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Baltimore Postal Customer Council

by Jim Barlow,
Mail Systems Management Consultants,
Education Committee Chairperson

The leading Postal Customer Council
education event in the region was held
at the University of Baltimore Thumel
Business Center. This was again the
site of our Mailer’s Education Seminar
for 2008. The date was March 20th, the
weather was good, the food was great
and it was one of our best with over 160
attending, hope you were there. We were
very happy to have Nicholas F. Barranca
as the keynote speaker. Nick is the Vice
President of Product Development for
the U. S. Postal Service. He spoke about
the changes under the new Postal Reform
Law, new products and services and
what it means to the mailer. The BPCC
Industry Co-Chairman, Charles Howard,
Harte-Hanks Direct Marketing provided
opening remarks. Our vendor sponsors
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Attendees (Opening of Program)

PSI Presort Services and our local Hasler/
Neopost dealer, Shannon Business
Systems, presented their products and
services at the opening session and had
a booth in the Atrium to meet with inter-
ested attendees. This education-filled day
featured exciting education opportunities
with the latest critical mail related top-
ics. We had nine great sessions plus a
SUPER SESSION to cover Postal Reform
updates, new rates and other changes
coming May 12th. The highly competent
session instructors were provided by the
US Postal Service Speakers Bureau and
one session, Selecting for Success, was
presented by our own Executive Board
Member, Dana McCormick.

This 2008 Education Seminar included a
“Certificate Achievement” award for every
participant completing the area’s best
mailer education event. continues page 2
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The Northern Virginia Postal Customer
Council is again hosting the Executive
Mail Center Manager Program (EMCM).
This is a unique program that will not
only benefit your company but will also
enhance your personal skills and recog-
nition as a professional in the mailing
industry. EMCM is the first mail man-
agement program developed and spon-
sored by the US Postal Service and was
developed in conjunction with mailing
industry leaders and continues page 3

Baltimore District Customer Training - 2008
Training held in Room 401 Main Post
Office. To Register call 410-347-4436.

Jun 19  Postage Statement Wizard
July 17 Postage Statement Wizard
Aug 14  Postage Statement Wizard
Sept 18  1st Class & STD Mail Eligibility
Oct 16  Periodicals Eligibility

Nov 13  MDA/Intelligent Mail Barcode
Dec 18 Postage Statement Wizard

Executive Mail Center Manager Program
Northern Virginia Postal Customer Council
June 3 -6

Spring General Membership Meeting
June 6

PCC Day
September 17, 2008
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Baltimore PCC Education Seminar
from page 1

We had many requests to have those exciting information-rich
presentations available for our members. The presenters were kind
enough to provide their presentations to us and we have posted
them on the BPCC website, www.baltimorepcc.com. We hope you
find them useful.

The Education Committee strives to provide education opportuni-
ties for the Baltimore PCC members in partnership with the US
Postal Service. For the Mailer’s Education Seminar we start plan-
ning over six months in advance to provide a top quality education
event for our PCC members. The BPCC Education Committee
facilitates the exchange of ideas about new and existing Postal
Services products, programs, services and regulations that affect all
businesses that use the mail. The success of this education event
required the team work of many people behind the scenes. Special
thanks to the Education Committee members Vanya Burkhalter-
USPS Marketing Manager, Dana McCormick-Wells Fargo, Chester
Wortham-Johns Hopkins Mail Services and to the supporting
USPS staft including Vicky Bazemore — Marketing Staff, Yvette
Singh - Customer Relations Coordinator and Adrienne Spruill -
Business Network Manager and staff. We couldn’t have done it
with out you all.

Please check our website www.baltimorepcc.com for future events
and look for the next Mailer’s Education Seminar in the Spring
of 2009. Please let us know if you have any ideas about possible
future Education Seminar sessions or events for our planning
process. You can reach me at jamesbarlow@comcast.net or call
410-321-8821.
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Nicholas Barranca, Vice-President Product Development,

(Keynote Speaker)

USPS Headquarters
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Burt Foster, Jr. & Edward Shultz, Postal Inspection Service, USPS (Workshop on
Mail Security & Identity Theft)

Frederick Brooks, Supervisor Business Mail Entry Unit, USPS (Workshop on Presorted
Standard Mail  Flats)

www.baltimorepcc.com



Executive Mail Center Manager Program at
NOVA PCC June 3 - 6 from page 1

nationally recognized training experts. EMCM attendees will
receive expert guidance that can help them boost productivity,
increase efficiency, maximize leading-edge technology and gener-
ally improve mail center operations. This is a nationally recog-
nized certification for mail service professionals and a MUST for
anyone responsible for a mail services operation and serious about
their career.

The EMCM program will be hosted by the NOVA PCC and will be
held at the Merrifield Post Office, Merrifield, VA. The eight, four-
hour sessions, 8:00am to 5:00pm, will be arranged into four days
starting this June 3, 4, 5 & 6. The EMCM program cost is $1,160 for
NOVA PCC members and $1,260 for non-members. This includes
course materials and two meals per day and can be paid by check,
Visa or Master Card. Typically, this is a one-week program offered
by the USPS’ National Center for Employee Development in
Norman, OK for $1500. All sessions must be completed to obtain
certification. Upon certification, you will receive National recogni-
tion by being included within the EMCM program web site.

The sessions are: People Management, Quality Management, Sales
& Marketing, Mail Center Operations Management, Finances,
Safety & Security, Technology, Planning & Policy.

This is a great opportunity for personal improvement and rec-
ognition. Space is limited and the deadline for registration is
May 26, 2008. Call NOVA PCC Administrator Sandra Latham at
703-698-6575 or send an e-mail to NOVAPCC@usps.gov.

Dana McCormick, Wells Fargo Home Mortgage Delivery Services (Workshop
Selecting for Success)
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Whether you are a graphic designer, an ad agency,
marketing consultant, printshop, or other organization,
Anne-Tisdale Direct can partner with you to satisfy
your client’s direct mail needs in a cost-efficient
manner. We offer over 20 years experience in the
direct mail industry and can fulfill all of your client’s
list services, data processing, and mailing needs.

ANNE-TISDALE DIRECT

EUNER L EIERLU TN OWNER, JUDY ANTISDEL AVAILABLE FOR SPEAKING ENGAGEMENTS

Incredible Direct-Fro he-Manufacturer Savings!

Lowest Price
Business Checks

FREE Check

7-Ring Binder 300 3-to-a-page Crafters
. BUSINESS CHECKS
o ONLY $ 19.95

y #CPY

Securitone Blue #C01

Special Offer from Check Crafters for First-time Customers!

3 Ways to Order!
To order by phone, call

Name

@
i<}
S | Toll free: 1-888-404-5245
Business Phone ( ) & | Se habla espafiol.
E-mail Address To order online:
www.checkcrafters.com

Check Design (# and name) For first-time customer pricing, use OFFER

CODE BG0024 during online checkout.
Start checks with this number: # o A
Select One-Part or Duplicate Busi Check: To order by mail, enclose 4 items:
elect One-Part or Dupiicate Business Checks 1. VOIDED CHECK (or reorder form from current

300 600 supply), with any changes indicated. No
One-Part 1 $19.95 0 $39:90° $29.90 photocopies, please.
Duplicate  Q $39.95 0 $79:80 $49.90 2. DEPOSIT SLIP (also from existing supply).
Check Price $ 3. PAYMENT CHECK payable to CHECK CRAFTERS.
Executive 7-Ring Binder $ FREE L c.onn.nsn 0_'“’“ o
@ EZShield™ Check Fraud Protection® for Business Malhelceae 2:::;&"“;
add $4.95 for each unit of checks you order $ P.O. Box 100
Shipping & Handling $  6.95 g MD 21040-0100
Orrex Cove: [ BG024 | SUBTOTAL $ EZShield" Check Fraud Protection
Sales Tax only for delivery to AR (75%) and MD (5%) $ Prngrahrn“’kBu'siness 1Falri Pem:1 ): Gua'rd
" “ your checks from unauthorized use of up
Expires 12/31/09 TOTAL $ o $20,000 for only $4.95 per unit of checks.
PLEASE NOTE: Unless you tel s otherwise, we will ship orders o th address we print on the checks. We reseve |  Underweritten by Lloyd’s of London. See Order Form.
the right notto process incomplete orders. Allow 2-3 weeks for delivery. Call for signalure delivery service details. | TO learn more, visit www.ezshield.org.
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By Charley Howard,
Postologist

By now the Price Filing for 2008 by the USPS
must seem old news and in a way it is. March
17th the Postal Regulatory Committee sanctified
the filing by indicating that it met the CPI Cap
requirements set out by the new law (PAEA).
So, that’s it then right? Not so quick. A few
days later the PRC challenged the worksharing
discount (automation) for Standard Mail letters
for Mixed AADC and AADC automation rates as
being too much, 538% pass-through! On March
21 the USPS responded with a change to four
rate cells — NOT the ones in question. This
change in effect alters the pass-through deter-
mination. How the USPS did this is by adding
1.1cents to each rate for Regular and Nonprofit
presort — Mixed AADC from origin and destina-
tion Bulk Mail Center entered mail. By raising
the comparison base they effectively lower the
pass-through; neat trick.

For what it is worth this has little to no effect
on postage estimates as most mailers have less
than one percent of their mail in this category.

Just to remind everyone, the new rates go into
effect May 12 this year and will likely increase
every May for the next nine years.

The Competitive products side of the postal
offerings will also get new rates 5/12/2008 but
will mark the new treatment. These are the
international and expedited services products
like Priority Mail and Express Mail. The USPS is
offering volume rebates that effectively negate
the price increase and frankly are more attractive
for use for their relative costs. It will be interest-
ing to see just how creative the USPS becomes
with these products in the coming years.

There are other ways to increase rates. And we
are currently staring at one method that could be
quite devastating to the entire mailing industry,
USPS included. We need to face facts here. No
matter what we think the USPS needs to do they

are burdened with a production needs-driven
mentality and anchor. With nearly 80% of their
costs labor and a need to fully automate postal
processing so as to get the “carrier” out on the
street delivering mail how can they seriously
entertain client’s needs? Well they better or they
will end up in an ever growing spiral of falling
mail volumes loss to other developing media.

After last year’s huge rate increases for Standard
Mail flats combined with similar unabating
increases in paper costs many mail owners ini-
tiated several methods, or changes to their mail
programs, to save costs. These included lighter,
cheaper paper, lower page counts, smaller size,
and even some did the “shape shift” to letter
size. It is the latter issue that has the USPS seri-
ously contemplating changing the rules for what
can qualify as an automated letter.

Many letter-size booklets do not run well on
postal letter automation equipment. The USPS
is performing controlled tests, the “Slim Jim
tests”, to determine what works and what doesn’t
work on their equipment. The initial results,
phase I, are not good!

Let’s discuss the automation equipment a lit-
tle bit here. The USPS has over 6,000 of these
machines deployed throughout their operations
at a cost of three to four billion dollars. Not all
of this equipment is equal. Most of it is level/
release two through four. The latest version soon
to hit the post office is seven. The manufacturer
is constantly trying to improve throughput and
the range of letter pieces that may be run on the
machines. But, as you can tell, the USPS is sort
of stuck at the earlier releases of the machines.
These machines make more effective use of floor
space than the first ones in that they use vertical
space. This requires more convoluted handling
of the mailpiece and is largely responsible for
the constraints coming to light.

The machines can process mail at 30,000 pieces
per hour. It takes about 1 Y2 minutes to clear a
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LOOKING FOR FIRST CLASS
SERVICE, QUALITY
& DEPENDABILITY
USE PERMIT #1 ON YOUR
NEXT MAIL PIECE

e FULL LETTER SHOP SERVICES

* DATA PROCESSING

* LASER PERSONALIZATION

* RESIDENT LIST RENTAL

* FULFILLMENT SERVICES

* HAND ASSEMBLY & PACKAGING

* POLYBAG/SHRINK WRAP SERVICES
* DROP SHIPPING

CAC

DIRECT MARKETING SERVICES

99 RAY ROAD ¢ BALTIMORE, MD 21227
410-737-6770 » FAX 410-737-6771

Full Color
Digital Printing
Press

AFFORDABLE
FULL-COLOR PRINTING
AT ANY QUANTITY!

~® uptown Press..

your graphic communications partner

Uptown Press
501 W. 23rd St.
Baltimore, MD 21211
410-889-8686
410-889-8687 Fax

jam in the machine. The normal jam rate is 2 2
per 10,000 pieces.

In the first test by the USPS tabbed booklets
1/16th of an inch thick averaged 4 jams per
1,000 pieces. 1/8th inch thick pieces jammed
so much that they never made it through a sec-
ond pass. Consider that the jam costs the USPS
about a thousand pieces of processing and you
can begin to understand why this is a great con-
cern to them. Why now? Well because of the
increase in volume of these types of letters.

The thing is that it wasn’t just the booklet shape
that was creating jams. The large single sheet
self mailer, called a large post card, when glossy
doesn’t run on the equipment either. And the
list goes on and on.

Hold on, what’s wrong with this picture???

We have been employing planet codes for
years to track mailings and many of the pieces
described as non-processable used to be so. We
have very good planet code data showing very
high scan rates for these pieces. Then about a
year and a half ago those scan rates started to
drop. What changed?

At about that time there came from postal head-
quarters a demand to improve the throughput
of letter automation operations. A sort of “just-
do-it” command, if you will. Most facilities
responded by simply setting the speed of their
equipment to “max.” This is not a good idea.
First, the equipment is not used to that speed
and has settled in at a slightly lower more sensi-
ble speed. Second, we all know that the max set-
ting rarely increases throughput as it will cause
more jams, those costly jams. Hmmm, seems to
apply to humans as well.

It has reached a point of where postal clerks will
open a tray, see a booklet, and redirect it either
to flat sorters or to manual processing. Not a
good idea for all concerned as it adds costs and
delays delivery; defeats the whole point.

I want to point out that there really are pieces
that perform very poorly on the equipment.
However, at a recent meeting of the USPS and
PostCom, the videos showed all culprits were

www.baltimorepcc.com



pieces not prepared properly; i.e. No tabs or
glue spots!

I would suggest to the USPS that they FIRST
enforce the existing mailpiece design and prepa-
rations rules. They hold the large mail service
providers feet to the rules very strictly — they
should do so to all mailers.

SECOND, turn down the speed of their machines
to a sensible level. Throughput will automatical-
ly improve as will the number of types of pieces

be able to be handled.

THIRD, the test showed that type of tab is criti-
cal. Eliminate all plastic, clear tabs. They do not
work. The best performing tabs are a translucent
paper tab with no perforations. Alter the prepa-
ration rules to allow this type of tab to be able to
cover an indicia — it will still be readable.

FOURTH, gloss is a problem for letter process-
ing. Tone the finish down.

There are too many variables that apply here
to make categorical changes. The phase II test
will test over 238 types of pieces. Still, paper
employed is critical. Saying a certain weight is
all that need be met is not good enough. A super
calendared paper will be much thinner and flim-
sier. Paper grain and its direction used in con-
structing the mailpiece will have a major effect
on its behavior in processing equipment.

Rather than make any rash changes to auto-
mation requirements I think the USPS should
attend to these four items first and see how
things go. There is much at risk here.

Mailing is getting to be quite expensive for the
mail owner. The other media are growing and
maturing to a degree as to offer viable alterna-
tive routes for the mail owner. Once lost to these
other media the volume is likely lost for ever.

In addition, with existing losses in mail volume
it is a time when the USPS really needs to attend
to their client’s needs, much like the rest of the
industry. If you are not flexible you will not
grow. If you constrict the environment you will
decline.

Full Service Imaging

Zﬂﬂﬂ&ﬁﬁﬁﬂﬂﬁﬂﬂﬂ]@ & Mailing Services.

Providing solutions and individual attention to each customer on every
project keeping their best interest and success as our number one goal.

CASS Certify Data Inserting Cutting Hand Work
Laser Imaging Folding Live Stamping Matched
Offset Printing Inkjeting Tabbing Mailings

Data Processing Collating Metering Secure Facility

410-646-2901 ® Fax: 410-646-2902

www.alliancemailing.com

1504 Pot Spring Road
Lutherville, MD 21093-5908

James C. Barlow, Jr., cMDsSM, EMCM ~ ~—mll:
President

MAIL SYSTEMS MANAGEMENT CONSULTANTS

division of: Barlow & Associates

Office: 410.321.8821
Fax: 410.321.1056

CONSULTANTS FOR THE MAILING INDUSTRY

Cell: 410.303.1322
jamesbarlow@comcast.net

f;’ “Your Full Service
'Y Letter Shop”

JACK J. ELLIS

Phone (410) 267-9650

90 Russell Street
Suite 100 Fax (410) 267-6006

Annapolis, MD 21401 jack@posthastemailing.biz
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By Jack Weber,
Chairman
PGAMA

Paper selection is a major part of any success-
ful printing or mailing project. To be effective, a
printed piece must reach the end user in a read-
able form, and paper is an essential element in that
process. Since many of the terms used to describe
paper are technical and can be difficult to under-
stand, we have developed the following glossary of
terminology to help you select the best paper for
your job.

Weight of Stock: Paper thickness and feel is based
on the weight of the paper. Paper weight is deter-
mined by the size and type of stock. For example,
an 80 lb. text or offset paper is based on a measure-
ment of 500 sheets of 25x38 paper, which weighs
80 pounds. Meanwhile, an 80 1b. cover stock is
based upon 500 sheets of 20x26 paper. The weights
are the same, but the base size of the paper is dif-
ferent, resulting in a different thickness and feel to
the paper. An easy way to remember the difference
is to think of the cover of a book, which is heavier
than the text sheets inside. So cover weight paper
is heavier than text and offset papers.

Paper Finish: Paper can come in many finishes.
Gloss, dull, felt, laid, vellum, and smooth are just
a few of the finishes available. Gloss and dull fin-
ishes are coatings applied to the base paper after
manufacturing. Think of this process as applying
clear paint to the paper. A glossy finish is shiny,
while a dull or matte finish is not. Both types of
finishes are smooth and work well in full color
printing. However, a smooth shiny finish does
not feed well on postal equipment, and can cause
smearing problems during the ink jetting process
for addressing. These issues can be minimized by
slowing the speed of feeding the paper into the
equipment and drying the ink with heat lamps.

The other finishes (felt, laid, vellum, and smooth),
are created by the paper mills using a crushing
technique while the paper pulp is wet and pliable.
The resulting finish has a visual and tactile impact

that will make your mail piece stand out. (Note that
these finishes are only available on uncoated no-
shiny paper.)

Paper Color: The color of paper can be determined
during the papermaking process, or after produc-
tion by tinting the sheet. Using colored paper is a
great way to make your mail piece stand out from
others. There are hundreds of colors from which
to choose—ask your printer to show you a swatch
book. One tip: pastel colors are best when address-
ing self-mailers, since they allow enough contrast
for postal equipment to read the addresses.

Brightness and Opacity: The brightness or shade
of the paper is manufactured into the paper by the
paper mill. Today, most coated papers (shiny) and
uncoated papers (not shiny) are manufactured to a
blue white standard. This allows for colors to pop
off of the sheet and also gives the sheet a greater
opacity so you do not see the printing on the oppo-
site side of the sheet.

Paper size: Paper size is an element of your project
that can really impact pricing. When designing,
try to stay within the conventional paper sizes to
yield the maximum amount of sheets possible, and
to allow for the ganging of several images on the
same sheet. This saves time and money. The best
sizes to use are 8.5x11, 11x17, 17x22, and 23x35. All
of these sizes allow for good paper stock selection
and will fold to letter size using a direct folding or
inline process for folding. If a larger paper size is
selected, consider the weight of the stock. Heavier
weights can cause problems during folding with
paper bulking up, tearing, and cracking.

Grain Direction: The grain direction, or direction-
ality, is the way fibers in the paper line up when
the paper is made. The grain direction is very
important when the final product is folded. The
direction of the fold should follow the direction of
the grain to prevent cracking and easy folding, as
well as machine processing by the post office and
bindery.

If you have additional questions regarding the
proper paper selection for print and mail cam-
paigns, contact the (PGAMA) Printing and Graphics
Association Mid Atlantic at 410-319-0901 or email
jack@uptownpress.com.
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Baltimore Postal Customer Council EXECUTIVE BOARD OFFICERS CY 2008

INDUSTRY CHAIRMAN

Charles Howard
Harte-Hanks/DMA

POSTAL CHAIRMAN

William L. Ridenour
Postmaster, USPS Baltimore

VICE-CHAIRMAN/SECRETARY

Lisa Kline
CAC Direct Marketing

TREASURER

Bill Sell
T. Rowe Price Assoc., Inc.

EXECUTIVE COMMITTEE
Judith Antisdel

Anne-Tisdale & Assoc., Inc.

Vanya Burkhalter
Marketing Mgr., USPS

Jack Weber
Uptown Press

Dana McCormick
Wells Fargo Mortgage

Chester Worthham
Johns Hopkins Hospital

Bill Howell
Ivy Envelope

Michael Harlow

District Manager, USPS Baltimore
Ray Wajbel

Centers for Medicare & Medicaid Svcs.

Joseph Fetcho
CAC Direct Marketing Services

Greg Incontro
Senior Plant Mgr., P&D Center

Jim Barlow
Mail Systems Management

Ray Cross
Work Flow One

Yvette Singh
Customer Relations Coordinator,
USPS

Robert Tiefenwerth
United Way of Central Maryland
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