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What is Informed Delivery?

N
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Business mailers can
integrate colorful and
interactive campaign
elements to enhance
and extend the mail
moment.

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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Informed Delivery by the Numbers

Informed Delivery started as a small pilot in 2015, and today has grown to over 16 million
users nationwide.

16.4M

Registered Users Campaigns Completed

SALE ('

11.5M 25,

Email-enabled Users

164K+

Weekly User Registrations

Brands Represented

Average Email Open Rate
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Household Saturation

Houszcholds Saturation Rate:
£l No Registered Households
W01 5%

B 5to 108

W 1010 15%

W B Overi15%

10.5% National Saturation of Eligible Deliveries

Informed Delivery
Campaign Data
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Accessing Campaign Data

The Mailer Campaign Portal (MCP) provides a self-service channel to retrieve data on
Informed Delivery campaigns submitted via the MCP and PostalOnel!

Access MCP directly from the O v
Business Customer Gatewa B v omionms pmiatrine
NEW: As of August 2018, campaigns e o e b, 3
submitted via PostalOne! are now visible \ s . e
in the Portal for the purposes of . 4 v —
viewing, canceling, or reporting. ot
—
- -_—
=
- - —
[ ——
——
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Campaign Data

The data provides unique insights into campaign reach and results.

-
The number and percentage of users who elect to receive
Informed Delivery emails

Open Rates

The number and percentage of emails opened during
an Informed Delivery campaign

The number and percentage of users that click through
the supplemental content

]
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Campaign Stages and Reports

The MCP offers seamless, self-serve access to reports for campaigns submitted via
MCP and PostalOne!.

Pre-campaign Report Post-campaign Summary Report
» Evaluates campaign reach and shows « Aggregates data on:
the number of Informed Delivery users « Number of pieces sent to users
within a particular mailing list « Emails delivered
« Optional and not required to conduct + Emails opened
a campaign » Click-through rates

Post-campaign Detailed Report

» Provides greater detail on aggregate
data in the Summary Report

e

Pre-campaign Reports

Discover how many consumers on a mailing list are Informed Delivery users.

Pre-campaign Analysis
Access this report on the MCP
Welcome Page or
“Campaigns” tab.

Remember:

Any mailer can run Pre-campaign
reports even if the campaign will be
submitted via PostalOne!

&%
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Pre-campaign Report Fields

Evaluate campaign reach based on the number of Informed Delivery users within the
11-digit Delivery Point Code.

B. Number of Informed D. Number of users in F. Number of users who
Delivery eligible unique eligible receive emails in unique
Delivery Points Delivery Points eligible Delivery Points

A. Total number of C. Number of E. Number of users G. Number of email-
Delivery Points unique eligible divided by unique enabled users divided by
included in the .csv file Delivery Points Delivery Points (D/C) unique eligible Delivery
Points (F/C)

A B C D E F €]
- - . - # of Email
Pre-Campaign Egﬁg;gjﬁn ;Jigliﬁlge:if\:;grl?lsgi:; # of Subscriber Enrolled Email Enrolled
List Size Subscribers |Saturation (%)|Subscriber |Saturation (%)

1 ZIP Codes ZIP Codes .
2 103231 98975 87603 10031 10.3% 5501 5 64%

%2
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Post-campaign Reports

Once a campaign has concluded, generate Post-campaign results in the MCP.

curPscoM

Post-campaign Reports
Access these reports via the
MCP “Campaigns” tab.

{l—'v( [N o | Y ——— .
U T ' Remember:

Both the Post-campaign Summary
and Detail Reports are generated at
o - e mmr - i the same time.

-
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Post-campaign Summary Report Fields

A. Name of the C. Campaign E. Number of G. Number of [. Number of
Mail Code campaign- emails opened click-throughs
Owner/Brand related emails divided by divided by
Display Name generated from number of number of
number of emails (F/E) mailpieces
mailpieces (H/D)
| |
4 A 8 C 0 : F H |
1 mwmgz-%snmv |cm&;;:écu nl CAMPAIGN COOE | MaLPECES | EMALS | EMAL OPEN|EMNL :En lcucx THROU cuG(‘;»: ;:TR’EOU
ABC CO |1A1898 l ABC CO July 20 10096 | 55768 | | 0.20%)

B. Campaign D. Number of F. Number of H. Number of click-
Title campaign-related instances in throughs
mailpieces sent to a which a sent generated from
unique Delivery Point email was emails or the
Code address opened dashboard

%2
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Post-campaign Summary Report Fields

Email Click-to-Open Rate
[
A o
Measures the percentage of click- ~ - Calculate by:
throughs among users who opened Column H x 0.95" + Column F
their Informed Delivery email notification
A B8 C 0 E F G H |
CAMPAIGN_DISPLAY_| CAMPAIGN T EMAIL_OPEN_J CLICK_THROU JCLICK_THROU
1 NAME ’| ne | CAMPAIGN_CODE |MNLP‘EC£S | EMARS EMAIL_OPEN RATE | GH GH RATE
2 'ABC CO 1A 1698 ABC CO July 2018 | 10096 5574 3878 66.0%) 20 0.20%

*The current Click-through Rate is based on Click-Throughs (Col H) divided by Mailpieces (Col D) when, in fact, 95% of click-throughs come from the emails that are sent out g(’l“

(vs. dashboard users). By multiplying the click-through rate by 0.95, the Email Click to Open rate only includes clicks that occurred through email—not the dashboard

14



Post-campaign Detailed Report Fields
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Note: Data
of informat
may receive. The

v illustrative purposes only and to demor
ducting an Informed Delivery in
hown here may not reflect typical

The Detailed Report provides greater detail on the data from the Summary Report.

15

A B C D E F = H
ARAND
= MAILER | CAMPAIG CAMPAIGN TITL SUBMITTE START D END DAT START SER!
4 03’;“! D - N_CO*_ £ - R_CRID > ATE —E AL = END_S(RMI.' MID_SERIAL -
0ABCCO 330 TANI  ABC GO Juty 27 GG OTMND BTGk BTZR 133671908207
51 ABC CO 331333 1A %SE ABC CO iy M13 0BOVIE  DT/30r18 8745875942 ET2043243 33871227
52 ABCCO  NINIH 1A SR ABC CO by 213 06ANTE 073 RN BNITIIAT
33 ABC OO ABC CO July 012 083vie o018 ET204321% 333333871504237
SUABCCO  § ABC CO Jaty 2018 06ANIE 070G AN HNNETINAT
55 ABC CO 333333 1A %98 ABC CO July M18 0630v'1E  D7T30M18 ET2043213  33NETIS02IT
56 ABCCO  WTN 1AM ABC GO by 2018 06306 073018 4R 3INIIETIIZT
ABC CO 330330 1A %588 ABC CO July 11 ae3ve  DT3018 ET204331% 33IIETIS04153
56ABCCO 33T 1A %98 ABC CO ity 2010 ORIV 0753018 2 TS J3NETIH0NEG
[ | v M ) =] - !
aps aece o DEUVERYDRT o WHEMNASEMAILSE WHENWASEMAI TOFO R WHENCLICKE (o RECORD_TY
- 0 : 0N ~ LOPENED Y DTHROUGH _ £ e .
21639 2006A7TI000B 6OOZ01B500  37SIB4G8473 6020101147 i Emal
27639 2900637710000 6305018 500 A7538505947 6302016 11 07 1 Emnl
20688 290657710000 IT5IBE0M6L 6202018 11 13 1 Emal
27635 2953637710008 37538505941 GIN2018 1107 6INVI0I8 2 42 t Open Detads
2188 200687710008 6202018 £:08 NI650045L HA0V2016 1115 6302018 11 85 L) Opan Oetais
20835 293637710008 E302018 508 375384593473 HINZ01B 1147  HKIN2018 11 38 1 Opan Detais
W0 2067710008 H02018 509 Prece
27839 J9O8TTITSAE £302018502 » 10 pos
200 26T 6302018 509 Pece ws

Post-campaign Detailed Report Fields

tive purposes only and to demonsir
g an Informed Delivery intera
1 here may not reflect typical ca
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. . ® .
A. Name of the C. Campaign | | E. USPS numeric || G. End Date of || I. Last IMb® serial
Mail Owner/Brand Code code that the campaign number in the
Display Name uniquely identifies campaign range
a customer
I 1 I
e =] [ ] E F s H | o
BRAND_ MAILLH_ 1| CAMPAIG CAMPAIGH_TITL SUDMITTL START_D LHD_DAT START_SLHI
DI SPLAY - - - - - EHD_SERIAL MID_SERIAL
MN_COoD E R_CRID ATE E AL - -
1 |_MAME| - | [=] F-] [-] =] =] [=] =] [=] =1
GO | AR 0 J33333 1. A698 ABC CO July 2078 QGAINAE 0f730m8 Binazoaz Bi2o43279 AI3A333G 100423 F
A1 |ABC GO AAFIE3 1A IGHE ABC O duly 2078 063018 07/ 3018 B¥1642042 BY2043279 AIFFAZETI004237
L2 | ABC COD Q33333 1 A 608 ABC O duly 2018 063018 07/30/18 871642042 72043219 A333338710904237
53 |ABC CO 333333 1 A 1698 ABC GO duly 2018 06/30/48 07/30/18 B7 1542042 72043249 333333871904237
S54 | ABC CO 333333 1.4 1698 ARG SO duly 2018 0E/30/18 07730418 871542042 872043219 333333871904237
55 | ABC CO 333333 1.A1688 ABC CO Jduly 2018 0&/30/18 073018 871542942 ara043219 333333871904237
56 |ABC CO 333333 1.4.1698 ABC CO July 2018 06/30/18 0773018 871542942 872043219 333333871904237
57 |ABC CO 333333 1.4.1688 ABC CO July 2018 0&/30/18 0773018 871542042 872043219 333333871904193
58 |ABC CO 333333 1.4 1688 ABC CO July 2018 0&/30/18 0773018 B71542842 B72043218 3333338718504153
1 1 1 1 1
B. 6 or 9 digit D. Campaign F. Start Date of H. First IMb serial J. MID on piece

numeric code
USPS® assigns
to a mailer

Title

the campaign

number in the
campaign range

and IMb serial

number
& 16
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Post-campaign Detailed Report Fields o

K. ZIP Code™ of M. Date O. Time stamp Q. Position where S. Where the
the customer mailpiece was of when an a campaign was click-through
processed for email was sent displayed in an originated
delivery (GMT) email
K L M N 0 P Q R s T
DELIVERY_DAT WHENWASEMAILSE WHENWASEMAI 'MAGEPOS! yeneticke RECORD_TY
ZP5  MAILPIECEID _ =" EMAIL_ID NT LOPENED TIONINEMAL o = ™ SOURCE o= -
L] ] ] C [ so O ]
27889 293687710008 6/30/2018 5:00 37538498473 6/30/2018 11:47 1 Email
27889 293687710008 6/30/20185:00 37538505987  6/30/2018 11:07 1 Email
27889 293687710008 6/30/2018 5:00 37538503464 6/30/2018 11:13 1 Email
27889 293687710008 6/30/2018 5:00 37538505987 6/30/2018 11:07  6/30/2018 12:42 1 Open Details
| | | | |
L. Unique N. Unique P. Time stamp R. Time stamp T. Specific
USPS-provided USPS-provided of when an when a link was category of
identifier for identifier for email was clicked (GMT) each line of
each piece each email user opened (GMT) data

-yt
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Column T: Record Type Definitions

Each mailpiece within a campaign can have multiple record types.

Piece Data correlated to a specific mailpiece and record type

. Dashboard user only: mailpiece image and campaign
Non-Email posted to the user’s dashboard
Open Details Email with campaign was opened
Click Details User clicked the Target URL/Ride-along Image
Mailpiece image(s) not included in email because user
*
10>pCS has 10+ images in their email notification.

*This record type was used prior to campaigns floating to the top of the digestidashboard. It contains erroneous data. Users should disregard this record type — it will be removed in a future release g : 18

18
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Interpreting Record Types

Trace each mailpiece Record Type to determine how users interacted with the piece.

System Generated Outputs User Generated Outputs

Open
) I Details
Mailpiece is Post campaign
identified in =)y Reports are
processing generated

Non-Email

4>

How to Build Your

Own Success Stories -

10
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Using Powerful Data

@ Marketers across various industries are seeing double-digit lifts in response
rates when comparing Informed Delivery users to customers who are not
signed up for the feature.

Example

An Intelisent retail client used Informed Delivery to enhance its direct mail
communications. Post-campaign detailed data combined with client-shared,
store-level POS data revealed:

= 50% lift in response rates among consumers who opened their
Informed Delivery emails.

= 25% more spending, on average, by consumers who received their
direct mailing and are signed up for Informed Delivery, compared to those
without Informed Delivery.

%2
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Applying Data Science

= Informed Delivery post-campaign detailed data is generated at the IMb
level, similar to Mail Tracking and ACS data.

= Mailers can tie Informed Delivery data back to a physical address by
using mail files / mail tracking files.

= With physical addresses, mailers can begin to build household behavior
databases.

= With household behavior insights, mailers can connect response data to
know exactly how Informed Delivery has impacted desired outcomes.

= Mailers should test, test, test to drive the maximum impact of
Informed Delivery.

%2
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Interpreting Multiple Edge Scenarios

1. “Multi Thread”: Multiple users live at the same physical address. All users
open their email notification, but only one clicks on the Target URL.

» Use the Email ID to distinguish separate customer journeys.
2. “Split Thread”: A single user receives an email notification, opens it, and

clicks on an interactive campaign. The user returns to the campaign again
later in the day.

» Use the MID_Serial and Email ID columns to remove duplicate actions.
3. “Forwarded Thread”: One household member receives and forwards an
email notification to their spouse, who is not signed up.

* No specific data element in the Post-campaign Detailed Report will
distinguish one user’s actions from another, so treat the action
as a duplicate.

%2
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Post-campaign Report Insights

Informed Delivery creates a new channel to explore customer response.

Different insights from the
Post-campaign Summary

Heat maps
Bar charts Experiment vs. Detailed Report

Factors of Effectiveness

Number of clicks: email open
vs. email click-to-open rate

with Data
\ Visualization

Time of day: AM vs. PM

Multiple clicks: may

. Month over month: how your
overstate response; consider

data performs over time

total impressions vs. total Evaluate
success : Clustering of activity: e.g.,

. Effectiveness By user was interested but did not
Email-enabled users: Channel

have time to respond
(immediate vs. delayed action)

- o

determine activity from email-
enabled vs. dashboard/mobile
app users

24
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Example: Heat Maps

The Detailed Report data allows unique visualizations when paired with the total outbound
mail volume.

— Heat Map of Email Events = = Heat Map of Click Events == = Heat Map of Email Volume =——
y )8
-3
-« . & LR +
9 e ‘ e . e " ] w"
] ." ¢ '.0 . - - 2 '
o %. L) :'_ " » - Pe k. < .
s p

Tip: Modifying Color Scale and
= — Radius of Influence provides an
@ intuitive view of metropolitan areas
with significant engagement

Microsoft Excel supfports maP—based charts based on 5-digit ZIP Code data which can Provid,e an immediate ﬂ
and intuitive view of regions that have greatest absolute engagement with Informed Delivery in your mailings. 25

Recap!

The MCP offers seamless, self-serve access to reports for campaigns submitted via MCP
and PostalOne! to help evaluate the effectiveness of campaigns!

Pre-campaign Report (Optional) Summary Report and Detailed Report
Understand user density and evaluate Understand campaign performance in
campaign reach. aggregate and line-level detail.

\ | ,  Download Post-campaign Reports while
= ~ the interactive campaign is Active to
confirm campaign activation and activity.

e

13
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Informed Delivery In Action

Visit the USPS Booth to send a postcard to yourself and apply an interactive campaign.
Once you receive your post-campaign data, review the results.

INDIANAPOLIS

3
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INFORMED DELIVERY Solutions Studio Schedule

at the National Postal Forum

Monday

= 10:00 AM - 11:00 AM: Informed Delivery: Advanced
Campaign Creation via PostalOne!®

Exp|ore the = 1:30 PM —2:30 PM: The Informed Platform:

. Elevating the Customer Experience

Informed Delivery

Solutions Studio 9:30 AM — 10:30 AM: Informed Delivery: Using and
hibi I Understanding Data

Exhibit Hal = 11:00 AM — 12:00 PM: 2019 Promotion for Informed

Tuesday

Room 839 Delivery
= 1:30 PM - 2:00 PM: Data Delegation for Interactive
Campaigns
Wednesday
= 9:30 AM - 10:00 AM: Personalized Interactive
Attend Campaigns
|nf0rmed Delivery = 10:00 AM - 11:00 AM: Informed Delivery Works
) for Marketers
Worksho p sSessions = 11:00 AM — 12:00 PM: 2019 Promotion for

Informed Delivery

28
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INFORMED DELIVERY

Additional Resources Join MTAC User

_I Group #12
Visit the Informed Delivery Email mtac@usps.gov
. _I for Business Mailers d
Sign up website

as a consumer
usps.com/informeddeliverycampaigns

informeddelivery.usps.com r
Review the latest

_ _ interactive
Watch an interactive campaign

video on how to create
campaigns

I bit.ly/id-npf-workshop

Contact your USPS
Sales Representative
to get started today

documentation
and guidelines




THANK YOU
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