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The Post Office in
its efforts to continue
to improve processes
and deliverability has
added a new bundling
rule for flat sized
pieces of mail. By
definition a flat is
between 6 and 15
inches in width and
between 6 and 12
inches in height and
does not exceed ¥ of

an inch thick.  Correct banding
Currently the bundling
rules for flats require that the

address be fully visible when two

rubber bands or straps are used to

bundle. The purpose for this rule is to
assist in handling of bundles of flat mail.
Once entered into the mail stream when
flats are bundle those bundles are not
broken until deeper into the system.

Previously, the rubber bands or straps
could run across the address. However,
the penalty for partially covering an

In preparing your direct mail copy,
the goal is to get the recipient to read
the message and respond. When
appealing to your audience do not forget
the value of emotions and sensations to

Currently the weight of a mail piece
has a strong influence on its postage
rate. Granted there are other factors
that have influence on rates as well.
However, according to news from the
National Postal Forum (NPF), the shape
of the mail piece will become a stronger
factor in determining the cost of mailing.

This new proposal follows directly
from the new network realignment,
which redesigns mail flow to group mail
according to its shape. Coincidentally,
this means that rates will increase for
types of mail that are not covering their
costs. Segments under consideration
for increases include small packages
and periodicals.

With increases in gas prices the
USPS is being forced to realign its
network to gain more efficiencies. In
addition with the network realignment
with transportation there will be less
locations for mail to be entered.

To help offset some of the rate
increases in particular categories, the
Post Office will offer greater worksharing
and destination delivery discounts.

Essentially, the USPS will continue to
provide deeper discounts to mailers who
properly barcode, presort, and prepare
their mail for entry. The good news here
is the PostMark is already doing this for

its clients.
Source: Business Mailers Review April 10, 2006

Incorrect banding

address is that 5% of the
mailing will be charged First
Class rates. Depending on the

weight of the
piece the
additional fees

could be sizable
and significant.
PostMark
wants to make
you aware of this
rule change,
because it will
impact the
location of your
address on your

materials when we are
addressing. You may
see where the address is further right
and either higher or lower than previously
placed. At this point there is not anything
that we are looking for clients to change
on their design. We just want you to be
aware of the change and recognize that if
an address looks out of place on a flat it
is because we are looking out for you.

help your recipient “feel” as they read.

Below is a quick checklist to help guide

you through the writing process.

1) Be specific — Make things as
tangible as possible for the target
audience by being descriptive.

2) Write in an active tense — Use
phrases such as Respond Now or
See for yourself. Tell your recipient
what you want them to do next. You
are creating a motivation for them to
do something.

3) Engage their emotions — Help
people feel an emotion. This is
especially true when creating copy
for non profits.

4) Tell people about the benefits — Let
your audience know what is in it for
them. People naturally ask the
guestion to themselves, “What'’s in it
for me?”, so let them know.

5) Write like you talk - Be
conversational in your writing and
be comfortable with what you are
creating and saying.

6) Grab the readers’ attention — Use
“Johnson Boxes,” call outs, reverse
text, and underlines to highlight
important information. These things
quickly grab the readers eye and
draws it to the information you want
read.

7) Create curiosity — Curiosity can be a
motivating factor. When you hear
someone has secret, typically
human nature is to start to wonder
what that secret may be, From that
you may begin to ask around to see
if you can learn more. Don't be
afraid to create curiosity with your
writing. Leaving the reader wanting
more is a great way to encourage

them to respond.
Source: Target Marketing Magazine, April 2006

Have you ever had the need to
use a generic title such as “Current
Resident” or “Current Occupant”?
If so, don't hesitate to be more
creative with the generic title. In an
experiment a retail location mailed
5,000 postcards. In the mailing
2,500 were addressed to
individuals and 2,500 were
addressed to “Resident Genius.” In
order, to redeem the offer people
had to come into the retail location.
At the end of the promotion, the
results were analyzed. With the
only variable being whether the
recipient's name appeared or
“Resident Genius” was used in
place of a name. The “Resident
Genius: cards out pulled the cards

with names by a ratio of 1.5 to 1.
Source: www.listnow.com

The USPS delivered over 212
billion pieces of mail to over 144
million addresses in 2005. That
equates to almost 1,500 pieces of
mail per mailbox. PostMark’s
response, “Keep it up!”

Source: Mailer's Companion, March/April
2006
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