DOCUMENT PROCESSING

NetGram Relies On E-Mail Technology
To Drive Mail Production

3— NETGRAM®

Robert Maxwell (1), Founder and Chief Technology Officer for NetGram, and CEO Peter Jacobson, for-
mer ChieMTechnology Officer for the Postal Service, are marketing a patented technology to receive

e-mail and generate hard-copy mail.

SAN DIEGO, CA -- If a company wanted to
distribute a newsletter via regular mail and
e-mail in 1998, it kicked out those few e-mail
addresses and electronically sent the newslet-
ter as an attachment. Then for the majority, a
separate print and mail operation would take
place.

In 2004, that same company can initiate
newsletter distribution entirely via e-mail and
then kick out those addresses that require and
request delivery through the Postal Service.

One company providing just such a service
is San Diego-based NetGram, which uses a
patented technology to receive e-mail mes-
sages and generate postal mail. NetGram
combines print, mail and e-mail to create a
distribution profile that matches the require-
ments of the recipient.

Company officials call this patented tech-
nology the E-mail Bridge, which automates
the front end of print-and-mail production by
supplying a seamless conversion of e-mail to
hard copy.

"We built this patented system with vari-
able data in mind so that we could create a
mailing with as little human intervention as
possible. With this nology a business can
create a mailing with attachments and other
specialized items, submit it with production
and mailing instructions, and then have it au-
tomatically analyzed and routed for printing.
The operator is the first person to touch the
document unless there is an issue,” said
NetGram CEO Peter Jacobson.

Mr. Jacobson, former chief technology offi-
cer with the Postal Service, said he got in-
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¥ Telecom mail produc-
tion managers take note:
the trend of bundling ser-
vices is taking hold. The
number of households pur-
chasing local and long dis-
tance telephone service in
one package, or bundle,
rose 17% in the third quar-
ter of 2003, to just over
6% of all U.S. households,
according to TNS
Telecoms, a global pro-
vider of strategic analysis
for the telecommunica-
tions industry.

¥ Numerous printers and
mail production providers
have dedicated a portion
of their facility solely to
handling the work of a sin-
gle client. This type of
dedicated setup is called a
“focus factory,” and it al-
lows the vendor to recre-
ate the customer’s
in-house operation by set-
ting aside a specific area,
specific equipment and
staff members to manag-
ing the work of one client.

V"We all know what IT
stands for -- information
technology. In the old
world it was little 'i' Big 'T'
(iT). Today, it is Big 'l," lit-
tle 't' (It). Where it was
once about machines and
technology, it is now about
document content and in-
formation. Today, the fo-
cus is on what really mat-
ters: information. It's not
just about finding better
ways to print; it's about
better ways to work. The
key is smarl documents
that reduce delays, im-
prove customer service,
and save money." -- Anne
M. Mulcahy, Chairwoman
& CEO, Xerox Corporation.

WV Consumers received 750
million fewer credit card
offers in 2003 as some of
the top mailers scaled
back their volumes. This
number represents a 17%
decline from 2002.
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¥in January 1996, the
Internet was still new and
“only the tech-savvy and pi-
oneers among us knew the
hiss of the modem," ac-
cording to Media Daily
News. "Sites like Prod-
igy.com were king, and
.edu and .gov domains dot-
ted the landscape of the top
50 most frequented sites.
In eight short years, the
Internet has become a "vir-
tual playground and
workspace” and the number
of users has grown from
around 20 million American
adults to more than 150
million Americans," ac-
cording to comScore Media
Metrix, an online research
firm.

W Spam is costing compa-
nies money in the form of
lost productivity according
to a study by NetiQ and
Windows & NET Magazine.
For a company with 100
employees, the average
cost per employee is $543
per year, while a company
with 10,000 employees is
recording an annual cost of
$202 related fo staffers
dealing with spam.

W For managgrs looking to
integrate new technology
on the front end of their
print and mail operation,
former USPS Chief Technol-
ogy Officer Peter Jacobson
offered this recommenda-
tion: "Don't jump at every
new piece of technology
that's out there. In the soft-
ware world they make
changes at a very quick
pace, so you really need to
focus on the business pro-
cesses and not the latest
software fad. It's too easy
to become engineering
centric and want to have
the latest and greatest, but
efforts to improve systems
should always be centered
on the need to solve a core
business problem. That's
what NetGram is now doing
for clients nationwide."

“There are four basic forms of communication: face-to-face, U.S.
mail, telephone, and the Internet. Successful companies will learn
to integrate all four effectively.”

volved with NetGram because he believes in
the value of paper-based communications.
"When I was with the Postal Service we

were in a technology planning meeting and a |

guest speaker said there are four basic forms
of communication: face-to-face, U.S. mail,
telephone, and the Internet. Successful com-
panies will learn to integrate all four effec-
tively. Having spent my whole life in the
postal world, I was excited by the NetGram
technology because it does this by offering a
complete suite of products from the cus-
tomer’s side of the equation."

A Good Example

An example of this technology at work is
the POSTCOM Newsletter. "The Association
of Postal Commerce Bulletin is a good cus-
tomer for this type of service because they
produce repeat mailings, on an ongoing basis,
with a consistent client database," explained
Robert Maxwell, Founder and Chief Tech-
nology Officer for NetGram.

Prior to partnering with NetGram, the orga-
nization was doing a combination of internal
tasks (e-mail distribution) and outsourcing
tasks (printing and mailing) for the
POSTCOM Bulletin,

"They now use NetGram services to per-
form both tasks -- e-mail distribution and
hard-copy distribution," Mr. Maxwell ex-
plained. "Instead of preparing a data file and
getting it over to the printer, and then having
to transport the printed newsletter to a mail
house, we now do everything by e-mail. They
have an ACT database with e-mail addresses
for subscribers. For those members who still
get the hard-copy newsletter, POSTCOM
gives them a group name and an e-mail ad-
dress at the NetGram domain. We then take
these files and print and mail the newsletter."

This setup allows POSTCOM to streamline
its internal workflow and saves time and
money each week in preparation because now
every bulletin it distributes, be it in hard copy
or electronic format, goes out first as an
e-mail.

Mr. Maxwell said that NetGram is best
viewed as three separate companies rolled
into one. "First we are printers and mailers.
Second we are technologists. We have devel-
oped a patented system that allows clients to

easily convert electronic data into mail-able
print media, Third, we provide professional
services to help deploy our technology. By
combining traditional printing crafts with
new technologies we're able to offer printing
and mailing services at low costs to clients."

Despite the growing use of Internet technol-
ogy, and the fact that the front end of the
NetGram solution relies on the Internet. com-
pany officials are confident that hard-copy
print and mail are not going away. Saying
there is a glut of e-mail and citing a 2004
study showing that 40% of all e-mail does not
reach the intended recipient, company offi-
cials say the Internet will actually increase the
value of hard-copy mail.

"We bring a very simple way for people to
use the Internet to create postal mail. We take
the capabilities of automated mail and
high-quality printing and making it available
to more people," Mr. Jacobson said.

Other examples of this technology at work
include distribution of class action lawsuit
notices, stock trading confirmations, finan-
cial newsletters, and retail customer commu-
nications, to name a few.

These companies previously did this work
internally until NetGram implemented the
E-mail Bridge between their transaction data
and NetGram's data and production centers.
NetGram's current production center includes
Oce and Canon color and black and white
printers, and mail processing machines from
companies including Duplo, Secap, and
Hasler.

“Our approach with clients is to give them
straightforward guidelines for remote print so
they can quickly adopt our E-mail Bridge to
send documents over the Internet in PDF or
other formats, Within the data stream is
postal addressing information in XML for-
mat," Mr. Maxwell explained.

Moving forward, company officials said
their technology will continue to take advan-
tage of Internet developments to drive
hard-copy documents. "Our first patent was

| for the E-mail Bridge that turns an e-mail into

a hard-copy letter,” Mr. Jacobson said, “We
now see the Internet evolving into a medium
everyone will use to transport information, so
the applications for this technology are in-
creasing.”
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