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Businesses have been ponder-
ing the shape of their mail �
even, in some cases, whether to
fold their correspondence in
thirds or in half � because on
Monday, those dimensions will
matter more than ever.

That�s when the new rate
structure for the U.S. Postal Ser-
vice will go into effect, and pric-
es will depend on shape as well
as weight. This policy rewards
those who use packaging easily
handled by the Postal Service�s
automated system and penaliz-
es those whose mail requires
more manual processing.

Some businesses said they
have been preparing, buying
new machines and advising
staff to abide by the new restric-
tions to keep a lid on increased
expenses. But catalog compa-
nies and those relying on direct
mail advertising likely will
have to rein in their mailings
and turn to channels such as
the Internet, industry experts
say. And for smaller compa-
nies, the rate changes can be
devastating.

�Light-weight, low-volume
mailers are going to be the
ones with higher increase per-
centages, and that�s going to
cut deeper into profit margins,�
said Bill Egan, treasurer and
board member of the Direct
Marketing Association of Long
Island. �Some aren�t going to
be able to withstand that.�

The changes accompany the
increase in postage rates: The
price of first-class mail weigh-
ing an ounce will increase from
39 cents to 41 cents, and send-
ing a postcard will rise from 24

cents to 26 cents. The Forever
Stamp � which will always be
valued at the 1-ounce letter rate
� will be available for 41 cents.
Priority mail in a flat-rate enve-
lope will go up 55 cents, to
$4.60. And a flat-rate envelope
for express mail will cost $16.25
instead of $14.40.

Companies may be able to
save if they simply change the
size of their envelopes and how
the contents are folded. For ex-
ample, the Postal Service
noted, putting the contents of a
first-class large envelope in a
letter-sized envelope can re-
duce the postage by as much as

39 cents; mailing an item in a
large envelope instead of a box
can shave 33 cents for a
6-ounce parcel.

�The shape-based pricing
will help the Postal Service im-
prove efficiency, which helps
keep rates affordable for every-
one and helps to ensure that
every type of mail covers its
own costs,� said Tom Gaynor,
a USPS spokesman.

Lindenhurst-based Starfish
Junction Productions, a market-
ing company, typically sends
out postcards to advertise
events because they are easy to
hang on a refrigerator or wall

as a reminder � unlike e-mail,
which is glanced at once and de-
leted, noted company owner
Andy Calimano.

�I�m a small business, so
this will affect me,� Calimano
said. �I�ve spoken to other
small businesses, and they say
they�re just going to re-evalu-
ate how much mail they�re
going to put out and put more
resources into collecting
e-mail addresses.�

Certilman and Balin, a law
firm headquartered in East
Meadow, has purchased a
new mailing machine to deter-
mine postage as well as new
envelopes. To meet thickness
limits for letters, they also
plan to fold six-page docu-
ments in half instead of thirds
and place them in a
6-by-9-inch envelope for a sav-
ings of at least 20 cents
apiece, said Ted Reich, direc-
tor of finance and administra-
tion.

�We probably spend $7,000
to $10,000 on mail in a typical
month,� Reich said. �If done
wrong and in the wrong shape
envelopes, rather than a 4 per-
cent increase, it could be a 30
to 40 percent increase.�

Paying attention to shape,

folding and flexibility is now
important, said Frank Farnac-
ci, executive vice president of
The Millennium Group in Pis-
cataway, N.J., which provides
facility support services. A
9-inch by 12-inch flat enve-
lope must pass a flexibility
test to be processed in the sys-
tem, he noted.

�If you look at the privatized
courier companies, pricing
models are based on shape be-
cause shape means how much
you can get into trucks,� he
said. �The postal service is re-
engineering itself like the rest
of corporate America, and ulti-
mately it�s good for them to
keep up with the rising costs in
manual processing and fuel.�

Mail practices sent into flux
� Postal rate changes
are making businesses
think outside the box,
with shape, flexibility
as factors besides size
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Want more
details? See an explan-
ation of new rules from
the U.S. Postal Service.

The new stamps
The classic motif of
the 41-cent stamp,
above, will be joined
by �Star Wars� designs,
available May 25.

Package

$1.13 for first 
ounce, 17¢ each 
additional ounce; 
same charge for 
large envelopes.

• Box size should reflect size of contents; 
oversized boxes, even if they  are light, 
will have a surcharge.

Right-size shipping
The Postal Service is switching some of its pricing 
to re�ect differences in envelope and package size.

Letter, 1 ounce
41¢

NOTE: One ounce is approximately four sheets of paper plus a standard envelope.

Postcard
26¢

Large envelope,
1 ounce
80¢

• Previously a 1-ounce letter 
would cost a flat rate; now 
mailing in a larger envelope 
will cost more.
• Folding contents intended 
for a large envelope to fit 
in a letter-sized envelope 
will save 39¢.

SOURCE: U.S. POSTAL SERVICE MCT GRAPHICS / NEWSDAY

Letters will cost more than 41 cents unless they conform to these sizes: 
•They cannot be less than 5 inches long, 31/2 inches high, and 0.007-inch thick. 
•They cannot be more than 111/2 inches long, or more than 61/8 inches high, or 
more than a quarter-inch thick. 
•They cannot be more than 31/2 ounces. 
•They must be rectangular, with four square corners and parallel 
opposite sides. Letter-size, card-type mail made of cardstock may have finished 
corners that do not exceed a radius of one-eighth of an inch. 
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