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A Message from the President

POSTAL POTPOURRI

There always seems to be something of interest going on at the
8636 +HUHYV D TXLFN XSGDWH RQ Wikgs. LWHPV C

Ken Gossett, President Rate Increase:You can pretty much count on a 5.4% across the

board increase to take effect in early 2006. Lateaaror early February

LV HYHU\ERG\TV EHVW JXHVV IRU QRZ @~ LV QRV
tive and prudent approach would be to include it in your budget plans. For

The most often read portion WKH UHDO 3SRVWDO JHHNV ™ e@lifitititH HQFORVH(
of a letter is the P.S. proposed mail rates. We will keep you updated with any new

developments.

Did you Know?

In order to get the most from
your mailing, call AMI.

Personalization Rule The muchballyhooed rule regarding the
XVH Rl 6WDQGDUG 0ODLO ZLWK 3VR FDOOHG” SHU\
Junef* ORVW PDLOHUV ZHUH XQDIIHFWHG 7KDWT)\
ganizations like The Alliance of Nonprofit Mailers and the Mailing & Fu
fillment Service Association. Their efforts forced the USPS to clarify,
concisely define and mollify the ruling. Included in this issue is a Decision
Tree for determining if your mailings meet the catrequirements.
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AMI Recognized for Mailing Inge 2 Past, Present and FutureStandard Mail volume is up 4.9% irs{i

cal year 2005 over last year. Comparing the first seven months of FY2005
Expanded Capacity to meet you 2,3 to the same period of FY2004, total mail volume is up by 2.7% armd rev
needs. nue is up by 0.9%. Nonetheless, the continued loss of highiegin mail
AskAMI 3 (First Class) pushed the average revenue per pieae lopw.8% for the
Are Return Address Label Pack: 4 year to date. The Postal Service will continue to trim expenses to reverse
Effective? the revenue per piece trend. Qaetic being used is to reduce the cost of
Glossary of Terms 4 UAA (Undeliverable As Addressed) mail. UAA mail is also a huge cost to
Calendar of Events 4 mailers. In he future look for the USPS to require ALL mail to be NCOA

processed before mailing. Currently, it is only required for First Class pr
sorted mail.
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AMI Recognized for Mailing Ingenuity

At the annual conference held in New gained them the Ingenuity Award. AMI converted what
Orleans, June-&1, 2005 the Mailing Fulfilment Service on the surface appeared to be a handwork application (and
$VVRFLDWLRQ 0)6$% KRQRUHGN$O0 therefore ratherFRVWO\ WR D 3K\EULG ™ SURFF
GXVWU\ ,QJHQXLW\ $ZzDUG"~ (Dp-Ka combination of hand and machine capabilities. TyHs h
proximately 700 member companies, both domestic an brid innovation in processing kept costs below budget,
abroad, bestows honors upon the best in the industry. met strict mailing timelines and generated high response
recognitionand KDULQJ RI LQIRUPDWLR rates for our ¢énts.
desire to maintain a high degree of professionalism am

its membership. Ken Gossett, President of AMI, and Milton ®le

son accepted the award on behalf of the employees of
$0,TV Ction WB®) given in recognition o AMI. Congratulations to the entire AMI staff!
cregtive problem solutions that included cost saving ide
innovative scheduling and unique processing applicatig
3$ O W K RgrehKddal of the services and processes
we provide are standard and routine with specific cont
DQG PHDVXUDEOH UHVXOWY =~ MD
GHQW RI 6DOHVY DQG ODUNHWLQJ
into static thinking and performance. Our manage
team and staffra dedicated to exploring innovations
LQVXUH ZH FDQQRW RQO\ PHHW-
WDWLRQV ~
$0,1Vv DELOLW\ WR WKLQN 3

Ken Gossett, AMI

accept Ingenuity
Award from MFSA
HORaWMATSdd S H
Schuh (center)
ZKDW

Expanded Capacity to meet your needs.

In previous issues, AMI has informed you of the need to offer enhanced addressing above and b
increased efficiencies to help meet your direct maiyond our existing laser, color laser and inkjet capabil
needs while keeping costs daw@ombining leading ties. With tighter scrutiny by the U.S. Postal Service
edge technologies, we have introduced advanced letten readability and automation of the mail, the clarity of
writing software, higkspeed laser printing with exge the address iage and barcode has become paramount
tional paper handling capabilities and Variable Digitalin assuring postal discounts. Often this is not an issue

Color Laser Printing (VDCP). with our advanced equipment. Hewer, with the more
) widespread use of aqueous coated stocks, challenges in
We are on the move again! AMI recogetz inkjetting have surfaced.

Continued on next page

AMI offers high quality services, including data processing, postal presorts, merge/purge, barcoding, laser
and inkjetting, pesonalization, hand assembly, automated inserting, fulfilment and mail preparation
which is expedited through ourimuse U.SPostal Service facility. We provide advice on postal rates,
discounts, classifications, and available delivery options.

AMI is dedicated to providing quality service at competitive rates and we are interested in building
long-term relationships with awclients. This attitude is a lorgjanding tradition reflected in the efforts
of our dedicated employees.

AMI's services a comprehensive, our facilities are modern, our employees are dedicated, and
our pride is unmatched.
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ASK AMI

Want answers to frequently asked questions about direct mail?
5HDG RQ«

Q. What are the most significant components in Direct Mail?

>

There are many strategies and thoughts in developinget diail campaign.

However, the three most significant components are thegbeetion of your target (the list), attracting
attention, and the actual offer or appeal. The three ingredients to ensure the success of your mailing
are: 1) The Mailing List 2) The Mailing List and 3) The Mailing List! This is more critical to the su

cess than the design of your mail package. Without propedgfireed interest even the best design
will not generate a respee.

Q. 1RZ WKDW ,YYH GLUHFWHG P\ PDLO WR WKH ULJKW SHRSOH KRZ

>

You want them to read artd respond to your direct mail piece. But first, you have to get them to open

it How does your prospect initially view youmnail piece? They first look at their name in the address
block, and then any teasers or graphics near the address, follovleel tefurn address and then the
postage area. This is all done in a matter of seconds! Effective teasers and graphics are often succes
fully used to get attention, arouse interest, stimulate a desire and promote action. Personalizing these
messages can enhanieis fpositive response. People like to see their name in print!

For additional ideas on increasing your response rates gkeaonsult with the experts at AMI. We would be
happy to assist yau

- Milt Olekson-

Expanded Capacity to meet your needs.

Continued from previous page

AMI is pleased to announce our recent acquisition of the-Ruly WaveJet Addressing System as a-sol
tion for coated stock addressing. Its capabilities include 3.3 inches of print height using 3 separate inkjet heads of
1.1incKHV HDFK 7TKHVH KHDGV FDQ EH GLYLGHG WR SULQW VHSDUDWH
LV« LW ZLODTISUHRAW RRODWHG VWRFN 7KLV DGGLWLRQ WR $0,MV DUVHQTE
looking images you have comeegpect from us now on coated paper stock! For more information on this or
other capabilities please contact your Clientviser Specialist or Milton Olekson at 703.370.4606 ext 22 or
molekson@amidirect.com.

On theleftt $0,V ODVHU SULQW RSHUDWRU SURRIV
RQH R $aiah Digital Color Lasejobs

in front of the color printer, while Derek pe

forms a QC check on the data.

On the righ# Cesar works on adjusting one of

WKH PXOWLSOH SULQMKKHDGYV RQ $0,9MV QHZ
Rudy Wavdet Addressing System .
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Are Return Address Label Packages Effective?

Personalized return address labels. Mostpepersonalized name and address make them pggda
ple receive packages that contain their very own, peng. Because many of these labels contain logos ohgrap
VRQDOL]JHG PDLOLQJ DGGUHVYV (CsDrEldied o theY diigindtihg, o@an&zadidny eVeérny Nabel
into consideration what | already knowthat many used on outgoing mail brings additional attention to that
organizations contire to experience great successrganization. An additional reason for their success is
with these address label packagdswould reply in  WKDW PDQ\ SHRSOH RXW WKHUH FDQYW
the affirmative concerning their effectiveasesimply WKH\ GRQTW VHQG VRPHWKLQ&g IRU WKL
because of the number of these packages | personaliyved! In fact, some people have no problem justifying
receive. They must be working because they keepresponse. After all, using the labels saves time by not
showing up in mymailbox! having to fand write the return address!  Antof

- coursex LWV IRU D JRRG FDXVH
Mailing return address label packages-co

tinue to generate additional donors and members for AMI has seen an increase in requests for pgaces
many nonprofit organizations. Why? There armg these personalized label packages. Extremedy cre
many reasons. When a mailckage contains a tive designs, graphics and styles have emerged. If you
SJUHH™ JLIW PDQ\ SHRSOH VLP SudHikeGEié daddistahcé Wr R@BeHigfdri@Qation about
the envelope and thus reading the appeal. Becausdabkel packages, pdse contact your sales representative,
technological advances labels today are beteer dClient Service Specialist, or Milton Olekson at
signed. Crisp clear colors and graphics along with th@©3.370.4606 ext 22 molekson@amidirelitsmn.

Glossary of Terms

Courtesy Reply Mail (CRM) 2 Envelopes or postcards that a mailer provides to its customers to expedite delivery
of their response The customer affixes the reply postage before mailing.

Business Reply Mail (BRM) 2 A domestic service that allows a mailer to receive f&tass Mail back from @t

tomers and pay postage only for the pieces returned to the mailer from the original distribution of BRM pieces.

These pieces nstithave a specific address and format. Postage and fees are collected when the mail is delivered back
to the original mailer.

Calendar of Events

August 13 ASAE and The Center for Association Leadership 2005
AnnualMeeting & Exposition

September 12 DMAW New Member Networking Reception
Rosslyn, VA

September 21 MFSA Chesapeake Cpier Golf Outing

September 21 25 MFSA Leaders Conference

Alexandria, VA

is an active member of:

American Society of Association Executives
Direct Marketing Association of Washington
Greater Washington Society of Associattorecutives
Mailing & Fulfillment Service Association
Newsletter & Electronic Publishers Association
Washington Metropolitan PadtCustomer Council
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Is AMI Update working for you? Let us know!

1. On ascale of 1 to 5, rate your overall impression of AMI Update.

S€ Complete (1 = Excellent; 2 = Good; 3 = Averages 4air; 5= Poor)
Survey and Easy to read
fax back to us at __ Appealing design
__ Well organized
1-703-370-4609 __Relevant to my business
Your answers
hElp us plan 2. On ascalefd to 5, which subjects would you find most
- beneficial?
future issues. (1 = Most beneficial, 5 = Least beneficial)
___TecMmology tips

__Packaging pointers

__ Postal points

___New AMI services or service enhancements
___ Customer profiles

3. In general, do you find the stories in AMI Update to be:
%o Too long
%o About the right length
%o Too short

4. Do you find the size of type easy to read?

% <HV LWV HDV\ WR UHDG
%o No, the type is too small

5. How often would qu like to receive AMI Update?
%0 Six times a year

%0 Four times a year
%o Two times a year

IS

Other Suggestions:
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