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David Townley - Mail & Data Processing Manager

A 13 Years Direct Mail Experience
A Extensive Data Processing Knowledge
A Process Improvement Orientated

James Bott - Account Executive

A9 Years Direct Mail Experience
A Consultative Approach to Direct Mail Projects
A Overall Cool Guy



Why attend our seminars?

Case Study: COLE’

A2009 FulfillNet Seminar
AUSPS Summer Sale

AOver 186,000 pieces qualified

ASavings: $.125/pc or $23,250.00




Not everything is just dollars and cents

Case Study: AVENUE JEWELERS

DIAMOND W SPECIALISTS

ATop Client Holiday Mailing (324 Chocolate Bars)

APrevious to FulfillNet: in house mailing
APostage alone: $4.95/pc
Alnternally assembled kits
APrinted and applied address labels
ADelivered to Post Office

APartnering with FulfillNet:
ASuggestion: decrease box weight by 0.9 oz
APostage and FulfillNet Services: less than $5.00/kit

AEmployees focus on clients




FulfillNet & Our Non Profit Friends

D Coun
Case Study: \VYOCKAE%X
ABe Happy, Be Healthy, Belong Postcard
A5,451 Records

Antered at Sectional Center Facility (SCF)

Mostage saved: $.043/pc or $664.39

Aonus: quicker in home service



http://www.doorcountyymca.org/

Agenda

AUSPS Updates/Cost Containment

ANational and Local Updates

ARegulation Updates

Alncrease Response Rate

ATips and Ideas

AFuture Options




USPS Update: 5 Day Delivery

AProposal eliminates Saturday delivery
AUSPS filed with Postal Regulatory Commission March 2010

A6 months for approval (approx)

ACongressional approval required

AEarliest would be Summer 2011




USPS Update: Business Mail Acceptance

ANew acceptance hours
A Standard - 2:00 pm
A First Class - 6:00 pm
A Periodicals - 6:00 pm

AElectronic statement submission
ARound stamping eliminated

APerformance based verification (PBV) standards

AMailer 1D (needed for mail owners)




USPS Update: First Class Processing

A2 studies from 2009-2010

AFirst class processing: Green Bay vs. Oshkosh
AOshkoshd closer to Milwaukee

AGreen Bayd space and northern county service

ABusiness mail entry units remain

AAVP Joann Feindt: decision summer 2010




USPS Update: National Distribution Centers

A3-Tier network

A21 NDCs vs. 30 Bulk Mail Centers

AMore savings opportunities

Real Bottom-Line Savings W‘Eﬂ

ANDC Savings (302,500 x 3.4¢/pc) $10,290*  .yaterpark CapitalctoWorld!
Aess Freight Charg(es92@)o NDCO s
MBottom-Line NDC Savings $ 9.370

* Costs rounded up




USPS Update: Droop Test

AFlats only
A Larger than 6.125 x 11.5

A Example: 9 x 12 envelopes, 8.5 x 11 catalogs

AExcessive drooping = Non-automation rates and penalties

Mail Class Penalty Per Piece % Increase
First Class 1 oz 13.3¢ 21
Standard <3.3 0z 4.4¢ 9
Standard Non Profit <3.3 0z 4.3¢ 13

AEffective June 7, 2010

APenalty October 3, 2010




USPS Update: Droop Test

A5 Ib weight vs. manually held

ALength perpendicular to edge Forfats, lengths
the longest dimension.
Fl ats Longer tm """""""""""""""""
AExtend mail piec | .7
AMust droop X
8Ro

Fl ats Shorter th
AExtend mail piece half of length i o O
AMust droop | ess h '
H N
e cmaasnad

GCAUTIONI®)) Oblong Flats Rarely Pass




USPS Update: Intelligent Mail Barcode

AMay 2011 Postnet Barcode retires
ABusiness Reply Mail and Courtesy Reply Mail

AApply for a Mailer ID (MID)

AIMB used in Performance Based Verification (PBV)
R VR U T YT N TR LT Y C (LU CUT R

Barcode ID Serw.ce Ype N Maiitler ID  Serial Number -Routmg Ct:)ode.
Ex: fA000E% 0 A70Q0 . 10053 rag7 ebglbsEcé'ﬁ‘h“%%m.e”'eW
Al CEse USPS assigned Mailer assigned o WM, T
Mg L Mail 9 9 38141834649
\ ¥ /
_(y)— Please see our resource table:
= AIMB Refresher

ATutorial to apply for a MID
AFul fill Netds PBV rating




USPS Updates: Undeliverable as Addressed
(UAA)

A4% of all mail is UAA
56.4% of all standard mail
Ar5% of UAA is change of address related

A ncoa captures 78% of available move updates

AReturn mail audits = penalty charges

ANo one receives mail piece!

NIXIE 442 1 05 0B/ R4/08
RETURN TO SENDE
NOT DELIVERABLE AS QDDRESSED
UNABLE TO FORWAR

BC: 444D208030% *1422-001808-21-38%

(Y Y 19 O Y ERTRYY POY A8 PY  Pe F Y P




Providing Solutions to Save $$$

Case Study: SCHNEIDER.

A366,000 mailed

A11,000 addresses non-deliverable

A1st Class 39¢ vs. presort standard 21¢ = 18¢/piece savings
AUsed NDCods = quicker delivery
A$63,000 savings

wVendor is a machine where you buy candy bars !



http://www.schneider.com/index.htm

Know Your Target, Increase Your Sales

KLIKA SHOES
_ 124 N BROADWAY
Case Stu dy DEPERE, WI 54115
WWW.KLIKASHOES.COM
Klika Shoes

AUnderstand your clientsoé differen

ABuild your data

A What do you know and how can you use it?
A What do you need to know?

Clients: NnNWe have your size 7 sh

0 € S
Prospects: NReceive an additional 1009
Referrals: hnDear Mary: DeDe Hei dos| ne

Come in and get yours. o




Dig Into Your Data

AData Append analyzes desired demographic data

AcClient snapshot

ASearch for potential clients

NThi s |1 S g O OsdHdShérritvalitckka)

Director of Marketing and Communications for the

Greater Green Bay YMCA, after a data append this Vua- build strong kids,
spring reported over 9% of their members were , rons communities

Hispanic.




GetPer s on &vbrgsl t

ASimple Steps

A Pre-canceled Stamps
ADifferent Fonts

A Dropped Barcodes

A Variable Taglines or Return
Addresses/Locations

A Signature Scans

AAdditional Steps

AiMail Mergeodo Proces
A Variable ink-jet location maps
A Hand-written Notes

(top clients)




Harley-Davi ds onée 8€learlyn g

AOriginal Plan i ship parts catalog using kraft box

AFulfillNet Solution -- use shrink wrap
ASaved $8,235
Almproved mailed piece look

AProvided fi g r e esolution O

AR RooN




The Future of Direct Mall

AHolographic mail pieces

ATalking mail M AI L:

The Journal of Communication Distribution

AVideos -- paper thin

New technology could put the
power of videos into the envelope,
making mail move like never before _

ATechnology exists today
AAutomation mailing rates (pending approval)

AWidespread acceptance = decrease costs

Are Paper-Thin Vldens
The Future Of Mall?

Check it out: Mail: The Journal of Communication Distribution
March/April 2010




Avoili d a nBox-iMathoxMs. tnlbolx O

ADirect Mail Influences 76% Online Purchases in 2009*
ABranding and Referencing Key

ADirect Mail Advantages
A Shelf Life
A No Spam Filter
A Tangible
A Marketer Designs Delivered Piece

Did you know? Market research shows the average consumer needs
7 Atoucheso before buying a produ

*Source: Deliver Magazine



