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What Data Sources Are Available?




USPS and Partner
Data Types: Looking
at Them Individually

Mail Tracking Data

Tracking data for pallets, trays, and mail pieces helps monitor mail
movement and identify delivery delays effectively.

Postage and Payment Insights

Enterprise Payment System data reveals cost structures and payment
trends to support better financial planning.

Informed Delivery Metrics

Email engagement data captures opens and click-throughs, linking
digital interaction with physical mail campaigns.
Address Quality Feedback

Address Change Service and Nixie data provide feedback on
undeliverable mail, improving mailing list accuracy.

Data Appending and Profiling

Data profiling improves the way you use and organize your

data. Running data profiling before a campaign can increase
targeting accuracy, by Identifying customer patterns, and validating
data accuracy.



Mail Tracking Data



Mail Tracking Data



Mail Piece Tracking to
Manage a Call Center or
Other Campaign Media



External Monitoring of Weather and Delivery
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Informed Delivery Metrics — E-mail and URL Click Throug

= Barcode ldentifier Barcode Identifier of the mailpiece IME Code String i o1 * bl * > Bl
4 |Barcode Mailer 1D Barcode Mailer ID of the mailpiece IME Codes String 2 bl 122456 X x x X X
5 Barcode Serial Mumber Serial Mumber of the mailpisce IMB Code String a N 2890012102 X x » X X
& Brand Display Mame The name displayed in the *From” field of the campaign Alphanumeric 255 M ABC Company X b x . X b
7 Campaign Code A mailer generated unique code for a campaign Alphanumeric 255 ] ABC July 2020 X x » X X x
8| Campaign Title A mailer generated title for a campaign Alphanumeric 255 M ABCOT1020 x s x . X b
9 | Delivery Date The date that 2 mailpiece was processed for delivery Date 1o o 2020-01-01 X X x X X
10 |eDoc Submitter CRID USF'S_—genelated r'u'neric:_ code of up to 15 digits that uniguely identifies a USPS EDOC Alphanumeric 15 - 4814560 % x x w« X x
Submitter (for PO! campaigns only)
11 |eDoc Submitter Name ;I'Il—ti'l;l:illrir:‘;cﬂhe organization that submitted the electronic documentation to the postal service String 50 v ABC Company W % » ® w® %
12 |Email ID A unigue identifier for each email. Automatically generated by USPS. Alphanumeric 12 h 1587460 x x *
12 End Date The: end date of the campaigr! as specified b:y the mai_ler. The (?I.lt—D‘ff is at 12 AM of the end date_ |5 10 N S0Z0-08-30 3 b x x e b
Mazil processed on the campaign end date will not be included in any reports.
14 |End Serial If th_e ca'np_aign is based on IMb Serialized (not MID level) — indicates a six-digit or nine-digit Mumber 10 v 037456124 * % x X x %
ending Serial Mumber.
15 Image Position in Email The p-os_ition in which the !mage was displayed in an email {1 means it was the first image, 2 R 2 v 3 P x x
means it was the second image, etc.)
18 [Mail Owner CRID USF’S-gene_laned numeric code of up to 15 digits that uniguely identifies a USPS Mail Cwner (for Alphanumeric 15 v so5342884 » » » x » »
PO campaigns only)
17 | Mail Cwner Mame The name of the organization that owns the mail being sent. String 50 W ABC Company s > x> ks s >
18 |Mail Preparer GRID L__ISF'S-genelate.d numeric code of up to 15 digits that uniguely identifies a USFPS Mail Preparer Alphanumeric 15 e 220342880 b }( = = » }(
(for PO! campaigns only)
15 Mail Preparer Mame ;r:e“:;a“ri::cfthe organization that prepared the mailing andior defivered it to the postal service String 50 + ABC Company % * o o % *
20 |Mailer ID The six-digit or nine-digit numeric code that was submitted for the eampaign (for all campaigns) _|Alphanumesric a N 937546321 X > x ad X >
21 Mailer Mame The name of the owner of the MID that's on the mailpiece IMB String 50 ABC Company * bl * > Bl bl
22 |Mailpisce 1D A unigue identifier for each piece. Automatically generated by USPS. Number 22 i 1254780122 X > x ad X
23 | Senvice Type Code Service Type Code of the mailpiece IMB Code String 3 i o1 x x X X
Vhere the click-Through orginated. Includes the Tollowing:
RIDEALOMG_WEBSITE - click-through originated from the Learn More link on the dashboard
RIDEALOMG_WEBSITE_IMAGE - click-through originated from the campaign image on the
4 | Source dashboard Alphanumeric 255 A RIDEALOMG_WEBSITE x
RIDEALOMG_EMAIL - click-through originated from the Learn More link in the Daily Digest
RIDEALOMG_EMAIL_IMAGE - click-through originated from the campaign image in the Daily
Digest
25 | Start Date The start date of the campaign as specified by the mailer Date 10 M 2020-08-20 b > . S . >
25 Start Seria If the campaign is based on IMb Serialized (not MID level) — indicates a six- or nine-digit starting | pymber 10 e 027456120 b }( = = » }(
Serial Mumber.
27 | Status Status of the campaign. Includes the following: ACTIVE, COMPLETE, CAMCELLED. Alphanumeric 255 o ACTIVE X X x X X X
28 | Submitter CRID UISF'S-gePela:Ed numeric code of up to 15 digits that uniguely identifies a USPS Submitter (for Alphanumeric 15 M 123456 e e w0 e b e
sl campaigns)
23 When clicked through The time stamp of when a link from a campaign was clicked using the local fime Timestamp 24 i 2020-05-14 01:32:35-0400 S




Address Quality: Data From the USPS

Nixie records COA Records
* Mailer ID * MailerID .
* Serial Number e Serial Number .
* Deliverability Code * Deliverability Code .
- |IMB * Move Effective Date .
* Type of ACS * Move Type .
* Fulfillment Date * New Address Type .
* Mail Action Code * New Address .

e New Address 2 .
* New City

New State

New Zip

New Zip4

New Dlvpnt

IMb

Type of ACS
Fulfillment Date
Mail Action Code



12

Single Piece Data Flying By! How Do YOU Get It Into a
Report and Make It Actionable?



Building Intelligent
Dashboards

Data Integration

Dashboards consolidate USPS and related datasets into unified,
actionable intelligence for comprehensive analysis.

Visualizing Trends and Correlations

Dashboards visualize campaign trends and correlations,
enabling informed decisions on timing and targeting.

Predictive Analytics and ROI

Incorporating predictive analytics forecasts outcomes while ROI
calculators optimize marketing spend.

Strategic Insights for Competitiveness

Transforming raw data into insights improves customer
experience and enhances organizational competitiveness.
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Tracking Dashboard
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Campaign Delivery Timing



Informed Delivery
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Insight At the Address Level
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Data Append

Append demographic and psychographic data points to a customer database. Enhancing customer data allows

clients across all industries to better understand their customers and provide personalization. Attributes are
available for prospect file selection too.

Household
Adult Age
Ethnicity

Language Preference

Property Indicators
Home Market Value
Dwelling Type

Home Square Footage
Home Year Built

Homeowner/Renter Home Room Count
Education Home Roof Type .
Presence of Children Home Propezcs type E-)(if)t—c;cll:_ng itud
Occupation Home Lot Square DTVIIAU e/-ongitude
Marital Status Audience Propensities Footage MSA
Gender Has regular doctor visits
Leisure Time Adult Education Classes Segmentation
Buy hearing aids within 12 months Personicx Lifestage
Discretionary Spending on Charitable Donations P$YCLE Premier

In Market for an Appliance

Source: USA Data
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What Is Data Profiling?

Profile report that describes your current customers
Built from demographic, behavioral, lifestyle, and financial data.
Can have multiple segments.

Communicate more effectively
Marketing teams can craft more relevant messages through preferred channels, boosting sales &
creating loyalty.

Look-alike prospects
Purchase prospect lists based on existing customer profiles.

It’s dynamic
Build a maintenance program

Actionable insight:
By understanding your customers, you can offer better products and services, send more relevant and
personalized communication, provide better customer service, build stronger customer relationships

and loyalty, and increase your success rate of turning prospects into customers.
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Conclusion and Next Steps
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What the Data Reveals

Mail Tracking Insights

Tracking mail status reveals delivery progress and identifies
delays, enabling timely operational interventions. Also
provides the in-home dates.

Predictive Delivery Models

Historical data supports predictive models to forecast
delivery dates, improving campaign scheduling accuracy.
Financial and Cost Efficiency

Evaluating cost per piece and ROl helps optimize campaign
budgets and reduce postage costs through mail grouping.
Customer Engagement Analysis

Comparing digital engagement with physical mail tracking
uncovers customer behavior patterns for targeted
marketing.
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Integrated Data Applications
Linking Tracking and EPS Data

Combining tracking data with EPS enables accurate calculation of
mail delivery costs, building realistic ROl models

High-Density Mailing Analysis

Analysis of mailing density identifies opportunities to add names
and reduce postage, optimizing campaign budgets

Address Change and Delivery Timing

Integrating ACS data with tracking helps detect address changes
to improve delivery timing and address quality

Digital Engagement and Segmentation

Combining Informed Delivery metrics with mail data reveals if
digital interactions boost physical mail response rates

Data Appending and Profiling

Find more potential customers based on your existing data.
Same likes, habits, and similar purchases.



MEASURE
TEST
MEASURE
TEST



26 The Continuous Measurement and Innovation Cycle
All your data sources work together — not in isolation
The real power comes from connecting tracking data, postage
insights, Informed Delivery metrics, address quality feedback,
and data appending into a single repeating loop of
measyrement, learning, and refinement.
The Four-Stage Cycle

Collect — Pull data from every available USPS and partner source after
each campaign.

Measure — Analyze delivery timing, engagement rates, address quality,
and cost efficiency

Learn — Identify what worked, what failed, and what the data is telling
you about your audience

Innovate — Apply those insights to improve targeting, timing, creative, and
list quality for the next campaign
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How Each Data Element Feeds the Cycle

Mail Tracking Data

Confirms in-home dates and identifies delivery delays. Use this to calibrate
campaign timing models and set realistic response windows

Postage and EPS Data
Reveals true cost-per-piece. Feed this into ROl models to understand
which segments are cost-efficient and where to consolidate mailings

Informed Delivery Metrics

Email opens and URL click-throughs show which audiences engage digitally
before the piece arrives. Segment these responders for elevated follow-up

Address Quality (ACS / Nixies)
Undeliverable and mover data directly impacts ROI calculations. Suppress
or update bad addresses before the next drop to reduce waste

Data Appending and Profiling

Profile responders vs. non-responders after each campaign. Use those
patterns to select better prospects and personalize creative for the next
cycle




Putting It All Together: The Innovation Loop in
Action

-

After Campaign 1 — Establish Your Baseline

Document delivery timing, Informed Delivery open rates, undeliverable
rates, and cost-per-response. This becomes the benchmark every future
campaign is measured against.

Between Campaigns — Test and Refine

Run data profiling on responders to identify look-alike segments. Suppress
ACS movers and Nixies. Test a new mail drop timing or offer to a smaller
hold-out group.

After Campaign 2 — Compare and Validate

Did delivery timing improve? Did engagement lift? Did cost-per-response
decrease? Validate the hypothesis against the baseline and incorporate
winning changes as the new standard.

Every Cycle — Compound the Gains

Each iteration builds a richer data asset — better audience profiles,
smarter suppression files, tighter delivery models, and lower waste. The
longer you run the cycle, the more competitive the advantage becomes.



Thank You

Questions?
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