LEGILATIVE UPDATE

The National League of Postmastersis The Education Organization. That edu-
cation must include Legidlative awareness. The purpose of this weekly
column isto bring that awareness to all our members on a diversity of topics.
Do Not Mail isnot a “conflict” that will just go away, now or in the future. We
must remain vigilant to ensure not only the very survival of the Postal Service
but for every related business who's economic contribution keeps America
strong. Assisting in keeping the record straight are marketing associations such
as Boston based NEDMA that provides consumers with information through town hall
type discussions. Allowing for free and open flow of information rather than the Do-Not
Mail supportersrestrictive one sided talking points gives the public an informed
per spective on the true value of direct marketing mail.

An informed membership is a more effective member ship.

“Solutionsto Help Direct Marketers Ensure Consumer Satisfaction .”

The New England Direct Marketing Association (NEDMA) recently sponsored an open
discussion in responseto increased concern about the“ Do Not Mail” movement and how
to addresstheissue asresponsible marketers. Jerry Cerasale, senior vice president of
government affairsfor the Direct Marketing Association (DMA), facilitated the“town
hall-like” session that helped codify how direct marketersin New England can demon-
strate their commitment to consumer s while continuing to run successful businesses.

I nsights from the collective NEDM A groups included:
Be diligent and respectful:

Continually purgeyour lists of those people who no longer wish to recelve unsolicited
mail

Think green:
Always test downsized mail pieces, reduce packaging size and integrate paper and elec-

tronic communications
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Dispel myths:

Spread theword that direct mail is not responsible for de-forestization

Communicate to those around you that contrary to widely held beliefs under two percent of
all mail endsup in landfills

aConsumer attitudestowards mail has changed significantly, so highly per sonalized ap-
proaches likethe DM A’s Commitment to Consumer Choiceis much morein linewith
wherewe need to be said Craig Blake, president, New England Direct Marketing Associa-
tion. 21f you are not already doing so, asa direct marketer you should begin following our
suggested guidelines. Not only will this help your own bottom line; but this effort also sup-
portsour entireindustry and communicates that the majority of direct marketersreally
are environmentally responsible and diligent about sending and modifying liststo ensure
consumer satisfaction.®

In October of thisyear, consumerswill have the power to ensurethat they will not receive
mail which does not interest them, a longstanding DM A member requirement. I n addition,
many new features of the Commitment to Consumer Choice will allow consumersto choose
theindividual brandsthey areinterested in, receive coupons and generally opt in or out of
what they want.

Direct marketer s seeking additional guidelines should refer to the DM A’s environmentally

conscious programs, including the Green 15 I nitiative for ethical 2green® business prac-
tices. The DM A also offersa @Recycle Please® logo that it asks membersto put on all mail-
ings as away of reminding people that mail isrecyclable.

a0nethird of U.S. Postal Servicerevenue comes from standard mail. If the majority of di-
rect mail ever becomes eliminated, then the USPS will likely have no choice but to increase
stamp prices by onethird, or approximately 14 cents or more,° noted Cerasale.
aConsumer s need to under stand the significant financial impact pending legidation would
have. ‘Do not mail’ isa seriousissue but if we come up with creative solutions that reflect
our genuine desireto ensurethat consumersreceive only the mail they areinterested in,
then | believethat ultimately our industry will overcome this challenge.®




