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By Bob Ross 

Overview 
Fortunately, mailing doesn’t require much on your end other than handing the list and artwork over to a mailing 
service provider. Unlike EDDM mailing, this type of mailing is always hands-off. 

Fortunately, the Internet has made all of this very simple to be fulfilled and you can literally do everything with just 
a few clicks. Not long ago, putting one of these kind of campaigns together would involve a spectacular amount 
of effort — but now it’s easy! 

 

List Segmenting and Hygiene 
Format 

Your clients list will likely have many fields full of whatever data they collect (and you’ll need that data to 
segment) but for mailing purposes, your finished list must be in CSV or XLS format and have the following fields: 

First Name Last Name (optional) Address Address 2 City State Zip 
 

The “optional” field can be filled with anything under the name that you want, such company name or a phrase 
like “or current resident”. If the field has “or current resident”, the mail carrier will deliver the piece regardless of 
who it’s addressed to.  

Segmenting 

Before doing a reactivation campaign, you’ll need to work with your client on segmenting the list to identify 
who’s dormant. Their list will have some kind of date(s) attached showing when they last did business and you’ll 
determine with the help of your client what would constitute ‘dormant’ status.  

Feel free to create multiple segments based on the level of dormancy and create offers and campaigns geared 
specifically to them.  

Hygiene 

Most mailhouses will run your list through the post office’s NCOA database prior to mailing so that the postage is 
reduced. NCOA processing will remove known bad addresses and update any that are known to be forwarded 
to new addresses.  



If you become a partner (it’s free) at myacxiompartner.com you have an array of further cleaning options such 
as deduplication, proprietary enhancement, deaths, and even removal of people with liens or recent 
bankruptcy. The cost is minimal for these services and can be resold for many times more.  

Artwork and Design 
If you can’t do the design yourself, outsource a designer. There’s always good ones I’m recommending in the 
‘recommended designers’ resource for members.  

Print design is very different from web design so it’s important you use a designer knowledgeable in print.  

Format 

All artwork should be in CMYK colorspace at a resolution of 300dpi.  

Bleed and safety should be included on all artwork, with the measurements being best followed by the templates 
provided by your printing source (just ask them). If using me for printing, I’ll be glad to send you templates so the 
format is correct.  

Final file format should be either PDF (use the pdf 2001 preset) or flattened TIF using LZW compression.  

Mail addressing 

To be USPS compliant, the bottom right corner of the postcard must be left blank (white), with a space of 4.25” 
wide and 2.25” tall.  This is where the addressing and barcoding go.  

The upper right corner must also be left blank with a space 1”x1” for the postal imprint indicia to be printed on it. 

Content 

Feel free to use this proven design to show your clients as an example. I’ve included this in the product package 
as a high resolution png file as well as the fully editable photoshop file for making any customizations you wish.  



 

Printing 
I strongly suggest printing your postcards on 14pt or 16pt cardstock, with either UV gloss or a smooth matte finish 
applied.  

I also suggest a size of 6”x11” as it’s the maximum size you can send without increasing the postage.  

If you use my printing service, I generally have them printed in 2 business days.  

Mailing 
You’ll want to use a mail provider who is also printing the pieces … don’t try to have them printed and then 
mailed out unless the list is very small and you want to manually address and stamp them.  

This is not EDDM mailing so it’s not user-friendly, it’ll require that a mail provider put everything together so that you 
can get the lowest postage and have everything compliant with the USPS.  

First Class Postage 

First class postage takes 1 to 4 days to go through the mail stream depending on where it’s going. First class mail is 
also returned to the sender if it’s not able to be delivered. 

As of 2015, first class presorted mail postage is generally 44 ¢ -  47¢ depending on your list. 

I don’t generally recommend sending any of your reactivation campaigns out via first class because the postage 
is a lot more than standard class and you don’t really need the speed that first class provides. 

Standard Class Postage 



In almost all cases you want to use standard class postage for your reactivation campaigns. This used to be 
known as “bulk rate” but they’ve changed the terms to a much nicer sounding “standard class” rate. 

Standard class postage takes generally 3 to 14 days to work through the mail stream and reach its destination. 
When a mail carrier gets his load of mail she has to make sure she’s delivering priority mail and first class mail on 
time, but has some leeway with standard class mail, so it kind of gets delivered at their convenience based on 
the current mail load. 

Standard class mail will not be returned to the sender if any of the pieces are undeliverable. 

Because of its lower rate of delivery, and lack of you to be returned as undeliverable, the post office awards you 
with a lower postage rate. 

As of 2015, standard class mail postage is typically 27¢ – 29¢ each. 

Total Mailing Cost 

There’s a few different costs involved with mailing out to list and will vary depending on quantity. It’s always a 
good idea to contact your mail provider (email me if using me) just to make sure your pricing is correct prior to 
quoting anything for your clients. 

For a general guideline, a 6 x 11 postcard sent standard class is going to be between 50¢ and 55¢ each, for a 
total of about $500-$550. That includes printing, postage, addressing, and all the technical mail processing like 
NCOA, CASS, barcoding and presorting.  

PRICING 
One of the most frequently questions I get asked is “how do I price this?” or “what should I charge?” 

I wish I had some kind of concrete answer, but it really depends on your business model and the specific situation 
with your client. You may be offering reactivation as a part of your consulting services, it may be part of a bigger 
package you’re offering, or you may be just selling the reactivation campaign alone — all of which would have 
different pricing models. 

If you’re selling reactivation alone, and want to figure out pricing based on “what to charge per piece”, I suggest 
between 65¢ - $1 per piece. 

It’s also a good idea to be creative with your pricing and attach costs to all the things that go along with it, like 
design, set up fees, list processing, list enhancement, etc. 

I often itemize everything possible, just like the sticker on a new car does, where you see everything included with 
a price — right down to the cupholders. 

The advantage to that is your client sees the value in everything included, plus it generally will tally up to a higher 
figure, and you can easily “give things away free” or waive certain items as a courtesy for incentive to act now. 

 

 

- Bob Ross 
itsbobross@gmail.com 
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