


Ron Rieser is the facilities manager for 
healthcare management corporation Beech 
Street, and has been with the company for 
over 20 years.  What he values most about 
the PCC is the opportunity it provides for him 
to learn from experts in the mailing industry 
about ways to mail more effectively and 
efficiently.

He has been attending PCC events for 
nearly 15 years and finds great value in all 
of the information the PCC provides about 
postage increases, mail regulation updates 
and continuing changes at the Postal Service.  
This education helps him keep his employees 
informed and prepare for budgets.  Ron enjoys 
every topic that the PCC addresses, but would 
like to see more on motivational speaking.  

Even when he’s having a bad day, Ron 

is a very positive 
individual.  He 
always has a smile 
on his face and 
a happy attitude.  
It’s a quality he’d 
like to see in 
everyone.

One of Ron’s 
favorite interests 
is baseball.  He’s a 
long-time Dodger 
fan, even before 
they came to L. A., so he was disappointed to 
see left fielder Manny Ramirez let everyone 
down this season when he failed a drug 
test and was suspended for 50 games.  Ron 
attended a World Series game between the 

Dodgers and the Chicago White Sox in 1963 
at the LA Coliseum, and although the Dodgers 
lost that game, even with Sandy Koufax on the 
mound, they still won the series.  Ron is also a 
basketball fan and roots for the LA Lakers.

This summer Ron is vacationing in 
Germany with his wife and two daughters.  He 
enjoys travel and, together with his spouse, 
visits Cabo San Lucas, Mexico every year.

Two of his favorite hobbies are hiking and 
camping.  But what he enjoys most is talking 
to people and exchanging knowledge.  “You 
learn a lot by talking and listening to people,” 
Ron says.  Naturally, he enjoys spending time 
with his family and friends, and was proud, 
not long ago, to be Best Man at the wedding 
of David Marcotte, supervisor of Beech 
Street, Mail Services.
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Ninety local mailing industry 
professionals recently took 
advantage of an opportunity to meet 
Barney — not television’s popular 
song-spewing purple dinosaur, but 
the mammoth, sprawling purple 
machine that inhabits the Santa Ana 
Processing and Distribution Center.  
To the Postal Service, that Barney 
is almost as lovable, if not nearly as 
musical, as the chubby T.V. star of 
the same name.

This unique opportunity was 
made possible by the Santa Ana 
District Postal Customer Council 
(PCC), who sponsored tours of the 
cavernous plant where Barney lives 
with his friends, the Small Parcel 
Bundle Sorter (SPBS), the Delivery 
Bar Code System (DBCS), the 
Advanced Flat Sorter Machine 
(AFSM) and all the rest.

Naturally, as with any safari 
into unknown territory, there were 
dangers.  After everyone checked 
in with PCC Coordinator Penny 

Woodworth and made it safely 
through the security turnstiles, 
Supervisor of Distribution 
Operations (and temporary tour 
guide) Vance Paine warned the first 
of several groups of visitors to be on 
the lookout for wandering “mules.”  
Lest any of his charges might be 
listening for the clatter of hooves, 
he quickly clarified that “mules” are 
the small motorized vehicles that 
tow up to 1000 pounds of mail and 
equipment around the workroom 
floor.

Duly alerted, the cluster of 

interested industry attendees then 
trailed closely behind Paine as 
he ambled from station to station 
around the plant and introduced 
them to the amazing state of the art 
machinery in a twenty-first century 
mail processing facility.  That, of 
course, included Barney, who stores 
and feeds mail into the remarkable 
Advanced Facer Canceller System 
(AFCS) that orients, cancels, 
captures images and does an initial 
rough sort of up to 40,000 pieces of 
letter mail an hour.

After a 45 minute odyssey 
around the building, Paine’s little 
troop left the hum of machinery 
behind and entered the office 
complex at the other end of the 
plant.  Once there, they detected 
the distinct aroma of barbecue and 
followed it to a conference room 
where they were presented with 
protective bibs to enjoy the delicious 
rib dinner that was included in their 
tour price.  On hand to answer 
questions and provide information 
was Customer Relations Manager 
Florinda Bailey and her team along 
with Business Development Team 
leader Sheree Coates and members 
of the Sales crew. 

Between mouthfuls — and 
sometimes during them — tour 
participants managed to express 
interest, amazement and sometimes 
surprise at their recent glimpse 
“behind the scenes,” as the Auto 
Club’s Alyssa Allen put it.

Joe Crandell from the City of 

Irvine thought it was “eye-opening” 
to see the scope of the operation.  
Daria Politiski, of American Mail 
Centers, agreed.  “I thought it was 
awesome,” Daria shared, “I don’t 
think the average person has any 
idea what it takes to deliver the 
mail.”  Donna Williams, with the 
Orange County Council of Boy 
Scouts, said she was “very impressed 
with the level of automation and 
professionalism.”

Many visitors came away with 
favorite machines or operations.  
Chanzton Devereau, with Archer 
Government Services marveled at 
the lightning letter sorting speed of 
the DBCS.   Sandra De 
La Torre from SZ Sterling 
Insurance was “impressed 
with the package 
machine (SPBS),” while 
Dual Graphics’ Maria 
Whitehead admired the 
flats sortation automation 
(AFSM) and the bar-
coding operation.  

Paul Volanti of 
Priority Mailing Systems 
liked the Robotic 
Containerization System 
(RCS) that labels, sorts 
and carefully stacks various sizes 
of trayed mail.  “That robot has a 
Tetris brain,” he remarked, referring 
to the popular hand-held game.  On 
the other hand, Volanti’s co-worker, 
Jason Ybarra, commented on one 
of the least automated operations in 
the plant.  “I was impressed with the 

level of commitment and manpower 
devoted to Express Mail,” he said.

Some, like Laura Jackson from 
Pitney-Bowes Resource Services 
and Jon and Vicki McLaughlin of 
Sir Speedy, were fascinated by the 
cleanliness and organization of the 
facility, while Cindy Welter, with 
CPU2, found all of the machinery 
louder than she expected.  As for 
the Boy Scout’s Kathy Hernandez, 
she was astounded at the ability of 
the Remote Computer Reader to 
decipher handwritten addresses.

But despite all of the technology 
on display, Mitch Goldstone, of 
ScanMyPhotos.com, still thinks 
there’s a bit of magic in the 
operation.  “We take the ball and 
throw it at you,” he said, referring to 
each of the large number of Priority 
parcels his company sends to all 
50 states daily, “and you magically 
make it appear at our customer’s 
door.”

Goldstone, whose company 
scans people’s old-style analog 
snapshots and converts them 
to digital DVDs, provides his 
customers with co-branded Priority 
Mail Flat Rate boxes to send him 
their photos.  “They trust their most 

precious memories to the Postal 
Service,” he emphasized.  “Other 
carriers want our business, but 
we never consider it.  They can’t 
compete with your prices or the 
trust our customers have in you.”

Maybe Barney has something 
to do with that.

Mailers Meet Barney

Members of the Santa Ana Postal Customer Council enjoy a meal 
after touring the Santa Ana Processing and Distribution Center.

Vance Paine, center, describes 
operations at the Santa Ana Pro-
cessing and Distribution Center 
to visitors from the Santa Ana 

Postal Customer Council.

Supervisor of Distribution Operations 
Vance Paine introduces Postal Customer 
Council members to the large purple ma-
chine in the background, called Barney.

Stretching Your Marketing Dollar

If you’re like many companies, you’ve probably been looking for 
ways to make your marketing dollar go farther for less. In tough times, 
companies are often faced with deciding whether to increase marketing 
expenditures to try to obtain more revenue or to decrease spending in 
hopes of saving precious profits. Now may not be the time to reduce 
your budget if it means reducing the number of times you reach out to 
your customers or prospects. Here are a few simple tips to help make 
your next mailing a success

Don’t throw it all out.  Refine it.
Often, direct marketing efforts are based on old information. It’s 

easy to fall into a rut and simply replicate what worked in the past.  
Now may be the time to take a step back and 
reevaluate your assumptions, explore new 
ideas or seek out updated information. 

List purchases are a good example. 
Customers will often purchase lists based 
on statistical information obtained years ago. 
Think about how much has changed over recent times. Shouldn’t we 
assume that our list criteria might have changed too?  Here’s one way to 
find out.  Have a good list vendor analyze your customer database.  He 
or she may discover some things about your customers that you didn’t 
know.  That information can be extremely valuable in focusing your 
next campaign, or it may reveal a field of new prospects that you hadn’t 
considered before.

Focus on non-responders
Nothing is more satisfying than getting a better response than you 

planned. But remember, if you get a 3% response rate on your mailing, 
97% of your list is still out there to reach. Don’t let the non-responders be 

forgotten. Often times multiple “touches” are needed to get consumers 
or businesses to act on a mailing. 

Non-responders can also help you refine your appeal by providing 
crucial feedback.  Obtaining one-on-one information from a sampling 
is likely to reveal ways to improve the response to your next effort.  
Returning to those non-responders with a new offer or approach can 
maximize your return on the investment that you’ve already made in a 
particular list. 

Get the most bang for your buck
Speaking of return on investment, successful direct mail campaigns 

still perform better than internet, television or radio marketing programs. 
Don’t be fooled by fads or distracted by claims that other media are more 
popular or inexpensive. Direct mail can be targeted much more precisely 

and the effectiveness of the appeal is more 
measurable. The Direct Marketing Association 
says the return on investment for each dollar 
spent on direct marketing — including direct 
mail — is almost $12 compared with $5.24 

from non-direct marketing expenditures.  

Get help
If you’re a business looking to advertise, mailing and marketing 

advice is as close as your computer. At usps.com, you can scroll down 
to “Business Resources” and select the “Direct Mail Center” for tips 
to get you started.  Another valuable resource from the Postal Service 
is “Deliver, a magazine for marketers” at delivermagazine.com.  But, 
best of all, people with practical solutions are all around you, especially 
if you’re a member of the PCC.  Printers, mailers, list brokers, and 
Postal Service experts are all available with useful — and often free — 
advice. They can help you create a well-planned, cost-effective mailing 
campaign that generates positive results. 

Ron Rieser

Opinions and Comments Welcome! 
We welcome your opinions and comments concerning this new PCC Santa Ana Breeze Newsletter.  Please send your comments, ideas, etc…

to any one of us (or all of us!) listed on the left side of the front cover. We’ll share your comments and ideas at our next newsletter committee 
meeting.  Thank you for your input!


