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The National League of Postmasters is The Education Organization.  
That education must include Legislative awareness. The purpose of this weekly 
column is to bring that awareness to all our members on a diversity of topics. 

Postmasters need to educate not only themselves but also their employees on the 
threats to our universal service as Do-Not-Mail legislation would affect ALL 
Postal employees. Just as the League has Legislative representation, other 

Postal organizations do as well. We must also be certain to educate our Congres-
sional representatives on the options all ready available to serve consumers 

making Do-Not-Mail un-necessary legislation!  DMA Senior Vice President Pat 
Kuchura details information “ conveniently”  left out of a local editorial. 

An informed membership is a more effective membership. 
 

“ National Do Not Mail registry editor ial leaves out impor tant facts”  
 

Consumers do have many choices for managing the mail 
 
Recently a National Do Not Mail registry  was called for in a local editor ial, 
" Please don't call -- or wr ite,"  is unnecessary as consumers already have a var iety 
of choices to manage their mail. 
 
They can use our Mail Preference Service, www.dmachoice.org, to remove their 
names from marketing lists. 
 
This free service will stop most direct mail solicitations and reduce mail volumes 
by up to 80 percent. I t prevented more than 930 million mailings last year. 
 
Also, the editor ial failed to mention the GAO report's highlighting of DMA's con-
sumer and environmental initiatives, including the MPS, Commitment to Con-
sumer Choice, Committee on Environment and Social Responsibility, Green 15 
and Recycle Please. 
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The biggest endorsement of direct mail is that it represented more than $686 billion 
in sales last year. Direct mail is cr itical to the economic well-being of communities, 
businesses and char ities throughout the United States. 
 
We recognize that consumers want more choice and control over what mail they re-
ceive and attention to their environmental concerns regarding the mail. 
 
Direct mailers are addressing these issues -- not only because it's imperative from an 
environmental standpoint, but also because it makes good business sense. 
 
Pat Kuchura 
Senior Vice President, Corporate Responsibility, Direct Marketing Association 
 
            
         


