
 

  

Hi <<First Name>>, 
 
This is Jeff Peoples from Window Book, Inc. in  
Cambridge, MA.  
 
Window Book is very pleased to launch  
its monthly newsletter, “Name of newsletter,” with  
mailing and shipping information tailored specifically  
for mailing industry professionals just like you who 
conduct business with the United State Postal Ser-
vice® (USPS®). 
 
Whether you are a Mail Owner, Mail Service Pro-
vider, or a shop floor employee, I am sure you will 
find many useful and educational information from 
our monthly newsletter that you can directly apply as 
part of your daily business practices. 
 
We also provide a wide array of educational  
information on our website, www.windowbook,com,  
complimentary weekly webinars, eTips, and White 
Papers - all dedicated to keep you informed on new 
and proposed USPS regulations and solutions. 
 
I hope you enjoy receiving our monthly newsletter  
AND if you know other colleagues and partners who  
can also benefit from these FREE newsletters filled  
with money- saving postal knowledge and resources,  
please email us at postalspecialist@windowbook.com.  
 
Sincerely, 
 
 
 
Jeffery Peoples  
President  
Window Book, Inc 

Contact Information: 
Window Book, Inc. 
300 Franklin Street 
Cambridge, MA 02139-3781 
Ph: 800-524-0380 
Fax: 617-395-5900 
PostalSpecialist@windowbook.com 
www.WindowBook.com 
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Besides being the platform that makes services like Netflix 
and Facebook possible, the cloud is - in simple terms - little 
more than a big group of computers.  
 
The “little more” part that makes those computers into a 
“cloud” is specialized management software.  
 
This software allows ten, a thousand or hundreds of  
thousands of computers to function more or less as if they 
were just one (much bigger) computer. If you want a  
computer with the power of 10 computers, the cloud can do 
that. If you want a computer with the power of 150,000  
computers, the cloud can do that too.  
 
The exciting part is that the cloud gets users out of the  
business of managing hardware that takes time to setup, 
rooms to house, power to run, power to cool and people to 
manage, and replaces them with a service-oriented setup.  
 
Your accountant will be all googly-eyed when they talk 
about taking all those fixed assets (the computers, rooms, 
cooling, etc,) and converting them into variable expenses 
that can be purchased as they’re needed and disposed of 
when users are done with them.   
 (cont. on page 2) 
 
 

To unsubscribe: send us an email at  
PostalSpecialist@windowbook.com with 
“Unsubscribe Newsletter” in the subject line. 

Hi <<First Name>>, 

What is 
the Cloud? 
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What is the Cloud (cont. from page 1) 
 
Here’s how that works: 

 Before the cloud: If you need 10 of those computers today and 
100 tomorrow and 10 the day after that, you still need 100  
computers and the room, power, cooling and people to run them. 

 After the cloud: You pay for 10 computers on day 1, 100 on day 
2 and 10 on day 3. 

 
In other words, the cloud commoditizes computers and the work to 
manage them. 
 

When products and services your business consumes become a commodity, it’s worth 
study to see if they should be outsourced.  
 
When you’re dealing with a commodity, it often makes sense to:  
 Make buying decisions (almost) solely based on price, all else being equal. 

 Outsource things that you don’t do well, don’t specialize in or that don’t change 
from business to business. 

 Outsource valued services if you can get a service level agreement that reflects that 
service’s importance. 

 
It’s easy to see why computers (or “compute power”) can be commoditized, while  
customer service should never be.  
 
Doesn’t outsourcing threaten my staff?  
With all this talk of outsourcing and commoditization, you might be wondering about 
the impact on your job or that of your staff.  
 
Rather than threatening them, I think they’re more likely to improve their jobs. 
 
When “Big Co” lays off 20,000 people, you have to wonder what those people were 
doing that was so low in value that the company could afford to get rid of all them at 
once. When those same people are producing and improving what the customer needs, 
they perform higher value jobs that require industry experience. 
 
I believe a failed cloud-based project is less likely to affect jobs compared to the same 
project using traditional deployment methods. Why? The latter requires lead time to 
get hardware, software and people ready - and those project-specific costs are unlikely 
to be retained if the project fails, if the project gets started at all.  
 
Can you think of a project that never got off the ground because you couldn’t get the 
infrastructure? The cloud solves that economic problem, enabling you and your staff to 
do more.  
 
Which business are you in? 
Other than regulatory changes, our customers tell us three things concern them most: 
 
No one wants to be disrupted by updates. Yet updates are inevitable because of bug 
fixes (no software is perfect), new features and the ever-present USPS regulatory and 
workflow changes.  
 (cont. on page 5) 
 
 

Subscribe to  
“Thinking 
Outside the 
Mailbox” 
 
Do you know other  
mailers and/or shippers 
who can benefit from  
this newsletter? 
 
Send us an email  
PostalSpecialist 
@windowbook.com  
with “Subscribe to  
Newsletter” to be  
added on the  
mailing list. 
 
Please make sure  
to provide a  
complete mailing  
address including  
email address. 

Thank You  
Window Book! 
 
“I have been thrilled 
with your software and 
would recommend it to 
anyone. 
 
DAT-MAIL and the 
support from Window 
Book have made our 
transition to Full-
Service very easy. They 
have been a great  
partner to us when  
combating the USPS in 
rules & regulations  
associated with palleti-
zation and other Full-
Service requirements.”  
Derrick Little 
ICS Marketing Services 

Newsletter  
Archives: 
www.WindowBook.com/
OutsideTheMailBox 
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Postal Trivia 
How much do you know? 

Do you need help  
with Full-Service 

Call 800-524-0380 or visit  
www.WindowBook.com/4you 

1. When did the Pony 
|Express begin? 

A. 1859 
B. 1860 
C. 1901 

2. In 2012, how many U.S. 
postage stamps were printed? 

A. 20.8 billion 
B. 17.8 billion 
C. 28.2 billion 

3. Who has appeared on 
more U.S. postage stamps 
than any other person? 

A. Thomas Jefferson 
B. George Washington 
C. Abraham Lincoln 

4. The first Forever stamp 
issued in 2007 was: 

A. USA flag 
B. Patriotic Star 
C. Liberty Bell 

5.Where is the National 
Postal Museum located? 
A. Concord NH 
B. Washington, DC 
C. Harrisburg, PA 
 

6. You can use post-presort 
software to: 
A. Edit Mail.dat files 
B. Manage spoilage 
C. Process eDoc 
D. All of the above 

 
 

Answers on Page 7. 

Family Album 

              Cocker Spaniel (Chester)  

Hey Banana Bird, What you doin? 

Ruffles, our 8 year old African Grey 
parrot, whistles and tells me it’s time to 
walk the dog.  “click-click, c’mere 
Snickers!....wanna go outside?” 

Click here and listen to Ruffles talking to his daddy 
who he’s decided to call as ‘Rotten Bird”. Oh My! 
www.WindowBook.com/Ruffles 

 
 
 
 
 
 

 
 

Billy, the Greatest Escape Artist 
Where the heck is Billy? I just realized that I haven’t seen Billy, the 
turtle, for a week now. “Chester, have you seen Billy?”  Chester, my 
cocker spaniel, barks and runs away. 
 
The last time when I saw Billy he was in his water bowl on the 
kitchen counter which is 3.5 feet tall. Then, I heard a shuffle behind 
me and found Chester sniffing at something in the corner. Poor Billy 
was all covered with dust bunnies and trying to get away from Chester 

who was blocking his way. 
 
Who would’ve thought turtles can fall 3.5 feet AND 
survive? At least now he’s back safe in his bowl 
with a lamp over his body to keep him warm. 
 
-Mary Beth Westenfield 
Controller, Window Book, Inc. 

Turtle (Billy)  

Read more about Ruffles from “Nerds with Birds”  
by downloading Oct. & Nov newsletters:  
www.WindowBook.com/OutsideTheMailBox 
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This section is all about our staff. Every month we will introduce members of 
our hard working team, who work behind the scenes to keep everything  
running smoothly. 
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Resolving Postal Issues 

4 

contacts by gathering all the pertinent information 
about the mailing, and presenting your case in a calm 
manner.  If resolution cannot be reached at these  
levels, then the next step in the escalation process 
would be the Area Marketing Manager. 

Final escalation level 
The final level of escalation is the Pricing and Classi-
fication Service Center (RCSC) in New York.  Any 
rulings from this office are final.  Mailers may also 
email their concerns to:  
MailerSOXConcerns@usps.gov.  The email should 
include a description of the issue/concern, the people 
you have already contacted, and the results of that 
contact at each stage of the process. 
 
Important Sites, Links and Numbers 
 Information on Intelligent Mail®, guides: visit the 

USPS RIBBS™ website at: www.ribbs.usps.gov. 
Click the “Intelligent Mail Services” tab on the 
left side of the page. 

 Find your local Business Mail Entry (BME)  
Manager:  
http://www.usps.com/ncsc/locators/find-bme.html 

 Find your local Mailpiece Design Analyst 
(MDA): 
http://pe.usps.com/mpdesign/mpdfr_mda_lookup.asp 

 Subscribe to the DMM® Advisory: send an email, 
with “subscribe” in the subject line, to:  
dmmadvisory@usps.com 

 On-line Intelligent Mail barcode encoder and  
decoder:  
http://ribbs.usps.gov/onecodesolution/Default.aspx. 

 Information on OneCode ACS®: ACS  
Department, 877-640-0724, acs@usps.gov 

 Information on OneCode Confirm® and the  
Confirm service in general: Confirm Customer 
Help Desk,800-238-3150, option 1 or visit: 
https://mailtracking.usps.com 

 PostalOne!® Help Desk:1-800-522-9085  

 Questions about addressing and/or move update 
requirements: National Customer Support Center, 
1-800-238-3150. 

 Information on Mail.dat® and Mail.XML™,  
including how to get a User License Code: 
www.idealliance.org 

As complex as the mailing rates and regulations are, it 
is little wonder that at some point mailers will take 
issue with a ruling from their local Post Office™ or  
in-house Detached Mail Unit (DMU). Although it is 
always best to try to head off these situations before 
the mailing occurs, that is not always possible,  
particularly given the rapid pace of change in postal  
requirements. 

Start at the local level 
When a situation occurs where a mailer disagrees 
with a local Post Office ruling, it is always best to try 
to work it out at the local level. For this reason, we 
highly encourage mailers to develop and maintain 
good relationships with multiple postal staff members 
at the local level.  Inviting these people to your  
mailing facility for meetings and tours is extremely 
beneficial in helping them to understand how your 
business works and what the impacts are when mail 
acceptance is delayed or additional postage assessed.  
 
Mailers should also get to know their local Business 
Mail Entry (BME) office staff, as well as the clerks 
who are staffed at the BME and/or the in-house 
DMU.  It is also helpful to develop and maintain a 
good working relationship with your local Mailpiece 
Design Analyst.  These people can be a wealth of  
information and assistance during the design and  
production stages of your mailpieces. 
 
Next levels of escalation 
In the event that your issue cannot be resolved at the 
local level, you may need to escalate the problem  
further.  The first level of escalation would be the 
District Business Mail Entry office. The next level 
would be to contact the District Marketing Manager 
or the Business Mailer Support (BMS) analyst if  
you have a DMU or use Special Postage Payment 
Systems. In any case, you should prepare for these  
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What is the Cloud (cont. from page 2) 
 
 
Everyone wants the best performance possible. Despite the  
dislike of updates, everyone needs their results more quickly but 
without losing quality. In some cases, there are times when you 
need substantially improved performance and have no way to get 
that without extensive hardware updates. When you buy  
computers, you’re stuck with them for years due to tax legislation, 
accounting requirements and/or cash flow.  
 
No one wants to worry about backups, disaster recovery etc. 
Even so, the risk of business-ending disruption is substantial from 
theft, weather and routine hardware failure.  
 
Managing these technical challenges in an industry where  
regulatory changes can happen with little notice is difficult.  
We understand the pressure you’re under.  
 
That’s why we’re building “DAT-MAIL Cloud”.  
 

 We take on the headaches that take your 
staff’s focus away from your customers and 
your business. 

 We manage updates, backups and  
system management responsibilities that 
aren’t part of your core business. 

 You choose the performance level. If you 
need better performance, you can get it 
without re-installation, capital budget  
approvals, hiring, months-long delays and 
unknown deployment costs. 

 
While that might sound like a sales pitch, it’s really more like a 
recruiting poster: We’re looking for a few customers to join us in 
leading the industry to the next level of mailing systems  
technology with proven cloud and mailing technologies: Amazon 
Web Services and Window Book DAT-MAIL.  

Aruba 
Your getaway from cold winter 

 
Who can resist Aruba, famous for its 
beautiful Caribbean beaches, incredible 
sunny weather, and romantic sunset? 

You’ll get a chance to enjoy all kinds of 
wet’n wild activities - snorkling, kite 
surfing, water skiing, parasailing….  
 
Aruba is home to more than 90  
nationalities, and you’ll get to taste that 
international diversity in their cuisine 
with Dutch, Caribbean and Spanish  
flavors. 

 
Where have you travelled lately?   
Share your experience with this  
Newsletter community by emailing  
postalspecialist@WindowBook.com. 
 
Photographs by Robin Scott 
Robin used to work for Window Book 
when she was in high school, and now 
she’s a part-time analyst.   

 
She received her 
Bachelor of Science 
in Health Policy & 
Management from 
Providence College 
in 2005, where she 
was also able to  
pursue her passion 
for photography 

                                  with courses there.  
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Window Book Software Update Notes! 
Know immediately when Window Book software enhancements,  

updates, and install notes are available by subscribing to  
‘Software Update Notices’ which are updated when Window Book  

releases a public version of your software.   
 

Subscribe to Window Book's Software Updates  
 

http://www.windowbook.com/SoftwareUpdateSubscriptions 
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Q: What happens when you have all 
your docs uploaded 
into PostalOne!® and 
once the mail is at the 
BMEU, PostalOne! goes 
down?  
 
A: The USPS® is working on a 
contingency plan document  
for situations when PostalOne! 
goes down.  Please visit USPS 

RIBBS web site in the future for more  
information.   
 

Q: Does Window Book support  
eInduction?  
 
A: Yes we do! You can use DAT-MAIL to participate 
in eInduction. You have to submit eDoc and have 
unique “IMCb” barcodes on your pallet placards.   
 
If you are interested in this program, please contact 
Window Book at 1-800-524-0380 or email  
postalspecialist@windowbook.com so we can  
provide you with information showing you how  
DAT-MAIL makes participation so easy.  

 
Q: When you have a mixed Full-Service 
mailing do you have to put the  
non-automated mail in a separate tray? 
 
A: There are no changes to any postal presort  
regulations that we are aware of in regards to the  
requirement for use of Intelligent Mail Full-Service to 
retain automation rates in January 2014. However, the 
USPS recently published a Federal Register notice 
with the details regarding their proposed rate changes 
for January 2014 and there may be additional details 
available there. Log on to http://pe.usps.gov and  
click on the Federal Register notices tab on the  
left-hand side.  
 

Q: Where on PostalOne! do you go to 
find the MIDs & CRIDs for your clients 
if you are a Mail Service Provider?  
 
A: The USPS has a link to a previous webinar that 
they presented on this topic, which may be accessed 
on the RIBBS web site by logging on to https://
ribbs.usps.gov/intelligentmail_gateway/documents/
tech_guides/BCGMSPTraining.pdf.  
 
This presentation includes screen shots showing how 
mail service providers may access this information.  
 

Q: Are there any limits/restrictions to 
MIDs?  In other words, can I have as 
many are I want, within reason of 
course. As for CRIDs, I believe just one 
per company address is necessary,  
correct?  
 
A: Yes, the USPS assigns MIDs based on mail  
volume. If you require additional MIDs, there is  
an exception process available to apply for these  
additional MIDs in writing to the USPS. 
  

Q: Do you need to palletize all mail  
going forward even if it's not drop  
shipping? Is the USPS still allowing any 
convenience pallets? Our post office says 
they know nothing about rolling stock 
placards…. 
 
A: The USPS has issued a guide for mailers to use to 
determine what mail needs to be palletized for  
Full-Service mailings. This guide is available on the 
RIBBS web site by logging on to https://
ribbs.usps.gov/intelligentmail/documents/
tech_guides/FullServiceContainerPlacarding.pdf.   
 
  
  

FAQ’s 

Ask the Postal Specialists! 
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Call us at 800-524-0380 or visit  
www.WindowBook.com/4you to lower your  

Mailing & Shipping Pressure. 

10 Digit Tray Tags no Longer allowed as of 
1/26/14; Intelligent Mail Container Labels to be 
Required on Pallets. 

On Friday, December 27, 2013, the USPS filed a  
Federal Register Notice officially delaying the  
requirement to mail under Full-Service to qualify for 
Automation rates.   
  
It also reaffirmed that all other aspects of the Full-
Service Requirements published in the November 15th 
Postal Bulletin still stand.  This includes the sunsetting 
of the 10 Digit Tray tag format and the 1” sack label 
format, the required use of the Intelligent Mail Tray 
label with the 24 digit barcode and the use of the  
Intelligent Mail Container Label on pallets and rolling 
stock when such labels are required. 
  
Both barcodes have a 45 day uniqueness requirement. 
Though many mailers have already switched to the 
new formats for both Full-Service and Basic mailings, 
many assumed that the delay of the Full-Service man-
date also delayed the requirement to use these la-
bels.  This is not the case.  Mailers that still use 10 
digit tray tags, 1” sack tags or non-barcoded pallet 
placards should make plans to immediately implement 
the new Intelligent Mail labels on all mailings prior to 
January 26, 2014. 
  
Prediction for 2014:  The USPS will do whatever it 
can to make sure the industry implements Full- 
Service Intelligent Mail. 

The actions of the USPS in late December to  
challenge the PRC ruling and also require Intelligent 
Mail tray and container labels on all mailings are 
likely a taste of things to come.   
  
Though the PRC has made it difficult to mandate Full-
Service as a requirement for automation rates, the 
USPS has the ability to mandate many of Full-
Service’s requirements without mandating Full-
Service itself.  The appeal of the PRC decision itself 
means that if the USPS prevails, the Full-Service  
mandate can be reinstated long before some mailers 
that have delayed implementation can comply.   
  
A mail service provider that has stopped gearing up 
for Full-Service is literally playing “Russian Roulette”  
  
  
  

with his business.  The USPS is also in the position to 
force mailers to use eDoc. Today many postal districts 
refuse to accept paper postage statements and force 
mailers to submit eDoc or enter them into the  
PostalOne! Postage Statement Wizard.   
  
In 2014,  mailers will likely see this local trend to go 
nation-wide. It will force many mailers into  
submitting eDoc rather than spending hours per day 
hand-entering postage statement data into the  
Wizard.  Sometimes the Wizard just does not help the 
USPS as much as eDoc.  Today eDoc is already  
required for copalletized mailings and it is not a 
stretch to see the USPS require it for all PVDS drop 
ship mailings.   

 (Cont. on page 8) 
   

More Changes Around the Corner 

What are your biggest  
headaches and challenges  
for processing mailings? 

  
 

Answers to Postal Trivia 

eDoc, PostalOne!, TEM 
Processing Mail.dat 
Spoilage 
Partial Mailing 
Co−palletization, co−mailing 
MIDs and CRIDs 

1: B 3: B 5: B 
2: A  4: C 6: D 
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They could even mandate eInduction for drop ship 
mailings by the end of 2014 and to do that you have 
to submit eDoc. The point is that if the USPS can 
make mailers meet most all of Full- Service’s   
requirements without mandating Full-Service, mailers 
might as well meet all of these requirements and mail 
under Full-Service. What the USPS can not mandate 
is using a unique IMb barcode on the mail piece itself 
to continue receiving automation rates. Ironically, for 
many mailers that is far less of an issue than the other 
requirements that the USPS can still require. 
 
Keep in mind, Full-Service mail has better visibility 
to the USPS and is frequently given priority handling 
since that is how the USPS measures processing  
performance. A Full-Service mandate would have 
“leveled the playing field” for all mailers but without 
a mandate, ONLY Full-Service mailers enjoy faster 
and more reliable processing and delivery without 
having to pay extra.  Not only do they not pay extra 
for this improved service, they even get a small  
discount!  

But, Full-Service was really never about that discount 
in the first place, it was about adding value to mail by 
providing better visibility. Many mailers and mail 
owners are getting Full-Service IMb Tracing and 
ACS data and using it to improve the effectiveness 
and value of their mail. This data has spawned a 
whole industry to make this data actionable and  
almost as important as the mail itself. So, Full-Service 
mail service providers have a significant advantage 
over those who don’t mail under Full-Service. More 
and more mail owners are discovering this every day 
putting non-Full-Service mail service providers at a 
competitive disadvantage.   
 
In conclusion, it may be far more important for you to 
implement Full- Service than it was before!   

More Changes Around the Corner (cont. from page 7) 

Postal “Palate” 

 
Ingredients 
1 1/2 to 2 pounds lean ground beef 
1 tablespoon oil 
1 large onion, chopped 
1 clove garlic, minced 
1 small cabbage, chopped 
2 cans (14.5 ounces each) diced tomatoes 

Unstuffed Cabbage Rolls 

Directions:  
In a large skillet, heat olive oil over medium heat.  
Add the ground beef and onion and cook, stirring, until ground beef is no longer pink and onion is tender.   
Add the garlic and continue cooking for 1 minute. 
Add the chopped cabbage, tomatoes, tomato sauce, pepper, and salt.  
Bring to a boil. Cover and simmer for 20 to 30 minutes, or until cabbage is tender.  

I cooked whole wheat egg noodles and topped the unstuffed cabbage rolls on them and it was so good! 

 
- Julie Tattrie-Cole’s Kitchen, https://www.facebook.com/julie.tattriecole 

Share Your Favorite Recipes and Cooking Tips! 
Simply email your recipes to PostalSpecialist@WindowBook.com. 

“Believe in yourself!  Have faith 
in your abilities!  Without a 
humble but reasonable confi-
dence in your own powers you 
cannot be successful or happy. 
- Norman Vincent Peale 
 
“Happiness is not something 
ready made. It comes from your 
own actions.” 
- Dalai Lama 
 

Monthly Quotes 

 
 
1 can (8 ounces) tomato sauce 
1/2 cup water 
1 teaspoon ground black pepper 
1 teaspoon sea salt  
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What is your Sales Team saying to your  
Prospects in the field? 

When asked, most Business Owners/Sales Managers 
don’t really know “exactly” what their sales team 
members are actually telling prospects when they  
engage them as a “lead”.  Are all of your product/
service pitches scripted out?  Do you test your team 
members so that you are certain that from the top to 
the bottom every member of your team is saying the 
exact same thing to each of their leads on every pros-
pect interaction?  Even more critical, in most  
instances, “how they are saying it” is more important 
than “what they are saying”.   Do you practice with 
your team, role play with your team, record their calls/
presentations for team review?  If not, why not? 
 
By sending your team into the marketplace without 
this type of training beforehand… is like sending your 
troops off to battle without any weapons… how do 
you expect them to win?  You can’t… 
 
Do each of your sales team members follow a  
carefully articulated Sales Process where “every” step 
of the process is followed on every single prospect/
client interaction?  If not, why not? 
 
A typical Sales Process looks like: 

 Build Rapport 
 Find Need – Want 
 Build Value 
 Create Desire 
 Overcome Objections 
 Close 
 Follow-up 

Taking money out of the analysis (meaning… you 
can’t sell something to someone that has absolutely no 
money)… Every sale that does not close is because 
you “skipped” one of these steps.  Let’s repeat this: 
Every sale you don’t close is because you “skipped” 
one of these steps.   
 
Each of these steps has very detailed (yet simple 
enough) sub-steps that you must cover in your  
conversation with your prospect.  For example,  
when finding the need – want… you have to go 5  
levels deep: 
 
Level 1: Bob, what is your biggest challenge in  
printing your larger jobs? 
 

Level 2: And why is that such a big challenge for 
you?  

Level 3: What have you tried so far to fix the  
challenge? 

Level 4: And how is that working for you? 

Level 5: What else about your larger print jobs is  
giving you problems? 
 
It doesn’t really matter what the actual questions are… 
you could use the old standard… Bob, if you had a 
magic wand and could wave it over your printing  
operation… what would you want to change?  A lot of 
people are afraid of the word “change” so another way 
to ask the same question is:  What would you want to 
improve?  Some people will not easily tell you their 
problems or their challenges but typically they will tell 
you where they would like to see improvement (which 
is jusst a different way to ask for the information). 
 
The important part of this step in the Sales Process 
(Need-Want analysis) is to be sure to go 5 levels deep 
every single time… not 3, not 4 but 5.  Most sales  
people ask 1 question (go 1 level deep) and then  
automatically start to pitch their product/service  
thinking they know exactly what the prospect needs.  
If your sales orientation is “Service” (and it must 
be…) then you owe it to your prospect to go deeper  
to help determine exactly what it is that the prospect 
really needs…   
 
The first challenge a prospect tells you is not always 
the actual problem that they are facing.  By engaging 
in a “conversation” and going 5 levels deep you will 
be surprised not only what you will uncover as the real 
challenge but also by going deeper you will be  
discovering a lot more information about your  
prospect, his business, his challenge, etc., that will 
help you to present (when the time comes…) a very 
well thought out solution involving your product or 
service that will match the prospects needs more fully. 

Note that I used the word “conversation” above.  Your 
tonality must be conversational.  You must bring value 
to the conversation but your prospect has to do most  
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Only weeks after the PRC’s order preventing the USPS® from mandating  
Full-Service Intelligent mail® in order to receive automation discounts, the PRC 
has ruled that the Automation Discount itself is illegal.  Postal unions have long 
argued that many worksharing discounts including the Automation Discount 
provided discounts far in excess of avoided costs.    
 
 According to a statement on the PRC web site, “a postal barcode helps mailers 
more than it helps the USPS, so why should the USPS provide a financial  
incentive to use it?  Postal barcodes will avoid a processing step that will slow 
down mail processing so their use will speed mail delivery.” 
 
Using a uniquely numbered Intelligent Mail barcode on mail pieces and  
containers will provide traceability and further help improve service  
performance by alerting the USPS to exceptions that are slowing processing.   
 
If these barcodes are adding value by speeding mail delivery, the USPS should 
be charging mailers more to use them for that added value they provide, not  
giving them big discounts.  Free IMb tracing and big savings on ACS will still 
be allowed.   
 
The USPS has 60 days to respond. 

 
 

 
 
 
 
 

Surprise PRC Ruling:  Automation Discounts are Illegal 
Washington, DC January 15, 2014.   

On the Lighter Side 
Lloyd Moss 
(*for entertainment purposes only) 

Listen Up! 
Visit this link to listen to some lovely Jazz tunes from Ross Santos’ world of Music! 

Bay Area Mellow 
https://www.WindowBook.com/BayAreaMellow 
  
Ross has been with Window Book for over 10 years and currently he is the VP of Technology.  
Enjoy the tunes and make sure to check out his other performances in the archived eNewsletters:   
www.WindowBook.com/OutsideTheMailBox 
 

About Lloyd Moss:  
Lloyd Moss has worked for postal software vendors since 1991 and has assisted hundreds of mailers of all types.  
Currently, Lloyd is the VP of Premier Client Solutions at Window Book, Inc.  He travels all over the U.S. to assist 
Window Book clients with Intelligent Mail® Full-Service implementation including process automation, software 
integration, and customization.   
 
*The characters and entities referenced in this article are fictional. Any likeness to actual persons (either living or dead), entities 
is strictly coincidental. This article is presented solely for educational and entertainment purposes. The author and publisher  
assume no liability for the correctness, completeness or quality of the information provided. 
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Readers’ Spotlight 
Join other newsletter readers and submit 
pictures of your family, pets and loved 
ones. Do you have hobbies and tips you 
would like to share? Yes, we do welcome 
non-postal articles! 
 
How about success stories? 
  
Simply send us an article and a photo  
(min. 400 KB) if available to  
PostalSpecialist@windowbook.com. 
 
Please note that we reserve the right to  
edit before it is published. 

We want to hear from 
YOU! 

Promote Your Business: 
Place your very own Ad 

For Advertising Info, please email  
PostalSpecialist@windowbook.com  
for our upcoming November and  
December hard copy issues. 

$$ 

(75-80%) of the talking (especially in the beginning of 
the conversation – the first 10-20 minutes and  
sometimes longer depending upon the product/service 
that you are selling…).  You can get the prospect to do 
most of the talking by asking the right questions but 
you must do so without sounding like you are  
administering a “high school test”.  You do not want to 
fire off one question after another… this will bore the 
prospect quickly and just as quickly identify yourself as 
someone who cannot bring any value to the prospect.   
Always remember… Questions are the Answer.   
 
Far too many sales people start selling their product or 
service long before the prospect has any interest.  In 
order to fix this problem the best of the best sales peo-
ple follow a Sales Process where they never move to 
the next step in the process until they are certain they 
have sufficiently accomplished the prior step.  Ex.   
Do not start asking about Needs until you have built  
Rapport… Do not Create Desire until you have Built 
Value. 
  

The goal of this article is to impress upon you the 
importance of a Sales Process.  If your team does not 
follow a Sales Process (that you practice, role play, 
rehearse as a Team) then take 1 hour per week to be-
gin this training.  Every week, 1 hour… don’t miss.  
At Window Book we train at least 1 hour every day. 
 
You can’t be too surprised that your sales are not 
growing if you are not growing your sales team.  
Sales Training (not product training) is the key to 
their development.  If you do nothing else then set 1 
hour per week aside to begin training your Sales 
Team.  It will pay off ten-fold. 

Shane Byers, 
VP Client Services / Marketing 
Window Book  
Shane has been with Window Book  
for 1 year and in that year has managed 
a Team of Sales Superstars to increase 
New sales by 107% over fye 2012. 

11 

What is your Sales Team saying to your Prospects in the field? (continued from page 9) 

 
I received Outstanding Assistance! 
 
It seems rare these days to receive quality customer support. As an IT 
manager, I find myself dealing with support individuals often, some good 
some not so good. Window Book is very lucky to employ Clint and Mary 
who went above and beyond the call of duty helping me over the last  
several days….  
 
With looming deadlines staring me in the face, my fuse was short and 
thanks to Clint’s professional courtesy and promptness, help was on the 
way. Clint made all the necessary adjustments which only fortified my 
customer loyalty. Mary provided outstanding assistance. She took over 
my screen and held my hand through the entire process. She was  
courteous, kind, VERY informed and most of all, patient.  
 
I hope you recognize these folks for their continued contributions in  
making Window Book successful. Keep up the good work! 

 
Martin Benjamin 
IT Manager 
Transamerican Mailing & Fulfillment, Inc. 
www.transamericanmailing.com 
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Do yourself a favor and call 800-524-0380 and ask for a FREE introductory  
Postal Optimization Analysis to see where you can be profiting by mailing  
and shipping more intelligently. 
  
Call a Window Book Client Service Director at 1-800-524-0380  
and mention this special offer to schedule your FREE 30 minute session. 
 
Or, email PostalSpecialist@WindowBook.com or visit www.WindowBook.com/4you to  
request a Free custom Intelligent Mail® Readiness Analysis to optimize your  
mailing operations. 

Window Book, Inc. 
300 Franklin Street 
Cambridge, MA 02139-3781 
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February Special 
Start the New Year with more Intelligence. 

 

<First Name>,  


