

During today’s presentation we’ll talk about what Informed Delivery is, how it
works for consumers and for business mailers, and how you can get started
with an Informed Delivery interactive campaign.
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The Postal Service® is doing something new—and digital—with mail.
Informed Delivery is an innovative, consumer-facing feature that is offering
mailers an integrated marketing approach to meet consumer demands in
today’s highly digital world.

2











First, let’s talk about the basics of what Informed Delivery is.
Informed Delivery gives eligible residential consumers and PO Box™
users the ability to digitally preview their household’s mail arriving soon.
If you are a consumer signed up for Informed Delivery, you can see these
previews in an email notification, in your online dashboard, or even in a mobile
app – so you have access to your mail anytime, anywhere, even while
traveling.
There are two types of content that you might see in an Informed Delivery
notification:
o (1) grayscale images of mailpieces, and
o (2) interactive campaigns
The grayscale image shown at the bottom of the mobile device on the screen
here represents a scanned image of the exterior, address side of an incoming
letter-sized mailpiece. This is what users see most frequently in their
notifications.
o It is important to mention that not all letter-sized mailpieces are imaged;
mailpieces must have a valid Intelligent Mail® Barcode, or IMb®, and be
processed on USPS® automation equipment to be imaged.
o It’s also important to note that the Postal Service takes the privacy of
mail very seriously. Consumers’ personal information is protected and
the scanned images show only the outside of letter-sized mail. The
inside contents are not imaged.
The color content shown here represents what users will see if a business
mailer chooses to conduct an Informed Delivery interactive campaign.
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If a mailer conducts a campaign, supplemental content that they provide
will be shown in place of or alongside their grayscale image.
o Interactive campaigns include custom images – known as
Representative and Ride-Along Images – and a target URL that can
direct the user to a digital experience, such as a website landing page.
We’ll discuss the elements of Informed Delivery interactive campaigns in more
detail later in this presentation.
o
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Why is the Postal Service so excited about Informed Delivery? This feature
offers organizations an unprecedented opportunity to engage consumers and
expand their marketing reach through synchronized direct mail and digital
campaigns.
Nothing replaces the tactile value of hardcopy mail, but the Postal Service
understands consumers’ increasing desire to interact and communicate
digitally with everything.
While consumers and mail owners still value physical mail and the tactile
experience it offers, Informed Delivery enhances that experience.
With Informed Delivery, we are creating a new mail moment by uniting the
physical mailpiece with a digital experience.
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For consumers, the Informed Delivery process begins when
they sign up to receive Informed Delivery notifications on
usps.com.
To automate the process of sorting and delivering of mail, the
Postal Service digitally images the front of mailpieces that run
through our automation equipment. Informed Delivery uses
those images for a second purpose: to provide digital
notifications to users before their physical mail is delivered.
After mail is imaged during processing, the mailpiece images
are matched to unique delivery points for each Informed
Delivery user. At this point, interactive campaign data –
provided by participating mailers – is then added and applied
to Informed Delivery users’ notifications.
Consumers signed up for Informed Delivery then receive
advance notification of their mailpieces arriving soon via email,
mobile app, or online dashboard. They can immediately act on
any interactive campaigns they receive in their notification,
and again, when they receive the physical mailpiece.
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For mailers that conduct interactive campaigns, the Intelligent
Mail Barcode, or IMb, is critical to the process. The IMb
includes the Mailer ID (MID) and the Serial Number of the
mailpiece.
Mailer campaigns are applied to mailpieces based on the
information included in the IMb. This ensures that mailpiece
images include the correct content and are appropriately
matched to consumers.
The Informed Delivery notification shown on the left does not
have an interactive campaign applied; however, the
notification shown on the right is what will appear if the mailer
conducts an Informed Delivery interactive campaign on the
piece.
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Informed Delivery interactive campaigns can be conducted on most letter-size
mailpieces and postcards because they are processed through the Postal
Service’s automation equipment and can be digitally imaged.
Not all flat-sized mailpieces such as large envelopes or magazines are
scanned through automation equipment, however. Digital images are also not
captured of flat-sized mailpieces even if they are scanned, therefore, USPS
does not provide images of flats to consumers. Flats are still eligible for
Informed Delivery interactive campaigns, but mailers are required to provide a
Representative Image.
Although we do capture scan information from the Informed Visibility platform
for carrier route bundles of flats, the results for flat-size campaigns do not
match letter-size campaigns yet. You’ll see improvements in this area very
soon.
If no campaign is conducted on flat-size pieces, and a scan is detected,
consumers will only see a message stating, “A mailpiece for which we don’t
currently have an image is included in today’s mail” if a flat scan is detected.
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Essentially, there is no change to mail processing operations with Informed
Delivery. The Postal Service is making mail even more convenient, relevant,
and accessible in this way.
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Why are consumers so excited about Informed Delivery?
There are several aspects of the feature that consumers value:
o Convenience & Early Action – Consumers like that Informed Delivery
gives them the ability to plan each day’s activities in relation to when
certain pieces of mail are arriving. They can even take action before the
arrival of the physical mailpieces.
o Visibility & Security – Consumers like that it lets them know when to
expect something; it gives them peace of mind that important mail will
be delivered.
o Access While Away – Informed Delivery is also essential for
consumers that aren’t always near their mailbox; the digital previews let
them know what’s arriving even when they’re traveling or on-the-go.
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The Postal Service is excited about the reception of Informed Delivery to-date.
In a survey of users in April 2018, 89% of respondents indicated they are very
satisfied or satisfied with the feature, and 82% check their notifications every
day or almost every day. Further, 93% of respondents would recommend
Informed Delivery to their friends, family, or colleagues.
We also learned about Informed Delivery user behaviors:
o 54% of this survey’s respondents use mobile devices to view their
Informed Delivery notifications, followed by 38% that use a computer or
laptop, and 8% that use a tablet.
o The vast majority of respondents, or 88%, check Informed Delivery in
the morning.
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For mailers, there are many benefits to conducting interactive campaigns, as
well.
Informed Delivery has an average email open rate of around 70% -- this is a
12-month average and is more than twice the industry average.
o This also shows that the Informed Delivery user base is engaged. Users
currently opt-in to the email notifications, meaning they are open to
receiving notifications.
Informed Delivery generates multiple impressions from a single mailpiece.
o Traditionally, Direct Mail reaches whomever gets the mail—sometimes
referred to as the “Household Mail CEO.” With Informed Delivery, that
individual is getting a double impression (between the email notification
and reception of the physical mailpiece).
o Additionally, individuals who do not typically sort the mail (and who may
not have been on your organization’s list) will receive a digital
impression if they are also signed up to receive Informed Delivery
notifications for the household.
Informed Delivery drives consumer response with interactive content related
to mailpiece.
o Users will be able to respond to a call-to-action immediately using this
new digital channel.
Informed Delivery gives mailers the ability to reach consumers digitally by
merely knowing their physical address.
Informed Delivery potentially increases return on investment (ROI) on Direct
Mail spend.
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The feature is free for both mailers and consumers. Although the Postal
Service reserves the right to monetize future offerings associated with the
feature, mailers can take advantage of it with no added cost at this time.
As a result, if organizations can achieve greater visibility and more clickthroughs, they can get more value from a campaign without spending
more money.
Informed Delivery provides additional data insights to optimize marketing
spend.
o Analyzing metrics for Direct Mail campaigns can often be difficult.
Informed Delivery provides a window into these campaigns and helps
organizations draw insights about the effectiveness of their campaigns.
These areas of data include: density and email statistics, open rates, and
click-throughs.
Because of these great benefits, USPS has seen a great amount of interest
from mailers.
o
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Informed Delivery Interactive Campaigns
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Let’s take a closer look at what elements make up an Informed Delivery
campaign.
Each element enables organizations to maximize their campaign results.
o Well-designed Physical Mailpiece – One of the central functions of
mailpieces is to grab consumers’ attention. Informed Delivery allows
mailers to:
 Increase the visibility of their well-designed mailpieces
 Add new, digital aspects to their Direct Mail campaigns to reach
customers in new ways
o Campaign – The campaign is the combination of the mailpiece image
(or the Representative Image) and the Supplemental Content.
 Representative Image – If they choose, mailers can replace the
grayscale image of a letter with a full-color Representative Image
that relates to the physical mailpiece. Representative images are
required for flat-size campaigns.
 Supplemental Content – This includes the mandatory full-color
Ride-along Image and corresponding website link that
encourages users to engage and respond. Using a strong call to
action helps drive results.
o Mailing Details
 Mailings must include a valid Mailer ID and IMb.
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Informed Delivery campaigns are open to any organization interested in
participating. Brands, Mail Service Providers (MSPs), and advertising
agencies are examples of groups that can conduct campaigns.
While many people may be involved in the development of an Informed
Delivery campaign, including gathering necessary elements and content, one
person must officially submit the campaign. We’ll talk about the two campaign
submission methods later in this presentation.
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Informed Delivery offers a variety of benefits to organizations in any industry.
The Postal Service typically categorizes mailers a few industries that might
use Informed Delivery in the following ways:
o Financial services – Promote online activities, such as:
 Balance Transfers
 Credit Card Applications
o Retail – Provide accessibility to offers and remove barriers to purchase,
such as:
 Promotional Codes
 Rewards Enrollment
o Insurance – Facilitate online plan enrollment or policy adjustments,
such as:
 Policy Bundling
 Claim Submissions
o Government – Increase document visibility and reach audiences
everywhere, such as:
 Voter Registration
 Civic Engagement
o eCommerce – Drive users directly to online channels and marketplace,
such as:
 Subscription Renewal
 Seller Registration
o Telecom – Simply account management, such as:
 Device Upgrade
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 Manage Account
These are examples of how USPS has seen mailers use Informed Delivery and
ways that we envision the feature being used. But, we want each organization
to approach Informed Delivery in new, creative ways, no matter the industry.
The Postal Service is excited to see what applications different industries may
think of next.
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Let’s look at one use case for Informed Delivery to get a better understanding
of how interactive campaigns can drive action!
o Imagine that an Informed Delivery user receives an email notification
one morning. It features a mailer-provided interactive campaign that
alerts her to a sale on an upcoming concert in her area.
o The user remembers that her roommate is a big fan of the concert artist.
She purchases two tickets to the concert, before retrieving her physical
mail, to take advantage of the offer immediately.
o That evening, the user’s roommate informs her that she picked up the
mail and they received a mailpiece advertising the upcoming concert.
The user surprises her roommate with the concert tickets she already
purchased!
The Informed Delivery user was able to act on the interactive campaign
immediately, even as her roommate was excited and ready to respond to the
physical piece that she had in her hand. The multiple impressions and digital
touchpoint helped drive the user response!
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The lifecycle of an Informed Delivery campaign involves five steps for mailers:

Plan your campaign – Determine the type of campaign to conduct and
create your mailing lists – breaking them down as necessary if multiple
campaigns will be run at the same time.

Prepare the mailing – Prepare your hardcopy mailing as you would
regularly. No additional steps are required to conduct an Informed
Delivery campaign.

Provide mailing and campaign details – Enter or submit campaign
elements (such as mailing dates, the MID used on the mailpiece or the
Intelligent Mail barcode, custom images, and a URL.

Induct your mailing – No additional steps are required here to conduct
an Informed Delivery interactive campaign.

Analyze and gather insights – View the results of your campaign,
including email open rate and number of click-throughs.
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At the conclusion of an interactive campaign, the Postal Service offers
participating mailers data reports that include information regarding:
o The number and percentage of campaign-related emails generated from
the number of physical pieces. All Informed Delivery email subscribers
in a household are included in this metric.
o The number and percentage of instances where a sent email was
opened.
o The number and percentage of click-through generated from emails or
the consumer dashboard.
Details on the reports offered are availability in the Interactive Campaign
Guide on the Informed Delivery for Business Mailers website, linked at the end
of this presentation.
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For mailers that feel prepared to submit their first interactive campaign, we
suggest that they begin by deciding which method they will use to submit an
interactive campaign.
There are two options: the Mailer Campaign Portal and PostalOne!®. Both
methods are fully self-serve and both require an account in the Business
Customer Gateway (BCG) to proceed.

The Mailer Campaign Portal is a more intimate and manual entry
method that provides mailers with a channel to create, manage, and
view the results of Informed Delivery campaigns.

The PostalOne! option supports electronic Mail.dat and Mail.XML
campaign submission options. This is the only option that will be
available for personalized campaigns—after full system testing is
complete.
Regardless of the submission method, the same basic campaign elements are
required. In one case, information is submitted electronically—and additional
programming is required. In the other, the campaign elements are entered
manually.
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Let’s take a moment to recap the value of Informed Delivery and interactive
campaigns.
o This new and innovative feature is offering a new way to reach your
customers with a digital preview of their household mail arriving soon.
o It’s integrating hardcopy mail and digital marketing, providing multiple
impressions and interactivity for your customers.
o These digital views create an opportunity for you to build anticipation by
adding a digital element to your direct mail campaigns.
Are you ready to get started?
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There are several things you can do if you are eager to get started with
Informed Delivery:
o Innovate – Talk with your USPS representative to create your first
interactive campaign and connect digital to hardcopy mail.
o Create – Review the resources on the next slide to learn more about
creating an interactive campaign.
o Sign up – Experience Informed Delivery as a consumer to truly
understand the benefits and see why users love this feature.
o Share – Share this personalized experience with family, friends, or
colleagues that might be interested in learning more.
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Thank you for taking the time to learn more about Informed Delivery. Want to
learn even more? Check out these resources:
o The Informed Delivery website for business mailers is
usps.com/informeddeliverycampaigns. Resources available include:
 An Informed Delivery Overview presentation
 Interactive Campaign Guide to help you start creating campaigns
 Campaign Image Requirements
 FAQs
After reviewing the website and documentation provided, if you still have
questions, reach out to your USPS Sales Representative or contact us at the
email address provided on the website.
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