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What is Informed Delivery?
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It's a consumer-facing
feature that provides users
the opportunity to digitally

preview their household

mail and manage
packages arriving soon.”
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Business mailers can
integrate colorful and
interactive campaign
elements to enhance

and extend the mail
moment!
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Key Elements of Informed Delivery
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The Informed Delivery for Business Mailers website is the
one-stop-shop for information on interactive campaigns.

<



5/1/2019

How Does Informed Delivery Work?

U.S. Postal Service® leverages existing mail imaging processes to provide
digital previews of household mail to Informed Delivery users.
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Consumer USPS User User

signs up for images mail receives receives
Informed during Informed physical
Delivery processing Delivery mailpiece

Mailer creates and tracks campaign

Who Can Conduct Campaigns?

Mailers across a variety of industries and roles can conduct interactive campaigns.

Mail Service Providers (MSPs)

il
Companies that support mail owners with mail printing,
[ addressing, barcoding, sorting, distribution, and/or commingling

Advertising Agencies
Companies that support mail owners with media decisions,
creative content, mailpiece design, etc.
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Value of Campaigns

Informed Delivery offers a variety of benefits to mailers who create campaigns.

Build product / brand Create multiple Drive customer
awareness impressions response
Enhance product Potentially increase Provide data for
experience ROI analysis

g

Types of Campaigns

Mailers can conduct two types of Informed Delivery campaigns.

Basic Campaign Dual Campaign
Grayscale Representative =
Image etorreet Dadvary Oty Crgnes Image inforreec Dwbvary Dty Cigaes
+ . COMNG TO YOUR MALDION 300K + COMNG 1O YOUR MALZIOX 300K
Ride-along Ride-along
Image Image

Eligible for letters
and cards only.

Eligible for letters
cards, and flats.
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Mailpieces Eligible for Informed Delivery

Letters and Cards
* Scanned by USPS®automation equipment

HUNT DIRECT
= Eligible for both types of campaigns = z
= If no interactive campaign is applied, users will

see a grayscale image

Flats If no interactive campaign is applied,

= Not scanned by USPS automation equipment users will see this message:
= Eligible for dual campaigns only
= Larger than cards and letters

. Mailpleces that we do

Examples: Newspapers, magazines, flyers, etc. not have an image for are
included in today's mail.
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THE 7 STEPS

FOR CAMPAIGN
CREATION
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[1] Select Submission Method [5] Define Campaign Timeline

[2] Choose Campaign Breakdown [6] Enter and Submit the Campaign

[3] Determine MID and IMb Serial Number  [7] Monitor Progress and Results

[4] Identify Campaign Type and Content

=




Select Submission Method

There are two self-serve campaign submission methods available via the
Business Customer Gateway (BCG):

Mailer Campaign Portal (MCP)
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Mailer Campaign Portal

The MCP is a simple, self-service option that allows mailers to initiate, create,

and track campaigns in one convenient location.

Ideal for:

|X| Lower Campaign
'y Volume

Less Complex
¢’ Campaigns

Benefits:

Streamlined
Data and Reports

Easily Creatable
Campaign Elements
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Choose Campaign Breakdown

The campaign breakdown will also determine the level of the campaign.

Same =0 » 228080 Mailer ID
campaign Target all customers (MID) Only
Choose
to -OR -
apply S Intelligent
Different — Mail®Barcode

campaigns =0 > % (IMb®)

Target groups of customers Serialized

13

Determine MID & IMb Serial Number

MID

= Number assigned by USPS
to identify mailers

= Owned by Mail Owners or
Brands, MSPs, Ad Agencies,
and Printers

IMb Serial Number

= Unique and sequential
campaign number

= Key to activating a campaign

= Cannot overlap another
active campaign

;_I
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Identify Campaign Type and Content ©

Mailers can choose between two different types of campaigns and options for e
supplemental content.

Basic Campaign Dual Campaign e

Select Brand
Display
Name and
URL

Wwhrmeedd Dadvary Dady Cignet
<

Wweorreest Dadvary Dady Cignet

Create the
Representative
Image to be
directly related e
to the mailpiece

. COMMNG TO YOUR MALDION 300K COMMNG 1O YOUR MALDIOX 3008

. Choose
) EE Ride-along
Image

Experiment with different campaign types to get the best results!
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Define Campaign Timeline

Consider the mail destination and the class of mail when choosing the target
in-home dates.

In-home
25th
End
28th
START the campaign END the campaign
2-3 days before the first 2-3 days after the last
expected in-home date expected in-home date

16
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Enter and Submit the Campaign ©

It is is time to take the final steps.

Enter campaign information
and upload content.

Submit the campaign no later

than 12:00 PM EST the day e
before the campaign start date. :

Induct the mailing campaign : e 6
as usual. ===

Mailer Campaign Portal g‘('
17
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Monitor Progress and Results (

The MCP offers two types of post-campaign reports. 9

Summary Report: provides insight into the number of emails sent, 9
emails opened, and click-throughs
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Key Data Points for Analysis ©

Post-campaign reports deliver three key data points that demonstrate the 9
value of Informed Delivery campaigns.

Q0
&

Click-through Additional
Rates Impressions

Create Your Next Campaign

Use these tips when creating your next campaign, and continue creating more!

Use A / B testing to see what types of campaigns elicit the best response.

®

D< Segment mailing lists to target different groups of customers.

' @ &4 Share data with USPS to gain greater support and insights.

Review your data to brainstorm improvements for your next campaign.

2%
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Best Practices

Remember these the best practices and tips to maximize results.

21

v Opt for clean, simple, and colorful images

v Follow the Campaign Image Requirements document on the Informed Delivery
for Business Mailers website

——

HUNT DlRECT
Treat the Ride-along O

Image like a branded,

clickable button with a
call-to-action Provide a unique and

FROM Hunt Direct ' ¢ direct URL to the desired
user action

Create the Representative
<49 Image to be directly
related to the mailpiece

Learn More

!

RECAP:

THE 7 STEPS

FOR CAMPAIGN
CREATION
W -4/ N

[1] Select Submission Method [5] Define Campaign Timeline

[2] Choose Campaign Breakdown [6] Enter and Submit the Campaign

[3] Determine MID and IMb Serial Number  [7] Monitor Progress and Results

[4] Identify Campaign Type and Content
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INFORMED DELIVERY Solutions Studio Schedule

at the National Postal Forum v

onday

= 10:00 AM - 11:00 AM: Informed Delivery: Advanced

Explore the
Informed Delivery

Solutions Studio
Exhibit Hall

Room 839 I
Attend

Informed Delivery
Workshop Sessions

Visit the USPS®
Booth

W

INFORMED DELIVERY

Additional Resources

Sign up I

as a consumer

for Business Maile
website

usps.com/informeddeliverycam

—

informeddelivery.usps.com

Watch an interactive
video on how to create
campaigns

I bit.ly/id-npf-workshop

Sales Represent
to get started to

Tu

Visit the Informed Deliver

Contact your USPS

Campaign Creation via PostalOne!®

= 1:30 PM = 2:30 PM: The Informed Platform:

Elevating the Customer Experience

esday
9:30 AM - 10:30 AM: Informed Delivery: Using and
Understanding Data

= 11:00 AM - 12:00 PM: 2019 Promotion for Informed

Delivery

= 1:30 PM - 2:00 PM: Data Delegation for Interactive

Campaigns

ednesday
9:30 AM - 10:00 AM: Personalized Interactive
Campaigns

= 10:00 AM - 11:00 AM: Informed Delivery Works

for Marketers

= 11:00 AM - 12:00 PM: 2019 Promotion for

Informed Delivery

Join MTAC User
Group #12

Email mtac@usps.gov I
I Review the latest

interactive

campaign
documentation
and guidelines

.
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QUESTIONS?

THANK YOU
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APPENDIX

Campaign Images

Some of the mailpiece and campaign images used in the presentation represent the winners,
finalists, and honorable mentions for the USPS-sponsored Next Generation Campaign Awards™

= Hunt Direct Self Promotion
- Designed by Hunt Direct LLC
- Printed by Sun Solutions

= Quality Plus Automotive Scratch Off to Win
- Designed by AccuZIP, Inc.
- Printed by Scratch Off Systems

= Harry’s Mardi Gras
- Designed and printed by Kessler Creative for Harry’s Seafood Bar & Grille
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