
I t can be tough 
to get excited 
about “change” 

at USPS. For many 
years, the changes 
we’re looking at are 
arguments over a 

couple of tenths of a percent on the next 
rate case: Will the rates be going up 1.7 or 
1.9 percent? Important? Perhaps. Scintil-
lating? Not so much.

2018 is shaping up to be a year of much 
bigger changes. Sure, the rate increase 
is in place, and we are operating under 
new rates (was that 1.7 percent or 1.9 
percent—I don’t remember now.) But we 
are likely to see much bigger changes 

take shape this year. From my perspective, 
these are the big three:

• Ratemaking process review.
• Informed Visibility becomes a thing.
• Informed Delivery either becomes a  

 big deal or fails to do so.

Ratemaking
Creating postal rates is a complex process. 
The USPS cannot raise overall rates by 
more than the growth in the Consumer 
Price Index (CPI). That rule was created by 
Congress in 2006 in the Postal Account-
ability and Enhancement Act (PAEA). So 
the USPS juggles rates between different 

T he entire mailing world is in a state 
of shock over the Dec. 1, 2017 
proposal rolled out by Postal Regu-

latory Commission (PRC) Chairman Robert 
Taub. The PRC idea is to bust the Consumer 
Price Index (CPI) cap on postage increases 
and allow hikes of 5 to 7 percent per year 

that would cumulate to 30 to 40 percent over the next five years.
It seems like complete capitulation by the very agency whose 

mission is to protect captive customers from abuses by the USPS 
monopoly that the PRC regulates. But it is important to know that 
the great Yogi Berra’s statement is right on point in this terrible 
situation. 
Here are three reasons to hold out hope:

1. It won’t work.
2. Weak consensus on the PRC.
3. Likely to go to court.
A very unfortunate reality is the uncertainty for the very mail-

ers needed to keep USPS thriving will continue indefinitely, as 
will postal service litigation against its customers. 

1. The proposal just won’t work!
The idea of raising rates 30 to 40 percent over the next five years, 
or almost four times the rate of inflation, does not work on its 
face. This much is clear to all involved in mailing on behalf of or-
ganizations and businesses. That dog won’t hunt.
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Postal and Legal Issues Rules, 
Regulations 

M y father introduced me to Beethoven’s ninth 
Symphony as “the one that sounds like they’re 
tuning the instruments at the beginning.” It al-

ways impressed me that, for the opening 30 seconds of the 
first movement, the score sounds exactly like that—a bit of 
a cacophony without seeming direction—until resolving 
into Beethoven’s powerful, recognizable, musical story.

I often think of marketing following the same arc. We 
composers assemble all the parts to a successful campaign, but the start can 
seem a bit cacophonous until the pieces start to fall into place. What is the 
story? Who is the audience? What is the timing? Does this move our strategy 
forward? Yes, I’m saying that marketers are composers and conductors, and what 
we do is create our own kind of music. When done right, we create a moving ex-
perience for our constituents.

Two “instruments” in the marketing symphony that often don’t get top billing 
are ones we cover in this issue of AdVents: postal and regulatory issues. Like the 
bass drums of music, they’re integral parts of the orchestra, forming the struc-
ture of campaigns. What are the cost and spec limitations for our target audi-
ence? What is required for legal compliance? It’s not the glamour of the violin 
section (social media) or the soprano solo (user experience), but they are key 
components of our creation. 

Our instruments and compositions look different around the world. In France, 
La Poste has built a more societally resonant drum: For 20 euros a month, postal 
carriers delivering mail will stop in for a weekly visit with elderly people on 
their route, update their adult children with how they’re doing and inform them 
whether they need anything. The program, Veiller sur mes parents (Watch over 
my parents), is one of the ways La Poste is staying relevant as mail volumes 
decrease. In the U.K., GDPR passed last year and goes into effect this May, es-
tablishing some of the strictest legal requirements on email permission in the 
world.

In the U.S., the USPS is busy offering more—and more relevant—products for 
its customers. Informed Delivery gives consumers a daily digital preview of the 
mailings they have yet to receive, and mailers can customize the customer expe-
rience of their mailpieces in this service. Every Door Direct Mail means you don’t 
even need postal addresses to mail acquisition—you can target your prospects 
with zip codes and key demographics. 

It’s easy to get lost in the minutiae of our day-to-day. The challenges of build-
ing a meaningful and effective campaign can feel endless, and the smallest 
details can seem inconsequential. But what we create brings us all together and 
empowers our mission and purpose. Take a moment to appreciate the sympho-
ny you’ve created—and to learn from each other’s music.

Regards,

Mikaela
miking@ns.org
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LunCH & Learn #1
Topic: rapid response
12 noon-2 PM
Seiu, Washington, DC

Thursday, March 22
DigiTaL Day ForuM
Topic: Digital
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In a world where most business and 
nonprofit costs and revenues are limited to 
less than the CPI, the concept that they will 
stay in the U.S. mail with these kinds of in-
creases to any degree close to current vol-
umes is a non-starter. It just ain’t going to 
happen. It is obvious to all involved in the 
mailing world. The proposal must change 
drastically to have any chance of working.

2. There is not a strong consensus 
on the PRC for this thing.
In a surreal “press conference” on Dec. 1, 
2017, the PRC proposal was announced 
by only one of the four sitting Commis-
sioners. Chairman Robert Taub read a 
written statement and walked out without 
taking questions, as the audience sat in 
stunned silence with only a smattering of 
applause. The other three commissioners 
were nowhere to be seen. 

It became clearer when everyone start-
ed reading the nearly 200-page “Notice of 
Proposed Rulemaking for the System for 
Regulating Rates and Classes for Market 

Dominant Products.” 
Each of the other three commission-

ers issued their own statements that 
indicated varying degrees of discomfort, 
opposition and hopes that the comment 
process will make the proposal at all 
workable. Their comments are very much 
worth reading by anyone affected by the 
PRC proposal.

 • Vice Chairman Mark Acton ex-
pressed the point that, while the USPS 
needs many reforms, the PRC has only 
one tool at its disposal: pricing. He held 
out hope that the “mailing community” 
will provide factual evidence to support 
changes and improvements in the PRC 
proposal.

 • Commissioner Nanci Langley simi-
larly said that the proposal is but one ap-
proach, and she hopes the comment pro-
cess will yield “a ratemaking system that 
provides the necessary balance to ensure 
the financial viability of the postal service 
with affordable and predictable rates for 
ratepayers.”

 • Commissioner Tony Hammond 
expressed his firm opposition to the pro-
posal, and the wish that the comment 
process will yield something workable and 
fair. Hammond correctly pointed out that 
“the proposed changes elevate the finan-
cial stability objective above the others.” 
He also expressed that the proposal gives 
USPS the benefits of both the old 1970 
through 2006 system and the current 
2006 through 2017 process without any of 
the sacrifices or controls. 

3. US Court of Appeals ruling likely
Finally, everyone involved seems to agree 
that one or more parties is likely to ap-
peal any PRC decision in federal court. So, 
the process of deciding the future pricing 
regulation of USPS is likely to stretch on 
and on.

A very unfortunate reality for all USPS 
customers is that uncertainty will contin-
ue indefinitely, and the USPS will litigate 
and advocate against its customers as 
far as the eye can see. In case you’re not 
already aware, the USPS, as a government 
monopoly with declining volume, does 
not treat its major customers any way like 
their other suppliers do. 

Another USPS lump of coal: Final 
Rule on Customized Postage 

As the holiday season got in full-on 
mode, we at the Alliance wished all of our 
members, sponsors, and supporters all the 
best. Unfortunately, however, we needed 
to continue delivering bad news from our 
USPS. They issued their final rule on the al-
lowable content for custom postage issued 
by companies like Stamps.com and Zazzle. 

In January, the USPS had proposed the 
new standards that limit subject matter to 
“commercial” and “social” images or text. 
While many nonprofit subjects could pos-
sibly qualify as “social” because they are 
for the social good of America, the Alli-
ance requested clarification from the USPS 
that nonprofit subjects would be eligible. 
The answer came down as “no.” 

Apparently, its attorneys are worried 
that some nonprofit subjects could be 
“threats to the postal service brand,” and 
it would be “impermissible viewpoint dis-

crimination, which would endanger the 
whole program.”

So, while the USPS deems some non-
profit subjects or images as too risky, com-
mercial advertising is OK as long as it does 
not include content “prohibited” by the em-
ployees of the postal service. And it looks 
like “commercial” will allow advertising by 
companies that outsource jobs, pollute the 
earth, charge excessive prices for medica-
tions, produce weapons of mass destruc-
tion, and shelter their taxes overseas. 

All commercial images and subjects 
would be acceptable as long as they meet 
the definition: “Commercial means intended 
for no purpose other than the sale of goods 
or services in commerce.” And they must not 
have “content that is unsuitable for all-ages 
audiences, including but not limited to:

 • Any non-incidental depiction of al-
cohol, tobacco, gambling, or firearms or 

other weapons.
 • Any depiction of controlled sub-

stances, including, but not limited to, 
marijuana.

 • Any depiction of political, religious, 
violent or sexual content; or

 • Any depiction of subject matter pro-
hibited for display under U.S. law.

 • Acceptable commercial or social im-
ages or text must not contain content that 
the customer or provider does not have 
the right to use either directly or under li-
cense, including, but not limited to, imag-
es or text that may be the subject of third 
party rights, such as copyright, trade-
marks or rights of publicity or privacy.

 • The postal service reserves the right 
to determine independently whether any 
image, text or category of images or text 
meets any of its eligibility criteria.

Nonprofits might be eligible to show 

their logo or other related image or words 
under the “social” category:

“Social means promoting or depict-
ing people, animals, items or events 
commonly associated with community 
relations or companionship and likely to 
generate invitations, announcements, 
notices, thank-you notes, RSVPs or similar 
correspondence.”

Time and practice will tell. It is unfor-
tunate, though, that USPS, motivated by 
“threats to the postal service brand,” con-
siders nonprofits more of a risk than com-
mercial advertisers.

The Alliance of Nonprofit Mailers has, for 
over 37 years, worked full time to ensure 
that nonprofits continue to have access 
to affordable, reliable postal mail. Never 
before has the challenge been greater, as 
two recent actions indicate. We will never 
give up and plan to continue our successful 
track record with the support of many non-
profits and commercial sponsors.

Stephen Kearney has been a fierce advocate for the 
rights of nonprofits to affordable, reliable postal mail 
as the executive director of the Alliance of Nonprofit 
Mailers since January 2014. He is a chartered financial 
analyst and holds an MBA from The George Washington 
University and a BA in Economics from McGill University. 
He has served in a number of senior management 
positions at the USPS, including treasurer, pricing, 
customer relations and business development. He also 
was a financial economist at the U.S. Treasury.

Continued from page 1
Cover Story — It Ain’t Over Till It’s Over

A very unfortunate reality for all USPS customers 
is that uncertainty will continue indefinitely, and 

the USPS will litigate and advocate against its 
customers as far as the eye can see. In case you’re 

not already aware, the USPS, as a government 
monopoly with declining volume, does not treat its 

major customers any way like their other suppliers do.
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Continued from page 1
Cover Story — 2018: A Year of Change for the USPS

 “Informed Delivery lets consumers 
get a view of their mail before the 

receive it. As mail is scanned in USPS 
facilities, an image is lifted. This image, 

a black-and-white picture of the mail 
piece, is emailed to consumers on the 

day the USPS expects to deliver it. 
It really is a pretty valuable service, 

particularly if you are traveling.“

advantage
[  d’vantij ]

NOUN
noun: advantage · plural noun: advantages
a condition or circumstance that puts one in a 
favorable or superior position:
“working with e Production Advantage  will
give you an advantage in the marketplace”

synonyms: upper hand · edge · lead · trump card · 
superiority · dominance · ascendancy · supremacy ·
power · mastery · inside track · catbird seat

More
the opportunity to gain something; benefit or
profit:
“you could achieve something to your advantage”
synonyms: benefit · profit · gain · good · mileage

e

703.818.1633
productionadvantage.com

TPA Quarter Page Ad  4/13/15  1:13 PM  Page 1
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of where your mail is as it travels from the mail house to the 
consumer.

In the past, USPS tracking data included only actual scans that 
occurred when mail was seen. IV creates a whole new world of 
assumed and logical scan events based on those 
scans, predicting when mail will be delivered. There 
is even a scan event created when a letter carrier 
crosses the ZIP+4 boundary of an address, let-
ting you know the approximate time of delivery. 
Processing this data, however, will not be simple. 
IV continues to provide raw data that needs to be 
massaged into reports to have value, and the ad-
ditional scan events created in IV mean a lot more 
data to be managed. 

Informed Delivery
Informed Delivery, the worst named product the 
USPS has released in a while, lets consumers get a 
view of their mail before they receive it. As mail is 
scanned in USPS facilities, an image is lifted. This 
image, a black-and-white picture of the mail piece, 
is emailed to consumers on the day the USPS ex-
pects to deliver it. It really is a pretty valuable ser-
vice, particularly if you are traveling.

Mailers can also create digital ads that appear in 
the Informed Delivery email in lieu of, or with, the 
black-and-white image. This provides another touch 
with your prospects, as well as an opportunity for 
them to respond directly. These campaigns are not 
difficult to execute, and there is currently no charge 
by the USPS to add them. In an upcoming version of 
the service, you will be able to append unique URLs 
to each piece in a mailing through your electronic 
documentation that will allow consumers to click to 
a customized web landing page. This turns these ad 

links essentially into personalized URLs.
Very cool technology indeed, but the challenge is getting 

enough of the public to care. Currently about 2.5 million house-
holds receive an Informed Delivery emails every day, less than 2 
percent of consumer households. 

The USPS touts more than 7 million subscribers, but many of 
those are simply people who signed up for USPS.com to buy 
stamps or shipping services. The critical number is the number of 
email subscribers. The USPS needs to invest more—a lot more—
in marketing this service to consumers. If you haven’t signed up 
yet, you can at InformedDelivery.usps.com.

So it still may be tough to get excited about the latest devel-
opments at the USPS, but there are certainly some things worth 
watching. Where needed, I’ll get excited for you.

Dave Lewis is vice president of ProList, Inc., a Frederick, Md., marketing services 
provider. He is also president of SnailWorks, which provides coordinated direct 
marketing services. Dave has been active in the direct mail industry for more than 30 
years and is currently industry co-chair of the USPS MTAC User Group on Mail Visibility. 
You can reach via email at dlewis@prolist.com or on the phone at 301-924-4545.

service levels and classes of mail, and 
turns the whole mess over to the Postal 
Regulatory Commission (PRC) for review 
and approval. In most cases, they get a 
few minor adjustments, and they go into 
effect largely as proposed. You may get 
the occasional dustup—think exigent rate 
surcharge—but the process is pretty well 
defined.

In 2017, the PRC reviewed that rate-
making process on its 10th anniversary, 
in accordance with PAEA. The USPS has 
been struggling to perform financially, so 
the PRC has proposed a new process that 

still has limits, but much looser. Under the 
PRC proposal, postage increases would be 
limited to CPI plus 2 percent. If the USPS 
meets certain performance standards, 
they get another 1 percent. For certain 
categories of mail—think periodicals, 
flats—that are “underwater,” they could 
get still another 2 percent. 

So we could easily be looking at annual 
increases of 5 percent to 7 percent for the 
next five years if inflation holds around 2 
percent. This could result in rates 30 per-
cent to 40 percent higher by 2023. That 
4.3 percent exigent surcharge doesn’t look 

so bad now, does it?
This is what has been proposed—the 

PRC is taking comments. This is a possible 
big deal.

Informed Visibility
Mail tracking is getting a major redo in 
2018, as the USPS transitions to its latest 
version, Informed Visibility (IV). As in the 
past, IV tracks individual pieces of mail as 
they travel through sorting equipment 
at the USPS. But IV also tracks pallets of 
mail, trays, sacks and bundles. Using this 
data, you will be able to get a better view 
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Together we can make it happen
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A few 
forward-
thinking 

commercial and 
nonprofit mail-
ers are testing 
Informed Delivery 
campaigns with 
interesting results. 

Here’s what we’re finding so far:
 • Informed Delivery is an innovative 

new multichannel platform that truly 
fuses direct mail and online campaign 
touch points with reporting capabilities 
that let you track impressions, email in-
teraction and direct revenue.

 • Informed Delivery subscribers see 
grayscale scans of your mail piece in 
their daily emails or dashboards, pro-
viding an added impression with no extra 
effort required on your part.

 • An Informed Delivery Campaign 
enhances your scanned image with 
a full color “ride along image” and/
or a full color “replacement image,” 

which replaces the grayscale scan of 
the actual direct mail piece, combined 
with a landing page link. These digi-
tal ad-like elements give your donors 
and customers another opportunity 
to engage with you directly. Your call-
to-action in the images and links can 
be a donation, an advocacy action or 
product offer.

Initial results are promising
The added online impressions are valu-
able, whether or not revenue can be 
directly attributed to the campaign. Non-
profits with large volume prospect and 
house file mailings are seeing a critical 
mass of extra impressions within their 
audiences. 

• For example, one national nonprofit 
ran a test campaign with 32 percent of 
their physical direct mail pieces featured 
in the Informed Delivery subscriber 
emails—healthy quantities at their large 
mail volumes. That’s a critical mass of mul-
tiple impressions from one mail piece.

• These emails had a 
70 percent open rate, 
more than twice the 
industry average accord-
ing to the USPS.

• Direct online revenue 
attributed to Informed 
Delivery campaigns had 
higher average gifts, 

leading to better long term value.

Implementing a campaign is get-
ting easier
Working with the USPS team on Informed 
Delivery campaigns gets easier every day 
as the USPS fixes technical glitches and 
streamlines the steps involved. Eventu-
ally, the USPS will offer a self-service plat-

form for mailers, simplifying the entire 
process even more.

If you’re a nonprofit or agency, your 
production partner can handle the techni-
cal details around your data, your mailing 
logistics, uploading and testing your digi-
tal assets and serving as the primary point 
of contact with the USPS. This lets you 
focus on the fun stuff—creating the digital 
strategy, creative elements and offers that 
integrate with your direct mail piece.

Brand marketers are embracing 
Informed Delivery
On the commercial side, we’re seeing 
campaigns from consumer brands like 
Hayneedle, the online home goods re-
tailer, Progressive Insurance and Joann 
Fabrics. Several large national nonprofits 
are testing the program as well.

We’ve talked with a national retailer, 
one of the program’s original beta testers. 
They’re very pleased with how their re-
sults are trending over the past year. 

• Initially, their match rate (the percent-
age of Informed Delivery subscribers that 
match to the retailer’s combined prospect 

and house file names) was 3 to 4 percent.
• Now, a year later, their match rate has 

increased to 10 percent or more. This re-
tailer’s marketing team is fully committed 
to the Informed Delivery program. 

• They’re excited about its potential as 
more and more individuals nationwide 
sign up to receive the daily emails. Al-
though direct revenue has been minimal 
thus far, they’re very happy with the 

extra impressions the digital images 
provide.

Another benefit during this testing 
phase: The number of Informed Delivery 

Campaigns is still limited. When a full 
color digital campaign does show up in 
a subscriber’s USPS “Informed Delivery 
Daily Digest” email, it really stands out 
and gets noticed in the sea of grayscale 
direct mail piece scans. It’s a great way to 
surprise and delight your customers, do-
nors and prospects.

The key takeaways
• We recommend nonprofits try In-

formed Delivery during the USPS’ free 
operational test period happening now 
for a limited time. 

• Learn about the process, analyze your 
results and monitor the Informed Deliv-
ery subscriber growth nationwide. 

• Focus on the value of the extra im-
pressions this platform provides.

When this program rolls out and hits 
a tipping point, you’ll be ready to make 
a smart decision about how it fits into 
your overall marketing strategy and 
budget.

Polly Papsadore is the director of marketing and business 
development at PMG. Polly can be reached at  
polly@pmgdirect.net

Informed delivery 
campaign tests: 
the Findings May 
surprise You

by poLLy papSaDorecase studY
A closer look at direct marketing campaigns in action.



hancement Act (PAEA) requires a review 
of the past 10 years of the existing market 
dominant rate and classification system to 
determine if the USPS achieved the nine 
objectives, considering 14 factors estab-
lished by Congress. Are you confused yet?

The goal: to create a flexible, stable, 
predictable and streamlined ratemaking 
system that ensures USPS financial health 
and maintains high quality standards and 
performance. (And if you believe that, I 
have an igloo I’d like to sell you!).

Overall, some objectives were 
achieved, but mostly not.

Findings, in a nutshell:
• Pricing has not been increased effi-

ciently by the ratemaking system.
• Financial health is not being main-

tained by the PAEA, although things look 
better in the short term than they do 
mid-to long term. 

• High-quality service standards have 
not been achieved.

Highlights of the ensuing proposed 
rules, the intent of which are to promote 
Efficient Component Pricing and help the 
ratemaking system maximize incentives 
to increase efficiency, are below:

• Compliment (not replace) the CPI-U 
price cap. This would be achieved by pro-
viding discrete, clearly defined amounts 
of additional authority. Uh oh.

• Two percentage points of rate authority 
per class of mail per calendar year for each 
of the first five full calendar years following 
the effective date of proposed rules.

• Up to 1 percentage point of rate 
authority per class of mail per calendar 
year, contingent on USPS meeting or ex-
ceeding an operational efficiency-based 
standard and adhering to service stan-

dard quality criteria.
• A required rate increase for any non-

compensatory product of a minimum of 
2 percentage points above the percent-
age increase per class. A percentage in-
crease over a percentage increase? (Will 
someone pass me a calculator?)

• Establishment of two band ranges 
with upper and lower limits for work-
share discount passthrough. Including 
a band range of plus or minus 25 per-
cent for periodicals and a band range of 

plus or minus 15 percent for all other 
classes. 

• Non-compliant pass-through would 
be subject to a three-year grace period. 

Direct mail still has an affordable and 
effective place in the marketing mix, and 
with all the digital fatigue, folks still like 
getting personalized letters in the mail. 
We may not have all the answers but are 
happy to help walk you through this as 
changes occurs. 

*This review, findings and proposals can 
be found on the homepage of the Commis-
sion’s website, www.prc.gov** (all informa-
tion above regarding review, findings and 
proposals gathered from EMA Dec monthly 
newsletter).

Kyle Martin is vice president of sales at Colortree Group, 
where he has worked for 29 years. He is active in the 
Envelope Manufacturers Association and the Envelope 
Institute of America. If you would like to contact Kyle, 
please do so at 804-545-2573 or kmartin@colortree.
com. Colortree Group is a 24/7 operation where one call 
prints it all.

H appy 
Valen-
tines 

Day! It’s February 
already, and I’m 
pretty sure my wife 
is going to keep me 
another year (based 

on my great gift… of course). If I don’t 
get it right, I risk getting fired, so I make 
sure I get it right every year.

This is the polar opposite of the USPS 
board of governors. Their performance 
must have been pretty lousy, because as 
of the writing of this article, there were 

nine vacancies on an 11-member board.
Normally, we would use this space to 

talk about postal incentives for 2018, but 
there is one small reason we can’t…the 
lack of Presidentially-appointed gover-
nors on the USPS board of governors.

There is no clear date as to when some-
one will be appointed, so all of the 2018 
promotions are in jeopardy of being se-
verely delayed for 2019. 

There was a time when us sales guys 
could present information regarding the 
year’s hottest promotion to our clients, 
offering discounts to use specialty pa-
pers, new technologies or whatever the 
incentive was at the time. 

This year, we haven’t heard anything. I 
wish this were not the case, but sadly, we 
have no incentives to pass along to en-
courage or enhance your participation.

No board of governors means no pro-
motions in 2018. While the USPS can’t cre-

ate new incentives without a board, there 
are plenty of things they can do without 
a board. Unfortunately many of these are 
unfavorable to us in direct response. 

For example, the USPS can raise postal 
rates without the board of governors. As 
of Jan. 21, the following rate hikes went 
into effect: letters up $0.01 to $0.50, me-
tered letters up $0.01 to $0.47, First-Class 
automated mail went from .423 to .424, 
marketing mail went from .288 to .287 
and the traditional rate went from .271 to 
.274. In addition, domestic postcards in-
creased $0.01 to $0.35, and new shipping 
services product prices increased Priority 
Mail 3.9 percent and Priority Mail Retail 
an average of 0.8 percent.

As if that is not enough rate speak, the 
Postal Regulatory Commission (PRC) re-
cently posted the results of their Rate and 
Regulatory Review*.

The 2006 Postal Accountability and En-

by KyLe MartinOut OF the tRenches
Your direct marketing colleagues take a big-picture look at things.

Postal and Legal 
Issues: not Much 
happening in 2018

 “As of Jan. 21, the following rate hikes went into effect: 
letters up $0.01 to $0.50, metered letters up $0.01 to $0.47, 

First-Class automated mail went from .423 to .424, 
marketing mail went from .288 to .287 and the 

traditional rate went from .271 to .274. In addition, 
domestic postcards increased $0.01 to $0.35, and new ship-

ping services product prices increased Priority Mail 3.9 percent 
and Priority Mail Retail an average of 0.8 percent.”
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Catherine Cook LaCour 
has been appointed chief 
marketing officer of the 
Blackbaud Institute for 
Philanthropic Impact, 
where she will oversee 
the company’s global 
marketing initiatives. 
She has been on the 
Blackbaud team since 
2010 and recently served 
as the company’s senior 
vice president, where 
she “re-engineered 
Blackbaud’s corporate 
marketing function 
from the ground up and 
led the company to re-
imagine its brand to better alaign with its 
purpose-driven mission and values,” ac-
cording to a company press release. Addi-
tionally, LaCour is co-chair of Blackbaud’s 
women executive networking community 
and is active in Fortune’s Most Powerful 
Women network. 

Craig DePole has been named presi-
dent of Newport ONE, a direct-response 
fundraising agency that serves over 50 
nonprofit clients. DePole has been with 
the company for eight years and, under 
his new role, he will remain involved in 
his clients’ programs, as well as lead the 
company’s marketing efforts and “direct 
the company to meet the ever-changing 
opportunities that lie ahead,” according 
to a press release.

Diennea, a digital direct marketing tech-
nology company, has launched EmailSuc-
cess. This new technology platform aims to 
be a high-performance, on-premises MTA 
server solution that will simplify sending 
high-volume emails and managing deliver-
ability. As reported in a press release by 
BusinessWire, the company’s chief tech-
nology Officer, Fabio Masini, said that this 
platform was developed “with the aim of 
providing an intelligent and scalable server 
solution, which guarentees full control 
over the configuration of each individual 
parameter.” EmailSuccess has the ability 
to be installed quickly and easily, with 
integrated systems already in place. And 
its auto-tuning technology decreases the 
need to handle low-level technical aspects 
to a minimum, the release said.
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A fter star-
ing at a 
blinking 

cursor, at the ceiling 
and out the window 
trying to come up 
with a copywriting 
angle on postal reg-
ulations and legal 

issues, I just admitted defeat and sought 
escape in a meditation app. 

But there was no escape from the need 
to provide you, dear reader, with some 
insight on writing. So even as I became 
mindful and reflective for a rare few min-
utes, the app’s soothing disembodied 
voice’s suggestion for a mantra that could 
foster self-contentment struck me as also 
being good guidance for creating effec-
tive fundraising copy.

The meditation mantra:  “Let me be 
happy. Let me be compassionate. Let me 
be healthy. Let me be at peace.” Paraphras-
ing for fundraising purposes:

Help your donors be happy.
“It’s better to give than receive” isn’t just 
an adage. It’s a scientifically proven fact. 
Giving, to individuals or charities, makes 
donors happier than before their phil-
anthropic acts. So you’re not “bothering” 
folks when you seek contributions—you’re 
providing them with opportunities to ex-
perience joy.

That fact should get you past any initial 
hesitation to write your donors or soon-
to-be donors with a request for funding. 
But don’t let it be only a launching pad. 
Make it a touchstone you return to again 
and again by telling donors about the 
happy-ending stories they’ve made pos-
sible. A sick child cured, a homeless dog 
adopted, a law passed (or blocked), a can-
didate elected (or defeated)—whatever 
causes for celebration you have should be 
shared early and often in your fundraising 
communications, regardless of channel.

And don’t just share the stories in 

hopes of making donors happy through 
altruistic-released endorphins. Come right 
out and tell them how happy and proud 
they should be for being such wonderful 
people. Lay it on thick; not as a tactic but 
because they truly deserve it.

Help your donors be 
compassionate.
This isn’t quite the same as being happy 
due to being a donor. After all, it’s quite 
possible for someone to be happy without 
showing any concern for others. But people 
with deep wells of compassion don’t do 
anyone much good unless that have a way 
to act on it. It’s up to you provide that way.

The act of making a donation is the 
clearest, easiest way. Usually the way we 
most desire as well. But volunteering time, 
social media mentions about a nonprofit’s 
work and political activism are others. You 
should offer them all—along with others 
unique to your organization or mission—
as options for your donors to show they 
truly care.

Once again, praise them for their com-
passion. Note it being an admirable per-
sonality trait, something you wish other 
people possessed in such abundance. 
Don’t worry about it coming across as 
pandering—the fact is flattery will get you 
everywhere. Doubtful about that point? 
Think of your reaction the last time some-
one commented on your compassion or 
complimented anything about you, both 
of which no doubt occurred within the 
past hour. (See what I did there?)

Help your donors be safe.
Not safe from physical harm—that would 
be quite a trick for even the most success-
ful fundraising communication. But given 
media attention to fundraising scandals, 
real or imagined, and human nature’s in-
grained skepticism, you cannot assume to 
be deemed a safe place for a donor’s gener-
osity just because you know you are.

Putting aside differing opinions within 
our industry on the validity or value of dif-
ferent watchdog rating systems, be aware 
they many donors consider such ratings 

as shorthand for which nonprofits can be 
trusted to use their dollars wisely. So if 
you have laudable ratings, spotlight them 
as evidence that donor dollars are safe in 
your hands. 

And if you don’t, find another way to 
demonstrate you can be trusted to use do-
nations wisely—positive outcomes (which 
should be touted regardless of fundraising 
ratios or ratings), money-back guarantees, 
endorsements (from celebrities and/or 
regular folks), reliance on volunteers, etc.

Let your donors be at peace.
The “Peaceful Easy Feeling” song, sung 
about by the Eagles, isn’t easy to experi-
ence these days. Terrorism, famine, war, 
disease, climate change and extreme par-
tisanship are just some of the barriers to 
feeling a sense of peace. Then again, they 
are also some of the prime motivators of 
donors when properly presented.

By properly presented, I mean not in an 
overwhelming “the end is near” fashion. 
Rather as serious problems that can be 
solved—most notably by donations, of 
course. Reassuring donors that they are 
part of the solution to all that ails our 
world can bring a measure of peace their 
minds and daily lives. The trick, for lack 
of a better word, is to convey progress 
without claiming total victory—the latter 
of which should always be tantalizingly 
close, but not quite within reach.

Much if not all of this may strike you as 
elementary. No argument here—I don’t pur-
port to be providing revolutionary informa-
tion. But review your last appeal to current 
donors or attempt to acquire new ones.

I suspect it’s a safe bet you didn’t cover 
all of these bases, or perhaps none at 
all. That’s not an indictment. It’s a fact 
that someone as smart, motivated and 
compassionate as you are can certainly 
change for the better … regardless of 
any postal regs or legal issues that might 
come into play.

Barry Cox is a freelance copywriter with 28 years 
of experience and the warm glow of inner peace. 
BCoxWriter@aol.com. 703-892-2577.

by barry CoxcOPYwRItIng
Exploring the nature and nuances of effective copywriting for direct marketing

Repeat after Me
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dMaw educational 
Foundation Builds 
‘Pipeline’ of new 
direct Marketing 
talent

E xamples 
of com-
panies 

that have already 
benefitted from the 
fresh talent recruit-
ment efforts of the 
DMAW Educational 
Foundation include 

PMG, QuadGraphics, Beaconfire RED and 

Marketing General. You can take advan-
tage of this program, too. 

To really grow your direct-marketing 
shop, you need the very best people on 
your team. And the best talent in the di-
rect marketing business is developed two 
ways: (1) by many years of experience or 
“learning on the job”; and (2) by a solid 
education in direct-marketing fundamen-
tals at the undergraduate level.

If you already have one or more sea-
soned pros on your team, you know how 
much you’ve invested in their professional 
development—with your time, by sharing 
your own expertise, and with money. And 
you know it’s a big investment. You work 
hard to keep that talent happy and on 
board. But where do you find new talent?

As recently as a few decades ago, the 
only answer was either to “poach” it from 
your colleagues and competitors, or else 
spend even more time, talent and treasure 
to develop promising, but inexperienced 
people at the start of their careers. Both 
approaches are costly.

Fortunately, in 1986, a dedicated group 
of DMAW leaders founded the DMAW Edu-
cational Foundation (DMAW/EF) to address 
this specific issue. Thirty-one years later, 
direct marketers all over the Mid-Atlantic 
region have been reaping the harvest.

As a DMAW member, you are an impor-
tant part of this, because the DMAW sup-
ports the work of the DMAW/EF, a totally 
separate nonprofit organization with its 
own board of directors and unique set of 
programs focused on regional professors 
and undergraduate students.

DMAW/EF provides intensive support to 
marketing professors at colleges and uni-
versities in the Mid-Atlantic region, to help 
them develop curricula that are specifically 
focused on direct marketing. Those profes-
sors teach their students about the funda-
mental principles, channels, tools and met-
rics of direct marketing. Then the DMAW/
EF “closes the loop” by connecting well 
qualified direct-marketing students who 
have been recommended by their profes-
sors with DMAW members and other local 
direct-market users and suppliers who are 
looking for bright, new talent.

The DMAW/EF’s career placement 
network is open to all DMAW members. 
Please visit our website at dmawef.org to 
learn more about our programs and make 
a donation today.

When you consider the cost to develop 
new talent to take your shop to the next 
level, you can see what a great investment 
the DMAW/EF is!

Scott E. Huch has been a member of the DMAW 
Educational Foundation, Inc., board of directors since 
2003 and its secretary since 2009. He is also president 
and sole owner of Direct Creative, Inc.. You can contact 
Scott at scott@directcreative.info or (703) 933-3845. 
For more information, visit www.dmawef.org 

by SCott huCh

Gold Level Donors
PMG

RR Donnelley
Concord Litho

Silver Level Donors
Harold Malchow

Syma Mendelsohn 
Paula Morris

Bronze Level Donors
Deborah Cowles

Nancy Rathbun Scott
Rick Whelan

Friends
Catherine Lincoln

Jonah Gitlitz
Carrie Schweikart

Karen Depew
Ed & Virginia Fleischman

LEADERSHIP CIRCLE

[Your Name Here?]

For details visit 
dmawef.org/overview

To join, please contact
DMAW/EF

Executive Administrator,
Amy Steinbicker

leadershipcircle@dmawef.org
or

703-407-1663

Ben Kuniholm
Account Executive
SMS Direct
benk@smsdirect.com

B en Kuniholm lives in Georgetown, a 
historic neighborhood in northwest 
Washington, D.C., with his wife and soon-to-be rescue 

pup. He first immersed himself in the direct-marketing world 
when he worked as a intern through high school and college at 
SMS Direct. And after taking a multitude of business and market-
ing classes in college, he continued to work at SMS Direct.

What drove him to stay in the nonprofit sector is that he loved the 
sense of community in the industry and the opportunity it provided to 
do something meaningful.

Location: Washington, D.C

Education: Grove City College, B.A. in Business Management

DMAW Member Since: 2012

Who do you consider your mentors?

My boss and father. They are actually the same person. My dad be-
came a second-generation direct mailer in 1984 when his father, 1970 
DMAW Hall of Leaders inductee Roland Kuniholm, advised him to start 
a mail shop. So, it is true when I say that no one has given me more ad-
vice, both personally and professionally, than my boss.

What advice would you offer a novice who wants to move up in  
direct marketing?

First, I would say to make absolutely certain that you find the work 
rewarding and enjoyable. Doing it for any other reason, ultimately, 
won’t be satisfying. Second, it is well worth your time to invest in oth-
ers. Look for opportunities both to learn from and lend a hand to co-
workers, clients and competitors alike!

What is the most helpful step you took to advance your direct  
marketing career?

Making the decision to be fully invested in my job and seeing it as a 
career. That has opened all kinds of doors and opportunities to meet 
new people.

Tell us about your volunteer experiences with DMAW.

I’ve written for the DMAW Marketing AdVents and hope to get in-
volved to a greater capacity moving forward. 

Describe yourself in three words. 

Focused, organized, empathetic. 

Describe your life in six words.

Grow through what you go through.

MeMBeR sPOtLIght

Ben’s Favorites
Restaurant

The Dabney, located in northwest 
Washington, D.C

Films
“Goodwill Hunting” and 

“A Beautiful Mind.”

Books
“Cathedral: A Collection by 

Raymond Carver.”

Music
Arcade Fire and The National.

Websites
TheRinger.com

Leisure Interests
Sailing, running, rooting for all D.C. 

sports teams and coffee.

Quote 
“It is not the critic who counts; not the 
man who points out how the strong 
man stumbles or where the doer of 

deeds could have done them better. The 
credit belongs to the man who is actu-
ally in the arena, whose face is marred 

by dust and sweat and blood; who 
strives valiantly; who errs, who comes 

short again and again, because there is 
no effort without error and shortcom-
ing; but who does actually strive to do 
the deeds; who knows great enthusi-

asms, the great devotions; who spends 
himself in a worthy cause; who at the 

best knows in the end the triumph 
of high achievement, and who at the 

worst, if he fails, at least fails while dar-
ing greatly, so that his place shall never 
be with those cold and timid souls who 

neither know victory nor defeat. 
— Theodore Roosevelt 

Did You Know?
The DMAW/EF, a separate 

nonprofit organization from DMAW, 
relies heavily on contributions from 
DMAW members to fund its work. 

Please donate today!

Invest In Your Company’s 
Direct Marketing Future.

The Person You Hire 
Matters.

Link Up!
• Influence what tomorrow’s hires are 

thinking today.

• Help professors design 2018-    
worthy classroom projects.

• Share the latest direct marketing 
trends with professors in the          

Mid-Atlantic region.

• Connect with young talent 
looking for internships and jobs.

Link Up to …
The DMAW Educational 

Foundation

Find out what’s in it for all of us.
Get involved, donate, learn more @

www.dmawef.org
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Japs-Olson Company is your direct mail production solution provider.
To receive our sample kit, contact Debbie Roth at 
debbie.roth@japsolson.com or 952-912-1440.
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