
L o g i s t i c S
o
lu
t
io

November 23, 2004Issue #37

INSIDE THIS
ISSUE

s
n

Shopping for Co-Mail: What a Short-Run
Publisher Needs to Know Now!

     Congress  passed  a  $388 b i l l ion  FY05
Omnibus Appropriation bill  that includes
postal  funding on Saturday night ,  which
is  temporari ly  being held af ter  members
o f  C o n g r e s s  e x p r e s s e d  c o n c e r n  o v e r  a
l ine i tem regarding access to income tax
r e t u r n s .   B u s h  i s  e x p e c t e d  t o  s i g n  t h e
measu re  once  the  p rov i s ion  i s  de l e t ed .
     The USPS received the following appropriations
in  the  spend ing  b i l l :
⌦ $507 mi l l ion  for  Homeland Secur i ty
costs, emergency preparedness and bioterror
de tec t ion  equ ipment
⌦ $29 million for annual Revenue Forgone
payment
⌦ $61.7 million for free mail for the blind
a n d  o v e r s e a s  v o t i n g
     These numbers are different from what
PMG Jack Potter asked for at the Appropriations
Subcommittee hearing on February 26th.
His  r eques t s  were  as  fo l lows :
⌦ $780 mi l l ion  for  Homeland Secur i ty
(a difference of  $273 mil l ion)
⌦ $29 mil l ion  for  Revenue Forgone
⌦ $75.9 million for free mail for the blind/
ove r sea s  vo t i ng  ( a  d i f f e r ence  o f  $14 .2
million)

Continued  on  Page  4

Congress Includes Postal
Funding in Appropria-
tions Bill
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     Calling all short- and medium-run publishers!
T h e  n e x t  p o s t a l  r a t e  c a s e  w i l l  b e  f i l e d  i n
April 2005, and rates are expected to increase
i n  e a r l y  2 0 0 6 .   Yo u  w i l l  b e  h i t  t h e  h a r d e s t
w h i l e  t h e  l o n g e r - r u n  p u b l i s h e r s  c o n t i n u e
to receive volume discounts from the Postal
Service.
     With postage accounting for approximately
30  pe rcen t  o f  your  t o t a l  p roduc t ion  cos t s ,
w h a t  c o s t  c o n t a i n m e n t  m e a s u r e s  d o  y o u
p lan  on  t ak ing  in  the  nea r  fu tu re?   Wha t  i f
you could reduce your postal bill by a budgetary
annual  savings today…before the new rates
even  t ake  e f f ec t ?   Co-ma i l ing  i s  ce r t a in ly
a  t e rm  buzz ing  a round  t he  i ndus t ry  l a t e ly
as "the answer to rising rates" and it's important
t h a t  y o u ,  a s  t h e  b u y e r,  a r e  a w a r e  o f  w h a t
makes  a  co -ma i l  p rog ram succes s fu l .   Fo r
i n s t a n c e ,  a  c o m p a n y ' s  a b i l i t y  t o  i n v e s t  i n
co -ma i l  equ ipmen t  does  no t  gua ran t ee  i t s
ab i l i ty  to  ac tua l ly  p rov ide  you  the  se rv ice
and  sav ings  you  need .   So ,  buye r  beware !
     F o l l o w i n g  i s  a  s e r i e s  o f  q u e s t i o n s  t h a t
you  shou ld  be  ask ing  your  co -mai l  vendor
a n d  t h e  a n s w e r s  t h a t  s h o u l d  h e l p  y o u  t o
make  your  purchas ing  dec is ion .

What type of turnaround can I expect?
     W h a t  t h i s  q u e s t i o n  i s  r e a l l y  a s k i n g  i s
"how much  f l ex ib i l i ty  can  you  o f fe r  me  in
terms of scheduling?"  Why is this important?
Because your co-mail  vendor may only have
one  co-mai l  machine  tha t  doesn ' t  o f fe r  the
c a p a c i t y  f o r  y o u r  v o l u m e  a n d  t h u s ,  y o u r
schedule becomes vulnerable to your vendor's
lack of capacity.  Or even worse, your vendor
m a y  n o t  h a v e  e n o u g h  v o l u m e  t o  r u n  t h e
production cycles or the frequency that your
p u b l i c a t i o n ( s )  r e q u i r e s .   W h a t  y o u  n e e d
to look for is  a guaranteed turnaround time .
K e e p  i n  m i n d  t h a t  y o u  s h o u l d n ' t  h a v e  t o

w a i t  m o r e  t h a n  a  f e w  d a y s  t o  b e  i n c l u d e d
i n  a  c o - m a i l  p o o l .    Yo u  m a y  w a n t  t o  a l s o
a s k  h o w  m a n y  m a c h i n e s  y o u r  v e n d o r  h a s
and/or how many co-mail  production cycles
y o u r  v e n d o r  p l a n s  t o  r u n  p e r  w e e k .   T h i s
wi l l  g ive  you a  be t te r  unders tanding  of  the
level  of  f lexibi l i ty  you can expect .
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     T h e s e  p e r f o r m a n c e  c h a r t s  a r e  b a s e d  o n  t h e  v a r i a n c e  b e t w e e n  i n d i v i d u a l  s e e d  r e s p o n s e s  a n d  t h e
c o r r e s p o n d i n g  u n l o a d  d a t e s  i n t o  t h e  U . S .  P o s t a l  S e r v i c e .   T h e  c h a r t s  i l l u s t r a t e  U S P S  p r o c e s s i n g

USPS Processing and Delivery: Trends for the Fall Mailing Season

and del ivery  t rends  by  pos ta l  ent ry
facility type.  For example, October's
r e s u l t s  i n d i c a t e  a  m o r e  u n i f o r m
tai l  and bel l  curve  than September.
T h e  p e a k  a n d  t a i l  f o r  O c t o b e r
s h o w s  a  s l i g h t  d e l a y  i n  t h e  m a i l
a s  c o m p a r e d  t o  t h e  r e s t  o f  t h e
y e a r.   T h i s  s h o u l d  b e  e x p e c t e d
w i t h  t h e  i n f l u x  o f  v o l u m e  m o v i n g
i n t o  t h e  p o s t a l  n e t w o r k  d u r i n g
t h e  b u s y  f a l l  m a i l i n g  s e a s o n .   T h e
r e s u l t s  f o r  O c t o b e r  a r e ,  h o w e v e r,
b e t t e r  t h a n  t h e  i n d u s t r y  h a s  s e e n
i n  p a s t  y e a r s  a t  t h i s  t i m e .  B e  s u r e
t o   c h e c k  i n   f u t u r e  i s s u e s  o f
Logis t icSolu t ions  for  th is  monthly
r e p o r t .

Questions/Comments?    contact.logistics@quebecorworld.com

     On  November  27 th ,  P r i c i ng  and
Class i f i ca t ion  wi l l  conso l ida te  the
three regional rates and classification
service centers (RCSC) and the nonprofit
s e r v i c e  c e n t e r  ( N S C )  i n t o  a  s i n g l e
na t iona l  cen te r  ca l l ed  the  "P r i c ing
and  Class i f i ca t ion  Serv ice  Cen te r"
(PCSC).  After a short transition period,
all work currently performed in Chicago,
Memphis and San Francisco will take
place a t  the  new PCSC, in  New York
City.
     The new PCSC will begin to provide
major mailers pre-production rulings
on proposed mailings, using new procedures
t h a t  h a v e  b e e n  p i l o t  t e s t e d .   O v e r
time, this voluntary program is expected
t o  e v o l v e  a s  c u s t o m e r  f e e d b a c k  i s
compi led .   The  ru l ings  wi l l  provide
ce r t a in ty  fo r  ma i l e r s  a t  accep tance
poin t s ,  na t ionwide  accep tance  wi l l
be streamlined and consistency-driven,
a n d  c o s t l y   d i s a g r e e m e n t s  w i l l  b e
minimized.

New USPS Pricing &
Classification Service
Center Formed
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A s  s h i p p e r s  s c r a m b l e  t o  c o m e  u p  w i t h  i n n o v a t i v e  w a y s  t o  c u t
s o a r i n g  t r a n s p o r t a t i o n  c o s t s ,  r i s i n g  p r i c e s  f o r  c r u d e  o i l  s e n d
t h e m  l o o k i n g  f o r  n e w  m e t h o d s .   T h e  A m e r i c a n  Tr u c k i n g  A s s o c i a t i o n
e s t i m a t e d  t h a t  t h e  r u n - u p  i n  d i e s e l  p r i c e s  t h i s  y e a r  w i l l  a d d  $ 6 . 5
b i l l i o n  i n  c o s t  t o  a  t r u c k i n g  i n d u s t r y  t h a t  c o n s u m e s  a b o u t  3 4
b i l l i o n  g a l l o n s  o f  f u e l  i n  a  y e a r.   A o n e - c e n t  i n c r e a s e  w i l l  a d d
a b o u t  $ 3 4 0  m i l l i o n  i n  i n d u s t r y  c o s t s  o v e r  t h e  c o u r s e  o f  a  y e a r.
D i e s e l  f u e l  c o s t s  a r e  a p p r o x i m a t e l y  7 0  p e r c e n t  h i g h e r  t h a n  t h e y
w e r e  f o r  t h e  s a m e  p e r i o d  i n  2 0 0 3 .   D e s p i t e  a  r e c e n t  d r o p  o f  4 . 3
c e n t s  p e r  g a l l o n ,  c a r r i e r s  c o n t i n u e  t o  s e e  p r o f i t s  d i m i n i s h  d u e  t o
t h e  i n c r e a s e d  f u e l  c o s t s .   F u e l  t y p i c a l l y  i s  t h e  s e c o n d - l a r g e s t
e x p e n s e  f o r  t r u c k i n g  c o m p a n i e s ,  a f t e r  l a b o r,  m a k i n g  u p  a b o u t  2 0
t o  2 5  p e r c e n t  o f  o v e r a l l  e x p e n s e s .
    Ta k e  a  l o o k  t h e  f o l l o w i n g  s t a t i s t i c s  c o m p a r i n g  d i e s e l  p r i c e s  t o
yea r s  pa s t :
¾ S i n c e  M a r c h  1 9 9 4  ( 5 7 7  w e e k s ) ,  2 5  o u t  o f  t h e  3 0  w e e k s

t h a t  d i e s e l  a v e r a g e d  o v e r  $ 1 . 7 0 / g a l l o n  w e r e  i n  2 0 0 4 .
¾ I n  2 0 0 4 ,  d i e s e l  h a s n ' t  b e e n  l o w e r  t h a n  $ 1 . 5 0 3  p e r  g a l l o n

w h e r e a s  i n  2 0 0 2 ,  d i e s e l  n e v e r  w e n t  o v e r  $ 1 . 4 9 1 / g a l l o n .
¾ I n  2 0 0 1  o n l y  1 0  o f  t h e  5 2  w e e k s  w e r e  h i g h e r  t h a n  $ 1 . 5 0 /

g a l l o n  b u t  n e v e r  h i g h e r  t h a n  $ 1 . 5 3 9 / g a l l o n  i n  2 0 0 1 .
¾ I n  1 9 9 9  d i e s e l  w a s  n e v e r  h i g h e r  t h a n  $ 1 3 0 . 4 / g a l l o n  a n d

w a s  o n l y  a b o v e  $ 1 . 2 9 9 / g a l l o n  f o r  1  w e e k .

Previous 12 Months

Last 12 Months

Cost of Diesel This Year Adds $6.5 Billion
in Cost to Trucking Industry

Shopping for Co-
Mail Cont.
Can you guarantee  a  certa in  leve l
o f  s a v i n g s  t h a t  w i l l  b e  g e n e r a t e d
from co-mail?
     Pr ic ing  s t ruc tures  wi l l  vary  f rom
v e n d o r  t o  v e n d o r.   W h a t  y o u  n e e d
to demand from your co-mail  vendor
i s  cons i s t ency  i n  p r i c ing .   I n  o rde r
to budget accordingly for production
c o s t s ,  i t  i s  i d e a l  t o  h a v e  s o m e  s o r t
o f  p r e d e t e r m i n e d  p o s t a g e  c o s t  t o
a l l o c a t e  t o  t h a t  3 0  p e r c e n t  o r  s o  o f
your total budgeted costs.   A guaranteed
percentage of postage savings enables
the most flexibility in your budgeting.

How many years experience do you
have in the co-mail  arena?
     More  and   more  compan ie s  a r e
announc ing  the i r  inves tment  in  co-
mail technology, becoming first-time
e n t r a n t s  i n t o  t h i s  m a r k e t .   A g a i n ,
b u y e r  b e w a r e !   Yo u  w a n t  t o  m a k e
sure that your vendor has experience
in  co -mai l ing  because  when  you ' r e
combining multiple titles with multiple
cus tomer s ,  you  don ' t  wan t  t o  r i sk
g e t t i n g  s o m e o n e  e l s e ' s  a d d r e s s  o n
y o u r  b o o k ,  o r  v i s e  v e r s a ,  d u e   t o
inexperienced workers.  Check to see
t h a t  y o u r  v e n d o r  h a s  b e e n  i n  t h e
indus t ry  fo r  some  t ime ,  and  more
i m p o r t a n t l y,  h a s  t h o u g h t  t o  i n v e s t
i n  t h e  a p p r o p r i a t e  q u a l i t y  c o n t r o l
t e c h n o l o g y  t o  e n s u r e  z e r o  d e f e c t s
in  the  process .   Fur thermore ,  you ' l l
wan t  t o  make  su re  you r  vendor  ha s
a  g rea t  dea l  o f  expe r i ence  w i th  t he
presort software necessary  for documenting
co-mail  act ivi ty and report ing to the
USPS (see section on in-house presort
capability).  Co-mailing has certainly
been around for  a  long t ime,  but  i t ' s
new  to  t he  sho r t -  and  med ium- run
publication market.  You want to make
s u r e  t h a t  y o u r  v e n d o r  c u s t o m i z e s
t h e  c o - m a i l  p r o c e s s  t o  m e e t  your

Continued on Page 4�
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Shopping for Co-Mail Cont.

     Mai le r s  have  been  aggress ive ly  lobby ing  fo r  p rogress  in  t e rms
o f  i n t e r i m  p o s t a l  r e f o r m  b e c a u s e  w i t h o u t  m o n e y  a p p r o p r i a t e d
by  Congre s s ,  r evenue  wou ld  need  t o  be  gene ra t ed  v i a  a  d r ama t i c
r a t e  i n c r e a s e .   T h e  r a t e  c a s e  w i l l  s t i l l  b e  f i l e d  i n  A p r i l  2 0 0 5 ,
a n d  t h e  r a t e s  w i l l  b e  i m p l e m e n t e d  i n  e a r l y  2 0 0 6 .   W h e t h e r  t h e
r a t e s  w i l l  b e  i n  d o u b l e - d i g i t s  n o w  t h a t  s o m e  l e v e l  o f  r e f o r m  h a s
b e e n  p a s s e d  i s  y e t  t o  b e  d e t e r m i n e d .

Congress Includes Postal Funding Cont.

spec i f i c  needs  a s  pub l i she r  i n  t h i s
market.

Do have an in-house presort vendor?
     You ' l l  want  to  ensure  that  the  co-
m a i l  p r o c e s s  i s  a s  s t r e a m l i n e d  a s
possible because again, you're merging
your titles with various others, which
c a n  b e  r i s k y.   T h e r e f o r e ,  c h e c k  t o
s e e  i f  y o u r  v e n d o r  o f f e r s  p r e s o r t
serv ices  in-house .   This  e l imina tes
any sort of finger-pointing that might
o c c u r  w h e n  d e a l i n g  w i t h  m u l t i p l e
v e n d o r s .   K e e p  i n  m i n d  t h a t  y o u ,
and all your vendors, will be operating
on a tighter schedule once you switch
to  co -ma i l .   So ,  t he  l e s s  ambigu i ty
and/or  decentra l iza t ion,  the  bet ter !
For example, it could be quite a challenge
t o  c o o r d i n a t e  s c h e d u l i n g  i f  y o u ' r e
working with a  separate  pr inter,  co-
mail vendor, presort vendor, logistics
vendor (or a third party through another
vendor) and then, of course, the USPS.
Connectivity is extremely important
to  co -ma i l i ng  and ,  you r  bes t  be t  i s
t o  f i n d  a  v e n d o r  t h a t  c a n  o f f e r  a l l
of these services, without compromising
ANY of  your  requirements .

Do you have  an  in-house  log is t ics
entity?
     Make sure you know exactly what
t h e  c o - m a i l  p r o c e s s  e n t a i l s .   O n e
of  t he  ma in  bene f i t s  o f  co -ma i l i ng
i s  t h a t  i t  i n c r e a s e s  y o u r  p o t e n t i a l
f o r  d r o p  s h i p p i n g .   K e y  w o r d  h e r e
i s  POTENTIAL.   Your  vendor  may
have  the  capabi l i ty  to  co-mai l  your
b o o k s ,  b u t  d o  t h e y  h a v e  a n y  t y p e
of  log is t ics  ne twork  se t  up  tha t  can
ge t  you  the  d rop  sh ip  d i scounts  fo r
which  you  a re  now e l ig ib le?   Many
o f  t h e  n e w  c o - m a i l  v e n d o r s  i n  t h e
market do not have this type of network
established to complement their  co-
mail service offering.  Therefore, you'll

end up paying freight costs,  through
an  ou t s ide  log i s t i c s  vendor,  wh ich
will offset any type of postage savings
you might  have received.   You want
to  f ind a  vendor  that  i s  exper ienced
no t  on ly  in  co -mai l ing ,  bu t  in  d rop
shipping as  wel l .   Remember,  long-
run publishers are achieving significant
savings today through drop shipping
alone .   Once  you add co-mai l  to  the
m i x ,  i t  s h o u l d  o n l y  i n c r e a s e  y o u r
p o s t a g e  s a v i n g s .   L o g i s t i c s  c o s t s
s h o u l d  n o t  w o r k  a g a i n s t  y o u r  c o -
mail  operat ion.

How many postal facilities can I expect
to get my mail into once I begin co-
mai l ing?
     When purchasing co-mail, you should
be considerably knowledgeable about
t h e  d r o p  s h i p p i n g  p r o c e s s  a n d  t h e
savings that can be achieved through
this process.  Consult the USPS Domestic
Mail  Manual to find out exactly how
the  Pe r iod i ca l  r a t e s  a r e  s t ruc tu red
and how the postal network operates.
Or better yet, ask your co-mail vendor!
I f  your  vendor  does  have some type
of logistics network set up, they should
be able to tell you how many Sectional
Center Facilities (SCFs) they service
within the postal network.  For instance,
Quebecor  World  Logis t ics  serv ices
320 SCFs a t  leas t  3  t imes  per  week,
or  da i ly  i f  vo lume warran ts .   There
i s  a  t o t a l  o f  475  SCFs  i n  t he  en t i r e

postal network so, find out how many
your  vendor  r eaches .

How wi l l  th i s  impact  my in -home
deliverability?
     Aga in ,  t h i s  depends  a  g rea t  dea l
o n  w h e t h e r  o r  n o t  y o u r  v e n d o r  h a s
a  log i s t i cs  ne twork  tha t  focuses  on
i n - h o m e  d e l i v e r a b i l i t y.   O n c e  y o u
start co-mailing, you'll have to switch
y o u r  f o c u s  o n  " m a i l  d a t e s "  t o  b e
on the "in-home dates," if you haven't
a l r e a d y.   W h a t  y o u  s h o u l d  e x p e c t
t o  s e e  i s  i n - h o m e  d e l i v e r y  t h a t  i s
the  same  or  be t t e r.   R igh t  now,  you
should  be  see ing  a  de l ivery  pa t te rn
t h a t  i s  c o n s i d e r a b l y   s p r e a d   o u t ,
depending on the origins/destinations
i n v o l v e d .   F o r  i n s t a n c e ,  i f  y o u ' r e
pr in t ing  fac i l i ty  i s  in  the  Midwes t ,
you won ' t  see  your  books  ar r ive  in-
home on  the  West  Coas t  un t i l  much
l a t e r  t h a n  t h e  r e s t  o f  b o o k s .   Wi t h
co-mail ing,  you should expect  your
i n - h o m e  w i n d o w  t o  b e  c o n d e n s e d .
With a tighter window, you can expect
y o u r  c u s t o m e r s  o n  t h e  We s t  C o a s t
to  rece ive  the i r  books  c lose r  to  the
time your Midwestern customers receive
the i r  books .
F o r  a n y  a d d i t i o n a l  q u e s t i o n s  y o u

migh t  have  regard ing  co -mai l
purchas ing ,  f ee l  f r ee  to  con tac t

Joe l  Weber,  Vice  Pres iden t  o f
Sa le s ,  a t  630-438-2281 .�
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