I
must have access to a method that accurately
tells me in transparent and accountable way
whether mail service was rendered in a way that
facilitates my business use of the medium. In
other words, I should have access to data they
clearly tell me that the mail service rendered is
consistent, reliable, and predictable.

The second criterion that’s important to busi-
ness mail users is that they must be assured that
the costs upon which mail services are based
are determined accurately, completely. and
transparently. And when I say the cost of all
mail services, I’m not just talking about mar-

ket-dominant services; I’m talking about
competitive services as well.

There are people who would prefer to forget (or
ignore) that when the Postal Accountability Act
was was passed, all of “postal Gaul” was recast
into two parts — market-dominant and competi-
tive. Market-dominant services were subjected to
a specific regulatory regime because you could
not have true competition (in the face of the
Postal Service’s statutory monopolies) in the
market dominant area. Consequently, steps had
to be taken to ensure there would be no imper-
missible subsidy enjoyed by competitive ser-
vices at the expense of market-dominant.

The only way this can be done is by assuring
that the costs upon which market-dominant prices
are based are laid out accurately, completely, and
transparently. Indeed, the day when you would go
to the Postal Regulatory Commission only to
learn that data about the costs of competitive ser-
vices are redacted should be over.

The users of market services have an absolute
right to be assured that when I pay a price for a
particular market-dominant service the price has
been set to recover the costs of the mar-
ket-dominant service and not something else. So
there must be an ability to measure costs in a
way that will ensure they are accurate, complete,
and transparent. Fortunately, the Postal Service
to its own benefit is beginning to move very
quickly for the implementation of an intelligent
mail system, which provides the necessary tools
for making those kinds of measurements.

What this means, though is that I should not be
required to go to the Postal Regulatory Commis-
sion only to find that the only way to get at the
data I want to see is by burrowing down through
15 levels of spreadsheets. The data I want to see
should be there plain as day. It should be transpar-
ent. It should be discernible. So that everybody
who’s using the system and has to pay the atten-
dant costs knows exactly what’s the score.

Now let me make this really, really clear. From
a mailers perspective, we don’t care how the
Postal Service goes about structuring its work
rules. We don’t care how it goes about compen-
sating its workers. We don’t care how it is dealing
with its employee relations. Nor do we care
whether Congress likes the Postal Service or not.
None of these matters are of concern to mailers.

To mailers, the only thing that matters is
whether the postal system functions sufficiently
to satisfy the primary infrastructural mission it
was assigned. If it does and if we get reliable ser-
vices based on costs that are accurate and trans-
parent, then we can rest assured we’re getting
what we need from the postal system. All other
things should be matters of concern to postal
management, labor, and government.

Here are realities people need to keep in
mind. The entire cost of operating this nation’s
postal system is paid for by people who send
the mail. That 95% commercial element of the
Postal Service’s business provides virtually all
of the lucre that makes things go.

It’s also important to keep in mind that the
postal service is subjected to a regulatory re-
gime because it is protected from the vagaries
of a truly competitive marketplace by not one
but two monopolies, i.e., one over the carriage
of mail and the other over the deposit of matter
in mail receptacles.

Now about the only thing I intend to say about
postal prices is that from postal reorganization,
the Postal Service noted it has always been able
to keep the overall growth of postal prices
within the range of inflation. Well, no one
thought that was going to be different with the
enactment of the Postal Accountability Act,
and, yes, our nation did go through a deep re-
cession that had structural impacts on just about
every business in America. Despite that, the
only thing that changed was the Postal Ser-
vice’s inability to contain the growth of its costs
to keep within the bounds of the income it
would earn from a transformed market of com-
munication and commerce.

Simply put, the Postal Service is not overly
regulated, but it does have the responsibility of
keeping costs in balance with income. We be-
lieve generally that mail services still should
comport closely with the rate of inflation.
Maybe what’s wrong is pegging postal prices to
a mail classification system that’s become
anachronistic. Perhaps, instead, such determi-
nations should be tied more closely and more
homogeneously in accord with the manner in
which mail is actually produced, prepared, and
processed today.

Create
Intelligent
Documents
BY TONY KUCHTA, EMCM
Executive Vice President
Lineage

T
oday the mailroom see’s the
“end-result” of document genera-
tion; however as a professional in

the mailing environment, you need to ed-
ucate the people on the document cre-
ation side of the business and coach them
on how to reduce cost.

The negative impact on the organiza-
tions bottom line based on wasted materi-
als and postage costs are usually due to a
lack of knowledge or understanding of
the most effective ways to produce docu-
ments and mail them.

Overview:
1) Many in house document generation

systems simply aren’t flexible and don’t
offer much functionality beyond compil-
ing data and sending it to the printer in a
specific order and format. As a result,
companies are sometimes “locked into”
specially designed forms that are restric-
tive and costly.

Employees may also have to spend a
significant amount of time organizing
documents after they print such as re-
moving, separating, and combining
pages or other types of manual paper han-
dling.

2) Document output control can make
or break your efforts to automate your
mailflow. The systems and software that
produce documents bound for the
mailstream rarely incorporate functional-
ity that supports mail and postal automa-
tion. Consequently, many companies
forfeit postage savings and simply “live
with” higher labor and material costs.

3) In these instances, the key to unlock-
ing automation savings lies in the
printstream itself. Today, printstream
management software makes it possible
to acquire and optimize document data
before printing, creating transformed
output that’s ready for customized deliv-
ery and automation-friendly document
production – all without any changes to
current IT systems or existing data file
formats.

Recommendations:
1) When documents for the same cus-

tomer are generated by different depart-
ments they are typically placed into
separate envelopes, each requiring post-
age. Try to devise a practical method of
gathering same-recipient documents so
they can be mailed together in one enve-
lope for at least 30% less.

2) Look for opportunities to combine
your mailings in order to reach the mini-
mum volume thresholds for discounted
postage rates.

3) Investigate how to eliminate expen-
sive pre-printed or multi-part forms by
using electronic overlays to print the
same document layout onto regular pa-
per.

4) Distribute documents to your cus-
tomers in the format they prefer, whether
by postal mail, e-mail, fax, web page,
web download, or any combination.

5) Refashion your document generation
process to suppress printing for items that
should not be mailed and to group items
together that require special routing. Au-
tomatically “pulling” documents such as
$0.00 invoices or high-dollar checks that
require a signoff, saves time, material
and postage costs.

6) Add optical marks to your docu-
ments that can communicate instructions
to a folding/inserting machine. This en-
ables the inserter to fold and stuff exactly
the correct number of pages for each re-
cipient and selectively insert other mate-
rials.

7) Duplex pages to reduce the actual
numbers of pieces of paper and reduce
the weight (and helpfully cost) of the
item mailed.

There are many vendors that can help in
the area of document production and con-
trol. Many times the strength of the
equipment in the mailroom cannot be ef-
fectively used because no one has taken
the time to go “up-stream” to where the
documents are produced and educate the
actual producer on the waste in supply
cost or postage.

The real plus is that the host or com-
pany computer system is not touched or
reprogrammed AT ALL. This usually
”almost” brings a smile to the IT staff’s
face (do they ever smile?).

Do You Treat
Employees Like
Adults or Children?
BY WES FRIESEN, MBA, CMDSM,
MDC, EMCM, MCOM
Portland General Electric

“The best executive is the one who has
sense enough to pick good men (and
women) to do what he wants, and
self-restraint enough to keep from med-
dling with them while they do it.”

-- President Theodore Roosevelt

I
stumbled across a book entitled “30

Reasons Employees Hate Their Man-
agers” by Bruce L. Katcher. This

book summarized the results of a large
survey project across 65 organizations.
The survey found that the biggest area of
complaint that employees have is that
they feel they are being treated like chil-
dren – not adults.

So how can we do a better job of treating
employees properly? Here are some ideas:

1) Practice the Golden Rule. Treating
others positively like we would like to be
treated is an ethical approach that crosses
most religious and ethical frameworks.
Consciously put yourself in the shoes of
your employees and ask yourself how
would you would like to be treated.

2) Get to know your employees as
people. We are all very busy and no let up
is in sight. But employees feel dignified
and appreciated when we make an effort
to get to know them as people – not just a
worker producing widgets.

3) Treat employees like assets, not lia-
bilities, and view them as valued busi-
ness partners. Some managers view their
employees as liabilities – or like expenses
that need to be minimized. Others view
employees like assets that are worth being
developed and maximized – which is a
more dignifying view.

4) Survey your employees. Want to
know how employees are really feeling?
Ask them. Anonymous surveys can be
great tools. We use quarterly employee
satisfaction surveys, and annually we do a
survey instrument like Gallop’s 12 Ques-
tion Measuring Stick.

5) Provide more opportunities for
employees to have control. Reality is
that for some of our departments – espe-
cially in production type environments –
we need to have some structure and rules
to get the work done timely and accu-
rately. However, employees do appreci-
ate having as much control as possible
over work schedules, time off, etc.

6) Promote flexibility rather than
rigid rules. Rules do have their place and
are needed to ensure some level of consis-
tency and order within the organization.
But sometimes we can be too rigid and
too arcane – resulting in employees feel-
ing like they are being treated like chil-
dren and not recognizing that sometimes
flexibility is warranted.

7) Appreciate that employees have
lives outside of work. Our employees
have lives outside of their vocational
work with us, and appreciate when we
recognize that reality and work with them
when “life happens”. We appreciate the
flexibility to attend to our life events –
and so do our employees.

8) Respect employee privacy. All of
us have expectations of the right to pri-
vacy. When there are good business rea-
sons for some type of employee
monitoring, we should be open about it.
We should also be careful about not treat-
ing employees as our possessions and as-
sume we can infringe on their privacy
whenever we want.

9) Be a Good Listener. Rachel Naomi
Remen advises that “The most basic and
powerful way to connect to another per-
son is to listen. Just listen.” I like the
practical advice from Dale Carnegie who
said, “You can make more friends in two
weeks by becoming a good listener than
you can in two years trying to get other
people interested in you.”

10) Increase recognition and apprecia-
tion. According to prominent psychologist
William James the number one psycholog-
ical need that the average person has is the
need to feel appreciated. A Gallop survey
found that 65% of employees said they did
not receive any positive personal recogni-
tion from their boss the prior twelve
months – how sad! There are many ways
to recognize employees – and some of the
simple ones are the most appreciated.

11) Be honest with employees. Re-
search by Kouzes and Posner in their ac-
claimed book “The Leadership
Challenge” shows that people desire lead-
ers that are honest, trustworthy and men
and women of integrity. There is no place
for lying to our employees.

12) Support professional develop-
ment. If we truly view employees as as-
sets and valued business partners, it
makes sense to support our employees in
their professional development. There
are lots of ways we can help develop em-
ployees as I have written about in the past.
Employees do feel valued when we are
willing to provide them learning and de-
velopment opportunities and show that
we care.

Check out Wes’ personal web-site for
more information, wesfriesen.com.
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and educate the actual

producer on the waste in
supply cost or postage.
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