
David Townley - Mail & Data Processing Manager

Å13 Years Direct Mail Experience

ÅExtensive Data Processing Knowledge

ÅProcess Improvement Orientated

James Bott - Account Executive

Å9 Years Direct Mail Experience

ÅConsultative Approach to Direct Mail Projects

ÅOverall Cool Guy
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Why attend our seminars?

Case Study: 

Å2009 FulfillNet Seminar

ÅUSPS Summer Sale

ÅOver 186,000 pieces qualified

ÅSavings: $.125/pc or $23,250.00
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Not everything is just dollars and cents

Case Study:  

ÅTop Client Holiday Mailing (324 Chocolate Bars)

ÅPrevious to FulfillNet: in house mailing

ÅPostage alone: $4.95/pc 

ÅInternally assembled kits

ÅPrinted and applied address labels

ÅDelivered to Post Office

ÅPartnering with FulfillNet:

ÅSuggestion: decrease box weight by 0.9 oz

ÅPostage and FulfillNet Services: less than $5.00/kit
ÅEmployees focus on clients
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FulfillNet & Our Non Profit Friends

Case Study:

ÅBe Happy, Be Healthy, Belong Postcard

Å15,451 Records

ÅEntered at Sectional Center Facility (SCF)

ÅPostage saved: $.043/pc or $664.39

ÅBonus: quicker in home service

http://www.doorcountyymca.org/
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Agenda

ÅUSPS Updates/Cost Containment

ÅNational and Local Updates

ÅRegulation Updates

ÅIncrease Response Rate

ÅTips and Ideas

ÅFuture Options
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USPS Update: 5 Day Delivery

ÅProposal eliminates Saturday delivery

ÅUSPS filed with Postal Regulatory Commission March 2010

Å6 months for approval (approx)

ÅCongressional approval required

ÅEarliest would be Summer 2011
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USPS Update: Business Mail Acceptance

ÅNew acceptance hours
ÅStandard - 2:00 pm

ÅFirst Class - 6:00 pm

ÅPeriodicals - 6:00 pm

ÅElectronic statement submission

ÅRound stamping eliminated 

ÅPerformance based verification (PBV) standards

ÅMailer ID (needed for mail owners)
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USPS Update: First Class Processing

Å2 studies from 2009-2010

ÅFirst class processing: Green Bay vs. Oshkosh

ÅOshkoshðcloser to Milwaukee

ÅGreen Bayðspace and northern county service 

ÅBusiness mail entry units remain

ÅAVP Joann Feindt: decision summer 2010
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USPS Update: National Distribution Centers 

Å3-Tier network

Å21 NDCs vs. 30 Bulk Mail Centers

ÅMore savings opportunities

Real Bottom-Line Savings

ÅNDC Savings (302,500 x 3.4¢/pc) $10,290*

ÅLess Freight Charges to NDCôs(      920)

ÅBottom-Line NDC Savings $  9,370

* Costs rounded up
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USPS Update: Droop Test

ÅFlats only 
ÅLarger than 6.125 x 11.5

ÅExample: 9 x 12 envelopes, 8.5 x 11 catalogs

ÅExcessive drooping = Non-automation rates and penalties

ÅEffective June 7, 2010

ÅPenalty October 3, 2010

Mail Class Penalty Per Piece % Increase

First Class 1 oz 13.3¢ 21

Standard <3.3 oz 4.4¢ 9

Standard Non Profit  <3.3 oz 4.3¢ 13
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USPS Update: Droop Test

Oblong Flats Rarely Pass

Å5 lb weight vs. manually held

ÅLength perpendicular to edge

Flats Longer than 10ò

ÅExtend mail piece 5ò 

ÅMust droop less than 3ò

Flats Shorter than 10ò

ÅExtend mail piece half of length 

ÅMust droop less than 2ò
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USPS Update: Intelligent Mail Barcode

ÅMay 2011 Postnet Barcode retires

ÅBusiness Reply Mail and Courtesy Reply Mail

ÅApply for a Mailer ID (MID)

ÅIMB used in Performance Based Verification (PBV)

Please see our resource table:
ÅIMB Refresher

ÅTutorial to apply for a MID

ÅFulfillNetôs PBV rating

Barcode ID

Ex: ñ00ò for 

No OEL

Service Type

Ex: ñ700ò for 

First- Class    

Mail

Mailer ID

Ex: ñ123456789ò 

USPS assigned 

Routing Code

Ex: 6449 Amberview 

Ct., Memphis, TN 

38141834649

Serial Number

Ex: ò130543ò 

Mailer assigned 
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USPS Updates: Undeliverable as Addressed 

(UAA)

Å14% of all mail is UAA 

Å6.4% of all standard mail

Å75% of UAA is change of address related

ÅNCOA captures 78% of available move updates

ÅReturn mail audits = penalty charges

ÅNo one receives mail piece!
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Providing Solutions to Save $$$

Case Study: 

Å366,000 mailed

Å11,000 addresses non-deliverable

Å1st Class 39¢ vs. presort standard 21¢ = 18¢/piece savings

ÅUsed NDCôs = quicker delivery

Å$63,000 savings

ωVendor is a machine where you buy candy bars !

http://www.schneider.com/index.htm
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Know Your Target, Increase Your Sales

Case Study:

ÅUnderstand your clientsô differences

ÅBuild your data
ÅWhat do you know and how can you use it? 

ÅWhat do you need to know?

Clients: ñWe have your size 7 shoes waiting.ò

Prospects: ñReceive an additional 10% off your first purchase.ò

Referrals: ñDear Mary: DeDe Heidôs new shoes are great. 

Come in and get yours.ò
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Dig Into Your Data

ÅData Append analyzes desired demographic data

ÅClient snapshot

ÅSearch for potential clients 

ñThis is good to know,òsaid Sherri Valitchka, 

Director of Marketing and Communications for the 

Greater Green Bay YMCA, after a data append this 

spring reported over 9% of their members were 

Hispanic.
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Get PersonaléIt Works!

ÅSimple Steps
ÅPre-canceled Stamps

ÅDifferent Fonts
ÅDropped Barcodes

ÅVariable Taglines or Return 

Addresses/Locations

ÅSignature Scans

ÅAdditional Steps
ÅñMail Mergeò Process

ÅVariable ink-jet location maps

ÅHand-written Notes 

(top clients)
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Harley-DavidsonéSeeing It Clearly

ÅOriginal Plan ïship parts catalog using kraft box

ÅFulfillNet Solution -- use shrink wrap

ÅSaved $8,235

ÅImproved mailed piece look

ÅProvided ñgreeneròsolution



19

The Future of Direct Mail

ÅHolographic mail pieces

ÅTalking mail

ÅVideos -- paper thin

ÅTechnology exists today

ÅAutomation mailing rates (pending approval)

ÅWidespread acceptance = decrease costs

Check it out: Mail: The Journal of Communication Distribution 

March/April 2010
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Avoid a ñBoxing Matchò - Mailbox vs. Inbox

ÅDirect Mail Influences 76% Online Purchases in 2009*

ÅBranding and Referencing Key

ÅDirect Mail Advantages
Å Shelf Life

Å No Spam Filter

Å Tangible

Å Marketer Designs Delivered Piece

*Source: Deliver Magazine

Did you know?  Market research shows the average consumer needs 

7 ñtouchesò before buying a product or service.


