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1. Background

Informed Delivery is an optional, free feature that gives residential consumers the ability to
digitally preview their mail and manage their packages from one convenient location.

1 Through Informed Delivery, users/subscribers can view images of letter-size mail and
color images from participating mailers via email notification or online dashboard at
informeddelivery.usps.com.

1 Package tracking information on Priority Mail Express®, Priority Mail®, and other parcels
is available as well.

9 This feature offers consumers the convenience of seeing what is coming to their mailbox
and PO Boxd whenever, whereverd even while traveling.

Participating mailers can provide supplemental content, allowing users to take immediate
action on a mailpiece.

I nformed Delivery fAinteractiyv
The United States Postal Service (USPS®) currently offers the

basic campaign functionality described in this document for no e - PR RTY
additional fee. Monetization opportunities for additional features
are under consideration.

Sewi-Awual Sale!

Figure 1 depicts a sample Informed Delivery email
notificatond r ef erred t o asodowthan ADali
interactive campaign that is included with the grayscale
scanned image of a marketing letter.

Underneath the scanned image is clickable supplemental
content, also -Bhowg bhmagef®i d@
and a clickable ALearn Mo almasic
campaign.

The bottom image illustrates a scanned handwritten letter.

1.1. Availability

Informed Delivery is available to eligible residential consumers in the majority of ZIP

CodesE across the country. Not everdogmedhddr ess i n
Delivery. For instance, a multi-unit building that is not individually identified and coded down

to a unique Delivery Point ZIP CodeE at the unit

1.2. How It Works for Consumers/Mail Recipients

USPS uses existing processes that provide digital images of the exterior of mailpieces as

they are processed through automation equipment; those images are used to provide digital

notifications to users in advance of the delivery of physical mail. The scanned images can

be viewed in a useermrdwnemeaiel urseetridfsi petrismmal dash
informeddelivery.usps.com. The process flow is depicted in Figure 2.

© 2021 United States Postal Service. All Rights Reserved. 5 of 34
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Mail Images o
. 8 Notification User
Consumer imaged matched to " "
o ; 3 emailed to receives
signs up during delivery ; e
A . subscriber mailpiece
processing points
Consumers sign up on USPS uses automated USPS automatically USPS notifies Informed USPS delivers physical
USPS.com after email equipment to image matches mailpieces Delivery users of mail mailpieces through
address is provided and the address side of images to Informed arriving soon in an email regular delivery
identity is verified letter-sized mailpieces Delivery users and dashboard view

Figure 2. Process flow that enables Informed Delivery

Figure 3 depicts how a physical mailpiece image (without an interactive campaign) is

di splayed on the userodés I nformed Delivery dashbc
information is
maintained for a period of seven calendar days. Users have the ability to toggle between
their AMail piecesdo and APackageso tabs to previe
packages. Learn more about this consumer-facing feature and sign up at
informeddelivery.usps.com.
B engrean @ vosaions 5 sunsan &* tntormeis Debvery 5, Canrie:
=usescom IS - s Postl Store o [— W Q
Welcome to Informed Delivery® 19 Maipieces 1 Packages  [5.Z Email Support (F) FAGs [ Settings
Hi, Carrie. Here's what's arriving soon. ——
Mail Today(3) Yesterday(3) Sunday(0) Saturday(4) Friday(2) Thursday(5) Wednesday(2)
Sewi-Avmual Salel
[] 1 didn't receive this malipiece ()
= USPSCOM
vl iy e Pharpey
Figure 3. Depiction of Informed Delivery Dashboard View
1.3. How It Works for Mailers/Mail Owners
Informed Delivery users will see images of their mail, regardless of whether or not a mailer
conducts an interactive campaign. Mailers can enhance their hardcopy mailings by
conducting a campaign that includes custom images and a website link (URL). This
information wil/ a p p e aor onthe dashboard at SPE.¢com®. Ehima i | di ge

information is referred to as supplemental content.

1 Each unique set of customized supplemental content is associated with an individual

mailing. Multiple interactive campaigns can be conducted at one time for a single
mailing. Multiple mailings and campaigns can be conducted simultaneously.

© 2021 United States Postal Service. All Rights Reserved.
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1 Each campaign is triggered by and mapped to a single Mailer ID (MID) within an
Intelligent Mail® barcode (IMb®) that is used on the mailpiece, customized to be active
during a defined date range.

1 More information on the MID and the IMb can be found in Appendix B.

provided by the mailer.

i Images T
Consumer Ma:jll;p;sged matched to hé?x:ngeaslfon User receives
signs up g delivery mailpiece
processing points user
No Interactive Campaign I Interactive Campaign Applied
Interactive

Pk e campaigns are From: USPS
Informed Delivery Daily Digest identified and applied | Informed Delivery Daily Digest

EZ. COMING TO YOUR MAILBOX SOON. based on the MID or = COMING TO YOUR MAILBOX SOON.

MID + IMb Serial
e Number,
WEEKEK LE § &. Note: the IMb Serial Range is
b & 3

8§ ;
253’#

When the Informed Delivery application receives a mailpiece scan for an enrolled Informed
Delivery user and the MID or the MID + Serial Number in the IMb is associated with an
active mailer campaign, that user will see customized supplemental content that the mailer
provided USPS. The process for this is illustrated in Figure 4.

The interactive campaign content is currently displayed

below the image in the email and Informed Delivery = USPSCOM' et
dashboard, as depicted in Figure 5. USPS is considering ki G B
additional template designs in the future. IS s g e

Mail Today(3) Yeste

5c.ui;7\ww(c(.l Sale!

Relailer Uame

SHOP THIS SALE ©

...........
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2. Benefits for Mailers
Informed Delivery allows mailers to:

1 Take advantage of a new digital channel, tying hardcopy mail to digital content.
1 Receive an additional digital impression for the intended recipient and additional
impressions for other household members who are Informed Delivery users.

1 Experience high email open rates (over 60% daily average).

Informed Delivery interactive campaigns provide additional benefits, allowing mailers to:

1 Enhance the scanned mailpiece images that consumers are already receiving.

1 Give the mail recipient or other household members the opportunity to take action
immediately on their mailpiece by clicking on a campaign image/website linkd
regardless of whether or not they retrieve mail from the physical mailbox.

Coordinate multi-channel campaigns.

Collect information on campaign reach and results (e.g., open rates, click-through rates)
through data analytics.

= =

3. Participation Criteria

Virtually any mailer can conduct an Informed Delivery campaign if the following criteria are
met:

1 Mailpieces must be automation compatible

o Available for First-Class Mail®, Periodical s, or USPsBe, Mar ket i
postcard, or flat-size pieces such as large envelopes, catalogues, and
magazines.

1 Mailpieces must contain a valid IMb.
1 Mailer or Mail Service Provider (MSP) must be IMb certified.

A campaign can be initiated by the mailer or by their designated MSP (advertising agency,
printer, freight shipper, presort bureau, etc.).

4. Creating a Campaign

The overall campaign process is simple; mailers create and induct hardcopy mail as usual
and provide USPS data elements and supplemental content to facilitate an Informed
Delivery interactive campaign. Mailers need to determine the level of campaign they will
conduct, the type of campaign, the supplemental content that will be used, the campaign
start and end dates, etc. Each of these are described in the sections below.

4.1. Levels of Interactive Campaigns
At this time, there are two levels or breakdowns of campaigns available (Figure 6):
4.1.1. Mailer ID (MID)

All mailpieces with this MID have the same campaign applied, therefore all Informed
Delivery users see the same campaign.

9 Note: This method cannot be used with shared MIDs.
4.1.2. Intelligent Mail® Barcode (IMb®) Serialized

© 2021 United States Postal Service. All Rights Reserved. 8of 34
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All mailpieces with the same MID and a defined Serial Number range within the IMb create a
unique campaign.

1 This campaign level provides the ability to apply different campaigns to groups of
customers and the ability to wmyhbeasedislarger ed o MI
businesses with multiple business units or one provided by a MSP.
1 These campaigns are defined with a unique and sequential Serial Number range for
each campaign treatment desired.
1 Dividing the mailing list into campaign groups prior to printing/addressing the actual
mai |l pieces or assigning the | Mbbos is critical
See Appendix C. The Mailing Lifecycle for more information on this topic.
The majority of interactive campaigns are conducted using this level.

= =

IMb Serialized: Apply different campaigns to K A&l

groups of customers > E&g&

Figure 6. lllustration of MID and IMb Serialized Campaigns

4.1.3. Personalized

USPS tested mailpiece-level campaigns via PostalOne!® in April-July 2018. Additional
testing is suspended while system performance enhancements are conducted. Personalized
campaigns will eliminate the need to do mailing list sortation and segmentation prior to
printing or IMb assignment and it will allow the ability to apply a unique interactive campaign
to each user, based on an individual IMb. Additional information on the availability of
personalized level campaigns will be provided when available.

4.2. Types of Interactive Campaigns
There are two types of Informed Delivery campaigns available.
4.2.1. Basic Campaign

1 Ride-along Image and Target URL - Figure 7: This campaign includes the USPS
grayscale scanned image of a letter-size mailpiece and an image provided by the mailer,
currently placed below the grayscale image in the email and dashboard. In all cases, the
Ride-al ong | mage is clickable (interactive), as i
are both |Iinked to the same URL. Al URLs must
name/text is not editable.
o Important Notes: A Ride-along Image and URL are required to conduct an
Informed Delivery campaign. All URLs must lead directly to a landing page
directly associated with the physical mailpiece. See our Informed Delivery
Interactive Campaign Mailer/Submitter Terms and Conditions for full details.

4.2.2. Dual Campaign

1 Representative Image, Ride-along Image, and Target URL - Figure 8: In addition to
the required Ride-along Image and URL, this campaign type includes an image that is

© 2021 United States Postal Service. All Rights Reserved. 9 of 34
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provided in lieu of a flat-size image or in place of a grayscale letter-size image.
(Grayscale images of flat-size mail are not provided to consumers, however, scan
events are captured for some flat-sized mailpieces during processing.)
0 Representative Images are static; they are not clickable/interactive.
0 These images must be clearly branded and must be clearly and directly related
to the hardcopy mailpiece. See our Informed Delivery Interactive Campaign
Mailer/Submitter Terms and Conditions for full details.

B2 COMING TO YOUR MAILBOX SOON. EJ COMING TO YOUR MAILBOX SOON.

View ail mail on dashbord > View 3i1 mail on dashbosrd >

Aol

Sewi

FROM Retailer Name

!{e‘l‘ndcn .t.(.,(‘.'"c feamat Kd(.}lgfl(gm(*

SHOP THIS SALE ©

SHOP THIS SALE ©

& Ride-along Image

Y P~ ——
Pl s prt —
Aoy, ST 12305
Figure 7. Informed Delivery Figure 8. Informed Delivery
notification with basic campaign notification with dual campaign

4.3. Target URL Parameters

Informed Delivery has released a system update to send campaign Mailer ID (MID) and
Serial Number information in the form of URL parameters when consumers click on
interactive campaign Target URLs. This update enables additional data to be captured,
allowing mailers to better understand Informed Delivery driven referrals. Additionally, this
update enables Target URL webpages to be dynamic based on campaign MID and Serial
Number.

Informed Delivery now appends the MID and Serial Number to the end of the mailer-
provided campaign Target URL as parameters for all interactive campaigns.

If the campaign URL is a redirect, the end destination URL must be entered as the Target
URL for the interactive campaign.

As of October 29, 2021, mailers can opt out of URL parameters at a campaign level by
selecting the option to disable URL parameters for a campaign submitted through the Mailer
Campaign Portal (MCP).

© 2021 United States Postal Service. All Rights Reserved. 10 of 34
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View all mail on Dashboard =~

From:

N

Insert Representative Image
Replace grayscale maipiece image with an optional color Reprasentative image

Recommended Sizing:
780px by 500px (Landscape onentation)
350px by 500px (Portrait onentation)

Do more with your mail

@ @ Learn More

Insert a nde along image
Recommended Sizing
300px by 200px

Campaign Preview

Campaign URL parameters (1)

[:I Disable adding tracking parameters to target URL

i)

5. Campaign Stages and Reporting

© 2021 United States Postal Service. All Rights Reserved. 11 of 34
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There are three basic stages in the campaign process: Pre-Campaign, Campaign, and Post-

Campaign.
@ % %
2 T

5.1. Pre-Campaign

This defines the process of gathering the required campaign elements and determining the
submission method as described in Section 4. For an overview of how to conduct a
campaign in seven simple steps, see the Interactive Campaign Checklist in Appendix A.
Interactive Campaign Checklist.

5.1.1. Pre-Campaign Analysis Report

USPS offers an optional Pre-Campaign Analysis report. For this analysis, USPS cross-
references an uploaded list against a current Informed Delivery user list and provides an
aggregate response indicating how many consumers in the list are Informed Delivery
usersd at a given point in time. This information is provided in aggregate as USPS is
prohibited from providing lists of Informed Delivery users. Pre-Campaign files can be
submitted at any time, even after a campaign has been activated.

The Pre-Campaign list/file must contain 11-digit Delivery Point ZIP Codes that are taken

from the | Mb of a recent mailing I|ist. MSPO&s ar e
information from the IMb. This delivery point information is not stored in standard customer

databases.

The file must meet the criteria below:

9 The header must read ZIP11.
1 Each entry must be an 11-Digit Delivery Point ZIP Code.
0 To delete line items without 11-digit codes, import the file containing the codes
into Excel. Once in Excel, filter the data based on length, delete the non-11 digit

codes, and save the document in .csv format. 21P11

1 Include leading zeroes. 06601240216
1 Remove duplicate codes. Pl
I Save as a Comma Separated Values (.csv) file (using lowercase .csv). 10152586363
91 Break files into 102,400 KB (or 100MB) or less. 10252857523

10325352781
Figure 9 provides an example of how the Pre-Campaign file will look once it is 10420889175
ready for uploading in the MCP. If the file does not meet these criteria, it will not be| 1958557878

uploaded or processed.
. . - Figure 9. Example
Regardless of the intended campaign submission method, use the MCP to of properly

upload the properly formatted ZIP11 .csv file. See the Mailer Campaign Portal ~ formatted Pre-
User Guide on the Informed Delivery for Business Mailers website for details ~ ©ampaign .csv file
on how to upload a file.

9 If aninvalid file is uploaded in the Portal, the mailer will receive an error message
explaining the file issue(s) that prevented a successful upload.

© 2021 United States Postal Service. All Rights Reserved. 12 of 34
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1 The report will be provided within the Portal when it is done processing. Processing time
varies based on the file size.

Important Note: To verify the contents of the Pre-Campaign data, right-click the file and
open with a text editor such as Notepad. Appendix E. Formatting Pre-Campaign Analysis
File outlines the step-by-step process for ensuring that the Pre-Campaign file is correctly
formatted.

The completed Pre-Campaign Analysis report, which is provided in the Portal, includes the
following data:

Column Definition

A Total numberof11-di gi t Del i very Point

inthe .csv file uploaded into the Portal.

Pre-Campaign List Size

B Eligible 11-digit Total number of eligible 11-digit Delivery PointZIP Codes
Delivery Point ZIP included in the .csv file (not delivery points with users, but
Codes eligible delivery points).

C Unique Eligible 11-digit Total number of unique eligible 11-digit Delivery Point ZIP
Delivery Point ZIP Codes included in the .csv file.

Codes
D # of Subscribers Count of subscribers in the Unique Eligible 11-digit Delivery
Point ZIPCodes in the .csv file.
E Subscriber Saturation  # of Subscribers divided by Unique Eligible 11-digit Delivery

(%) Point ZIP Codes (Col D / Col C).

F # of Email Enrolled
Subscribers

Count of subscribers who receive emails in UniqueEligible 11-
digit Delivery Point ZIP Codes. (Not all subscribers opt in to get
emails.)

# of Email Enrolled Subscribers divided by Unique Eligible11-
digit Delivery Point ZIP Codes (Col F/ Col C).

Email Enrolled
Saturation (%)

A B C D E F G
¥ . |Eligible 11-digit |Unique Eligible 11- . # of Email .
Eirset g;;npalgn Delivery Point digit Delivery Point S#ug;cribers g:l:jr;ntair(% ) Enrolled gg‘tﬁﬂafir;?il‘%
ZIP Codes ZIP Codes Subscribers
103231 98978 97603 10031 10.3% 5501 5.64%

Figure 10. Pre-Campaign Analysis Report

5.2. Campaign

Campaigns are activated based on the requirements provided by the mailer/MSP, which are
dictated by the campaign data elementsd as described in Section 4.

The start date of the campaign, duration of the campaign, and campaign images that are
provided result in the campaign being applied to each mailpiece, based on the information in
the IMb (see Figure 4).

© 2021 United States Postal Service. All Rights Reserved. 13 of 34
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In relation to the campaign elements, only the Brand/Campaign Display Name and
supplemental content are presented to the Informed Delivery user. The other campaign
elements provided are used in the background, to apply the appropriate campaign for the
defined time period.

5.3. Post-Campaign

USPS understands that data analysis is important to measuring success and determining
whereto direct marketing funds and resources. The Post-Campaign Summary and Detailed
reports provide a wealth of information related to an individual campaign.

5.3.1. Post-Campaign Summary Report

This report provides the general aggregated results of an individual campaign, including the
number of users/mail recipients that were sent an email, the email open rate, and the
number of click-throughs.

1 For campaigns submitted through the Mailer Campaign Portal (MCP) or PostalOne!,
post-campaign reports are available for download via the Portal.

1 As of October 2019, post-campaign reports run daily overnight rather than on-demand
by mailer request. Reports are cumulative and encompass all campaign activity through
the report date.

Column Definition

A Campaign_Display Name The name displayedint h e # Fr oftmé cafmpaign d
(sometimes referred to as Brand Display Name or Display

Name).
B Campaign_Title A mailer-generated title for a campaign.
C Campaign_Code A mailer-generated unique code for a campaign.
D Mailpieces The number of campaign-related mailpieces identified during

mail processingthat were sent to a unique Delivery Point
Code (DPC) address. This is not the total number of
mailpieces in the mailingd just those identified as going to
Informed Delivery users.

E Emails The number of campaign-related emails generated from the
number of physicalpieces. All email users in a household are
counted in this metric.

T

Email_Open The number of instances where a sent email was opened.

G Email_Open_Rate The number of email opens divided by the number of emails
(ColF/E).
A This metric can seem irregularly high (e.g., over 100%)
if organizations look at it on a daily or regular basis, as
opposed to holistically over the entire life span of a
campaign. This can happen if users who receive their
mailpiece do not open their email until a laterdate/time.

H Click_Through The number of click-throughs generated from emails or
dashboard.

© 2021 United States Postal Service. All Rights Reserved. 14 of 34
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The number of click throughs divided by the number of
mailpieces (Col H/D).

A B C D E B G H |
CAMPAIGN_DISPLAY | CAMPAIGN_TI EMAIL_OPEN_|CLICK_THROU|CLICK_THROU
NAME TLE CAMPAIGN_CODE | MAILPIECES EMAILS |EMAIL_OPEN RATE GH GH RATE
ABC CO 1.A.1698 ABC CO July 2018 10096 5576 3678 66.0% 29 0.29%

Figure 11. Post-Campaigh Summary Report

5.3.2. Post-Campaign Detailed Report

Column

Definition

A Brand_Display_Name

B Mailer_ID

O 0O

Campaign_Code
Campaign_Title

E Submitter_CRID

T

Start_Date
G End_Date

H Start_Serial

| End_Serial

J MID_Serial

K ZIP5

L Mailpiece_ID

M Delivery_Date

N Email_ID
O WhenWasEmailSent

P WhenWasEmailOpened

The name displayedint h e A Fr ofithe campaign d
(sometimes referred to as Campaign Display Name or Display
Name).

The six-digit or nine-digit numeric code that was submitted for
the campaign.

A mailer-generated unique code for a campaign.
A mailer-generated title for a campaign.

A Customer Registration Identification (CRID) is a USPS-
generatednumeric code of up to 15 digits that uniquely
identifies a USPS customer at a location.

The start date of the campaign as specified by the mailer.

The end date of the campaign as specified by the mailer. The
cut-off is at 12AM of the end date. Mail processed on the
campaign end date will not be included in any reports.

If the campaign is based on IMb Serialized (not MID level) i
indicates asix- or nine-digit starting Serial Number.

If the campaign is based on IMb Serialized (not MID level) i
indicates a six-digit or nine-digit ending Serial Number.

The full 15-digit MID and the IMb Serial Number of that specific
mailpiece.

The ZIP Code of the subscriber (recipient).

A unique identifier for each piece. Automatically generated by
USPS.

The date that a mailpiece was processed for delivery. All times
show as 5:00 GMT

A unique identifier for each mailpiece. Automatically generated
by USPS.

The time stamp of when an email was sent using GMT time
zone.

The time stamp of when an email was opened using GMTtime
zone.

© 2021 United States Postal Service. All Rights Reserved.
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Q ImagePositionInEmail  The position in which the image was displayed in an email (1
means it was the first image, 2 means it was the second
image, etc.)

R WhenClickedThrough  The time stamp of when a link from a campaign was clicked
using GMT time zone.

S Source Where the click-through originated. Possible values:
RIDEALONG_EMAIL; RIDEALONG_EMAIL_IMAGE;
RIDEALONG_WEBSITE; RIDEALONG_WEBSITE_IMAGE.

T Record_Type Distinguishes if the line of data is correlated to a mailpiece
(Piece), a sentemail (Email), an email open (Open Details), a
piece that was s e rrrolledmenaailsiNore |
Email), a piece that was not included in an email due to the
user already having 10 images in their daily email (>10pcs), or
click-throughs (Click Details).

A >10pcs type indicates that a specific campaign did not
appear i n aDigest emibbscausetheluser
received at least one other campaign and 10 or more
mailpieces in total. However, there is a known defect with
this record type.Please disregard this record type until this
defect has been resolved.

A B G D E F G H | )

1 |BRAND_DISPLAY_NAME MAILER_ID CAMPAIGN_CODE CAMPAIGN_TITLE  SUBMITTER_CRID START_DATE END_DATE START_SERIAL END_SERIAL MID_SERIAL

2 ABC Company 333333 ABCJuly 2018  ABC071018 00:00.0  00:00.0 793928567 794204535  3.33E+14
K L M N ] P Q R S T

1 ZIP5 MAILPIECE_ID DELIVERY_DATE EMAIL_ID WHENWASEMAILSENT WHENWASEMAILOPENED IMAGEPOSITIONINEMAIL WHENCLICKEDTHROUGH SOURCE RECORD_TYPE

2 1450 6.28E+10 7/10/2018 5:00 37088173493 7/10/2018 13:05 1 Open Details

Figure 12. Post-Campaign Detail Report (shown as two separate images due to file width, without formatting)

For additional information on campaign report access and other campaign related
information, visit the Informed Delivery for Business Mailers website. Our full listing of known
report issues/defects is in Informed Delivery® Mail Tracking and Reporting (IV®-MTR)

To expand on capabilities offered by the Mailer Campaign Portal (MCP), Informed Delivery
integrated with IV-MTR. The feature offers the following:

1 Near real-time data, provided as soon as its available (recurring data feed)
1 Two options for receiving data: one-time queries or data feeds
9 Data access delegation is available at the MID or CRID level

Please note that Informed Delivery Post-Campaign (IDPC) is pass-through and not
generated by IV-MTR.

To find additional resources and information:

1 Appendix G: Data Dictionary for IV-MTR IDPC Reporting
1 Post al PMIRBitel V
9 IV User Guide: Provisioning IDPC Data in IV-MTR

For general questions on IV-MTR, please contact the Informed Delivery helpdesk. For
guestions on the IV-MTR application, please go the IV Solutions Center at 1-800-238-3150
(Option 2) or InformedVisibility@usps.gov.
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Appendices

Appendix A. Interactive Campaign Checklist
Follow these steps to create an Informed Delivery interactive campaign:

1. Choose your campaign submission method (Section 4.5):
. A Mailer Campaign Portal i Available via Business Customer Gateway (BCG) under
AOot&ervitabe s 0
A PostalOne!®i Contact the PostalOne! team at
USPSInformedDeliveryeDoc@usps.gov to getstarted.

2. Determine campaign level and mailing list breakdown (Section 4.1):
5 A Apply a single Informed Delivery campaign to all mailpieces/customers.
A Apply different campaign treatments to different customers in the same or different
mailings.
A At this time, also assign a Campaign Title and Campaign Code to the interactive
campaignand define the mailpiece shape: letter/postcard or flat.
3. Determine MID on Piece and, if relevant, the IMb®Serial Number Range (Section 4.1):
A MID can belong to the mail owner, ad agency, printer, or other Mail Service Provider
(MSP).
0 Existing MIDs can be used; full service IMb is not required.
0 MID must be printed in the IMb on the mailpieces.
A Gather Start and End IMb Serial Number Ranges i if doing IMb Serialized campaigns,
aunique and sequential range is required for each campaign or treatment.
5 4. Develop supplemental content (Section 4.2):

& Design creative for your Ride-along Image (required).
5 Determine your target URL (required).

5 Decide if you want to keep the grayscale mail processing image or use a color
Representative Image (optional for letters/postcards)

5. Determine campaign timeline (Section 4.5):
3 A USPS suggests a Start Date of 2-3 days prior to your first expected in-home date.
A USPS suggests an End Date 2-3 days after your last expected in-home date.

6. Submit campaign (Section 4.5):
A Mailer Campaign Portal i Enter your campaign details and supplemental content
within thePortal.
A PostalOne! i Submit campaign(s) using Mail.dat or Mail.xml.

7. Analyze Results (Section 5):
A Download Post-Campaign Analyses directly in the Portal (regardless of submission
method).

o Summary Reporti Download information regarding the number of physical
mailpieces,number/percentage of emails opened, and number/percentage of
click-throughs.

0 Detailed Reporti Download detailed information, such as the time stamp of
when a useropened an email.

A Retrieve mail tracking data as a one-time query or recurring data feed using Informed
Visibility® Mail Tracking and Reporting (IV®-MTR) i Enroll through the Business
Customer Gateway (BCG) and IV-MTR Websites
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Appendix B. Mailer ID (MID) and Intelligent Mail® Barcode (IMb®) Information

The IMb on the mailpiece, and the contents within it, are the key to getting mailpiece images
to users and activating Informed Delivery interactive campaigns.

1 The IMb is comprised of five fields: Barcode ID, Service Type ID (STID), MID, Serial
Number, and Delivery Point ZIP Code. These fields provide intelligence such as mail
class, service requested, mailer identification, and unique Serial Number tracking.

o For the purposes of Informed Delivery, we only use the last 3 fields of the IMb
(not the BI or the STID).

1 Grayscale scanned images are linked to Informed Delivery users based on the Delivery
Point Code (DPC) field within the IMb. This is the nine-digit ZIP Code plus a two-digit
Delivery Point Code value.

1 Only consumers/mail recipients that reside in dwellings that have a unique 11-digit
Delivery Point Code can participate in Informed Delivery; this also applies to multi- unit
dwellings.

1 Campaign images and URLs (supplemental content) are linked
to each individual mailpiece processed based on the MID in the
Intelligent Mail Barcode (IMb) on the actual mailpiece.

o A MID provided in electronic postage statement
documentation (PostalOne! eDoc) has no impact on the
Informed Delivery campaign. See Appendix D.
PostalOne! Specifications for PostalOne! programming
and submission information.

1oy 8 by ot

Type Field ::['ﬁél?t;‘e" gth Comments
) Identifies source as Postal or Mailer as
Barcode Identifier (BI) 2 well as applicable presort level
Service Type ldentifier 3 Identifies services requestad on
Tracking | (STID) mailpiece
Code . Assigned by the Postal Service to
Mailer ID (MID) Gorg identify business entity or customer
) 9 (when used with a 6 digit Mailer ID)
Serial Number Jorb 6 (when used with a 9 digit Mailer ID)
Routing | Delivery Point ZIP Used to route the mail to its final
Code | Code none, 5,9, 0r 11 | delivery point
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Appendix C. The Mailing Lifecycle

There are generally many different people involved in the daily mailing operations of sending
invoices and insurance documents, staying in touch with customers, or creating and
conducting a Direct Mail campaign. Input on decisions related to campaigns can come from
key stakeholders throughout the company, such as Finance, IT, Marketing, Data Analytics,
Legal, Accounting, etc.

B P

Figure 15

Additionally, there are many companies that provide support for day-to-day mailing
operations or Direct Mail marketing campaigns. Mail Service Providers (MSPs) support mail
owners with mail printing, addressing, barcoding, sorting, distribution, and/or commingling.
Ad Agencies support mail owners with media decisions, campaign creative, mailpiece
design, and more.

Organizations should involve key stakeholders and support teams in the development cycle
of an Informed Delivery interactive campaign too.

Since the MID or, more commonly, the MID + IMb Serial Number on the mailpiece is key to
activating a campaign, the person responsible for this data element is critical to campaign
success. Properly segregating your mailing list prior to assigning the IMb or placing it on the
mailpieces is key.

Example: A company is mailing to 15,000 customers. This company uses a single six-digit
MID. This company tests three different mailpiece treatments to see which one gets the best
response rate. This company creates three unique vanity URLS to go in these mailpieces to
track visits totheir webpage and attribute them back to each mailpiece type.

To apply a different Informed Delivery campaign to each mailpiece type (or groups of
customers), the company needs to ensure that their mailing list is broken down into three
separate/unique lists. Each list would be printed separately, in succession, so the company
will end up with three unique, sequential and non-overlapping ranges of IMb Serial
Numbers. With this result, the company can apply three unique Informed Delivery
campaigns, each with its own supplemental content (Ride-along and/or Representative
Image, and URL.

Mailpsece | Number of URLs IMb Senal | IMb Senal
Treatment | Customers Start End
1 5000 hitp.//abccotive | 000000001 | CO0D0S000
2 5000 hitp //abccolgreen | 000005001 | 000010000
3 5000 hitp //abcco/red 000010001 | 000015000

Figure 16. lllustration of mailing list breakdown for Informed
Delivery campaign use
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Appendix D. PostalOne! Specifications

Mailers using the PostalOne! Mail.dat or Mail.xml file formats are able to submit Informed
Delivery interactive campaign information electronically.

1 The Informed Delivery Mail.dat or Mail.xml files are sent as part of a larger Mail.dat or
Mail.xml job that contains presort and postage statement information; other presort and
postage supporting files are also submitted along with the Informed Delivery files.

Documents regarding the specific programming requirements and processes for PostalOne!
campaign submissions are provided as links on the Informed Delivery for Business Mailers
website. An overview of the required PostalOne! onboarding can be found below.

PostalOne! Onboarding & Contact Information

All mailers that wish to conduct/submit campaigns using PostalOne! are required to work
with the PostalOne! Customer Acceptance Testing (CAT) office for Informed Delivery
interactive campaigns. This PostalOne! team can be reached directly by emailing
USPSInformedDeliveryeDoc@usps.gov

PostalOne! Onboarding Check List

Follow the steps outlined below to set up your Customer Acceptance Testing (CAT)
Business Customer Gateway (BCG) account and conduct an Informed Delivery campaign
using PostalOne!:

1 Email the Informed Delivery eDoc team at USPSInformedDeliveryeDoc@usps.gov
stating initial intent to start testing Informed Delivery Campaigns using PostalOne!.
Please provide the following information:

o Point of contact name
o Phone number

1 Coordinate with USPS to determine if the mailer submitting the campaign has
participated in PostalOne! Customer Acceptance Testing (CAT) in the past.

1 If the organization has participated in PostalOne! CAT, please acquire the PostalOne!
CAT credentials below. These credentials will allow the organization to create a Mail.dat
eDoc job for an Informed Delivery campaign.

0 Username

Password

Customer Registration ID (CRID)

Mailer ID (MID)

Permit account number

0 ZI'P CodeE relemmted to the P

Set Up Your PostalOne! CAT Account with Permit

1. Visit the USPS BCG CAT environment.
2. Create a BCG account:
a. Click on fiRegister for Free. 0
b. Choose a username and password.
c. Provide security information.
d. Provide phone and email contact information.
e. Provide company name, information, and address.
i. A BCG Business Account will be granted upon completion of these fields.
The user will be automatically assigned a mailer CRID and MID. Those

O O O O
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credentials appear on-screen within the application and will be sent to the
registered email address on file.
3. Email the Informed Delivery eDoc team the following information:
a. CRID
b. MID
c. Company name, address, and point of contact
4. Request that a Permit Imprint Postage Payment Account be created and activated.
a. Note: The Permit should be funded with a large test balance amount so that Mail.dat
jobs with postage and campaign data can be submitted.
5. Once the CAT BCG account has been created, the CAT office will link the newly created
Permit to the mailer test CRID.
6. The CRID, MID, and Permit Account Number information can now be used to prepare
and submit Mail.dat jobs with Informed Delivery campaigns to PostalOne! CAT.
7. The PostalOne! CAT Mail.dat client can be downloaded from the PostalOne! BCG CAT
page after logging in.
8. The Informed Delivery eDoc team will validate the eDocs data and provide feedback if
data needs to be corrected to be eligible for production environment.

Any questions or information related to PostalOne! or the process outlined above can be
sent to the Informed Delivery eDoc team.

All general campaign questions related to supplemental content specifications, reporting,
etc., must be directed to the USPSInformedDeliveryCampaigns@usps.gov email.

© 2021 United States Postal Service. All Rights Reserved. 22 of 34


https://gateway-cat.usps.com/eAdmin/view/signin
https://gateway-cat.usps.com/eAdmin/view/signin
mailto:USPSInformedDeliveryCampaigns@usps.gov

Informed Delivery® Interactive Campaign Guide

Appendix E. Formatting Pre-Campaign Analysis File

To run a Pre-Campaign Analysis, the following file formatting requirements must be met or
the file upload will fail:

1 The column header must read ZIP11.

1 Each entry must be an 11-Digit Delivery Point ZIP Code. Any entry that is not an 11-Digit
Delivery Point ZIP Code should be deleted.

9 Include leading zeroes.

1 Remove duplicate codes.

1 Save as a Comma Separated Values (.csv) file (using lowercase .csv).

1 Break files into 102,400 KB (or 100MB) or less.

The following steps will provide guidance on how to format your Pre-campaign analysis file
correctly, including how to:

i Extractthell-di git Delivery Point Codes (DPC) from |
1 Confirm that every entry contains only 11-digit DPCs.

11-digit DPCs are a key part of the Intelligent Mail Barcode (IMb). There are five fields in the
IMbd the DPC is in the last/fifth field (see Appendix B. Mailer ID (MID) and Intelligent
Mail® Barcode (IMb®) Information). The easiest way to identify DPCs is from a recent
mailing that was conducted. The printer/vendor should have access to this data. Keep in
mind that most customer databases do not store DPCs.

1. Extract DPCs out of an IMb to prepare the Pre-Campaign Analysis file.

11 Open the | Mb file in Notepad to ensure
o your computer.

1) 1-Sample IMb Listing_July 2018.tx¢ - Notepad - o x
File Edit Format View Help
80271 26993577583270562082719999998102090367758324221408271999999010209037 7758323290300271 269938775818936100627199999981020903977581798913082719999990
00271999999018209067775458725350027199999901020906877545870123002719999990102090697754586948700271999999010209870775458672030027199999901620907177545818910002719999990
8027199999901820999977545207311@02719999998182091067754528632600271999999810209101 775452038 38002719999999102691827 75452028140027199999901 820910377 545127777092719999998
80271999999010209131774696423087@8271999999810209132774696373870827199999901020913377469636911002719999990102691347 74696367 220027199999901620913577469636238002719999998
00271999999018209163774695786340027199999901020916477469578202002719999990102091657746957781800271999999010209166774695709030027199999901620916777469576703002719999990
80271999999010820919577469296401@82719999998182091967746929620400271999999810209197 77469295800002719999999102891987 746928131108027199999901820919977469273785002719999998
8027199999901020922777447773426@82719999990810209228774477714820027199999901020922977447767803002719999990102692307 744776 76076027199999901620923177447766982002719999998
00271999999018209259774413703260027199999901020926077441214919002719999990102092617744121310700271999999010209262774412110180027199999901620926377441209107002719999990
8027199999901082092917744114661428271999999918209292774411460380027199999981020929377441145519002719999999102892947 74411450100027199999901 820929577441 144442092719999998
99@10229027778041221060027199999901622902877004121520002719999990182290297700412092006271999999010229030770941262148027199999901022903177604113813002719999990102290327

1.2 Open a new instance of Microsoft Excel, and import the Text file by following the
o steps below.

© 2021 United States Postal Service. All Rights Reserved. 23 0of 34



Informed Delivery® Interactive Campaign Guide

Open the Data tab, and then select HAFTr «
Note: If you are working in Excel 2016 in O365 or later, the Text Import Wizard

(below) may no longer be enabled. To enable it, navigate to File > Options > Data
andsel ect AFrom Text (Legacy)o under the
section.

[il=] R Book! - Bxcel
EERll oMc  INSERT  PAGELAYOUT  FORMULAS | DATA | REVEW  VIEW

ROEDR B B @Y™ REH X - B

1.2.1

From From From From Other Existing Refresh Zl Sort Filter Tetto Flash Remove Data  Consolidate What-If Relationships Group Ungroup Subtotal :
Access Web Text Sources~ Connections  All~ Edit L Vo Advanced  Columns  Fill Duplicates Validation ~ Analysis ~ - -
Get BternalData Connections Sort & Fiter Data Tools Outine
Get Data From Text
At
Import data from a text file.
A B ) D E F G H | J K L M N o P Q R
o
3
122 Select the file that contains your | Mb¢
appear.
Text Import Wizard - Step 1 of 3 ? *

The Text Wizard has determined that your data is Delimited,

If this is correct, choose Mext, or choose the data type that best describes your data.
Original data type
Choo

®

O Fixed width - Fields are aligned in columns with spaces between each field.

pe that best describes your data:
- Characters such as commas or tabs separate each field.

Using your mouse, click to the right of the first two characters of the numbers
showing in the ADGa&ahisawillgnsertan anow assheowrt bielow. .
Repeat this step four more times to insert these arrows in between each of the five
IMb sections. Sel ect ANext. o | mportant Not e:
lengthd and your IMb Serial Number is also six or nine digits long. It is imperative
that you know the MID used before you complete this step.

1.2.3.

Convert Text to Columns Wizard - Step 2 of 3 ? x

This screen lets you set field widths (column breaks).
Lines with arrows signify a column break.

To CREATE a break line, click at the desired position.
To DELETE a break line, double click on the line.
To MOVE a break line, click and drag it.

Data preview 0

10 20 30 40 50 60
_ H L 3 L 1 L H L 1 L 1
o 71y 10205035[77583270502 ~
o 71y 102050367 7583242214
o 71y 102050377 7583232503
o 71y 102050387 75818593610
o 71y 1020503577581 798913 W

Cancel < Back Finish
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124 Sel ect AText 0 anfder m&ob ] umMmewWat sel ect i F

Convert Text to Columns Wizard - Step 3 of 3 ? X

This screen lets you select each column and set the Data Format.,
Column data format
Ogeneral

‘General’ converts numeric values to numbers, date values
to dates, and all remaining values to text.

(O pate: | MDY v Advanced...
O Do not import column (skip)

=

Destination: | SAS1 23]

Data preview

E ralCeper=1 eper=1
T1/E99999010203035[77583270502 ~
T1E9939330102030367 7583242214
T1/E99999010203037[77583232303
T1/399999010203038[77581833610

T1[3999931010209033[7 7581798913 W
£ >
Cancel <« Back EXL =
125 An I mport Dat a window wi || appear. Sel ¢

want to view this data in your workbook (default option).

Import Data ? X

Select how you want to view this data in your workbook,

e Table
PivotTable Report
] PivotChart
[‘ Only Create Connection
‘Where do you want to put the data?
@ Existing worksheet:
=53] &
O Mew worksheet

|:| Add this data to the Data Model

Properties... Cancel

Content will be imported into Excel into five columns. The fifth column (Column E)
1.2.6. _ -
contains the 11-digit DPC.

A B C D E
1 00 271 999999 10209035 77583270502
2 00 271 999999 10209036 77583242214
3 00 271 999999 10209037 77583232903
4 00 271 999999 10209038 77581893610
5 00 271 999999 10209039 77581798913
6 00 271 999999 10209040 77581797626
7 |DD 271 999999 10209041 77581261002
8 00 271 999999 10209042 77547351407
9 00 271 999999 10209043 77547251510
10 100 271 999999 10209044 77547242630
1.3 Delete columns A through D. Keep column E
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2. Verify if the .CSV File is properly formatted for submission in the Mailer
Campaign Portal.

21 Open a new Excel file.

29 Openthe Datatab,t hen sel ect AFrom Text o in the

23 Select the file that containsyour 11-di gi t Del i very Point Be
o select Al mport. o

24 Leave the delimiters as is (ATabo). CIli

25 Sel ect NnText . o

26 The data will import into your Excel document.
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