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Issue:  The Kirschner Agency and their client, Rhode & Schwartz, wanted to maximize the
visual impact of newsletter mailings.
Solution:  Brian Smith of the Kirschner Agency inquired about options available for
enclosing the newsletter, which usually includes an additional insert.  Rhode & Schwartz
wanted to capitalize on the “magazine” look of the publication and
polybagging seemed to be the solution.
PostMark’s Assistance in the Project:  Eric Cathey, PostMark, Inc.
and Brian discussed all the options.  The newsletter piece’s gray
background did not fit USPS specs for inkjetting.  So, PostMark
generated 3-1/3 X 4 labels and imaged permit information, a return
address with Rhode & Schwartz’ logo, and the recipient’s address.
The labels were then applied directly onto the publication.  After the
pieces were labeled, they were then collated with the additional
insert and dropped into the drop seal poly bag machine, to enclose
the magazine-style newsletter and insert reply card.  The poly bags
used in this process met the US Post Office requirements for poly
bagging, so by using the label we were able to maintain maximum
postage savings for the client and their customer.

Can t his go St andar d Rat e?
On June 1, 2005 the Post Office implemented their exclusivity ruling on non profit and
standard rate mailing.  This ruling was made in an effort to better clarify what must be
sent as First Class mail and what is qualified for Standard Rate mail. There have been
many questions from mailers trying to get a precise view on the ruling.  The reasoning
for the ruling is to give the Post Office the opportunity to catch up to the technology now
available for personalization of direct mail efforts.  Additionally, the Post Office wants to
apply the rules in a consistent manner when reviewing mail pieces.  With new
technology and more sophisticated database software, marketers are becoming more
                            savvy in how they communicate.
                                 The major impact of this ruling is that if a
                             non-profit or standard rate piece is in violation
                       of the exclusivity rule, the discounts can be
                       taken away and the first class postage charged.
                            Below is a flow chart for reviewing your mail
                                        piece to determine whether it meets the
                                                  Post Office’s criteria for Standard
                                                     Rate mail.

� � � �� � � � � 	 � �
 � � �

NO

Examine the
entire mailpiece

Is it typed or
handwritten?

Is it a bill or
statement of

account?

Does it contain
“personal

information”?

Is there explicit
advertising for a product

or service for sale or
lease, or an explicit

solicitation for a donation?

Is all of the “personal
information” directly

related to the advertising
or solicitation?

Is the exclusive purpose
of the “personal

information” to support the
advertising or solicitation?

Standard Mail

First Class Mail
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NO

NONO
NO

YES YES

YES

YES

YES
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For More Information:
Web Site: pe.usps.com
Scroll down to Domestic
Mail and click on the
Customer Support
Rulings link and then
scroll down to Standard
Mail.  The following are
rulings on this issue:
PS-26 PS-319
PS-159 PS-320
PS-238 PS-321
PS-262 PS-322
PS-275 PS-323
PS-317 PS-324
PS-318

�
�

��
�

��
��

	

A few quick tips for the next mail
piece you are designing.
1)  When designing a piece that is
letter sized and folded, if possible
orient the fold, so that it is below the
address panel.

2)  To qualify for barcode discounts,
the address area needs to be at
minimum 3.5” inches wide and 1 inch
high and no closer than 1/8” to any
other graphics or text.  For letters,
the mail piece aspect ratio (length
divided by height) must be between

To ensure that you are meeting
the specifications necessary for
either courtesy reply or business
reply mail, please feel free to
contact PostMark, Inc.
5)  In your next direct mail letter,
don’t forget the effectiveness of
strategies such as a “Johnson
Box” (a box drawn around text to
draw attention), P.S. at the
bottom of the letter, bold and italic
important words, and if applicable
use quotes and testimonials.  The
typical reader of a letter will skim
the first paragraph, last
paragraph, highlighted
information, and the P.S.

1.3 and 2.5. There are more
regulations, but these will help get
started.
3)  Review your mailing list and
consider whether it is time to do a
National Change of Address.  We
have seen lists put through NCOA
have as much as 5% to 10% in
address changes.  These updates can
help save postage costs and improve
deliverability.
4)  If you are using reply mail, make
sure you understand the options
available and different costs.  An
important note is that if your outgoing
mail is being barcoded the reply piece
must also be automation compatible.


