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Addition
atalog Mailers Association is the only organization of its kind in the United 
ists solely to advocate on behalf of companies that mail catalogs and their 

lished: 
founding in 2007, the direct marketers, online, and store retailers who mail 
 have representation. Since that time, this industry’s ability to affect postal, 
tional policies impacting our businesses’ bottom lines has increased 

r. Today, decisions in Washington include input from catalog interests. 

Support: 
nges continue to grow, our continued success in Washington can only be 
 greater support from the catalog marketers, online and store retailers 
talogs, and their suppliers. 

ed success depends on the commitment and passion of its members. No 
y’s size, businesses are stronger and more effective when they speak 
ice together in common purpose. 

 is at least 15% less than it would have been without ACMA’s advocacy.  

CMA, the USPS has modified a variety of regulations and programs to 
date catalog mail. These include incentive programs, address placement 
lligent Mail Barcode, among many others.  

A’s aggressive advocacy work, all remote marketers would now be 
taxes across more than 10,000 jurisdictions. While work remains ongoing, 
ensure that any new state or federal laws do not disadvantage or place 
rdens on companies that use catalogs in their marketing mix.  

dership is composed of business veterans with extensive experience 
ymakers and postal regulators in Washington. We leverage our 
vocate before the US Postal Service, the Postal Regulatory Commission, 

 agencies, and Congress.  

tly run with low overhead and high “bang for the buck” value. 

up: 
prises B2C and B2B catalogers, key suppliers, consultants and other 

 including Yankee Candle Co., Hanover Direct, Orvis, New Pig, and other 
nd small brands.  

rship: 
dues are roughly 0.25% (one-quarter of one percent) of mailers’ annual 
, from $1,000 to a maximum of $30,000. 
s who have been members since its inception have realized an incredible 

al information can be found at www.catalogmailers.org

What Is The ACMA?

http://www.catalogmailers.org/




Last revised: December 2017 

Recent Accomplishments 
The following achievements were made possible due to generous member support. 

Catalog Postal Enhancements 
Flat Rates Sequencing 

 Worked with USPS officials to obtain a 4.5% cut in catalog postage rates in early 2017, “undoing” an unworkable 
flat sequencing system (FSS) rate structure. The change encourages catalogers to claim the distribution density 
rate their books qualify for instead of resorting to FSS premium rates and unnecessary mail diversions.  

Weight Break Point 
 Lobbied for a weight break for Standard Mail flats from 3.3 oz. to 4.0 oz. This enabled “free” page counts in 2017. 

Catalog Postage Discount 
 Teeing up a proposal for a significantly-discounted catalog postage rate to spur greater catalog mail volume. 

Upon the confirmation of a postal board of governors, ACMA aims to get this proposal to the top of its pile. 

Postal Reform Legislation 
 Aggressively lobbying for legislation that addresses USPS finances, cost structure, innovation, while refining 

Congressional overcharges to postal rate payers.  
 Additional lobbying to ensure catalogers receive no Congressionally-mandated postage increases. 
 Challenging PRC 10-year rate-making proposal to alleviate excessive rate increases for catalog mailers. 

Remote Sales Tax 
South Dakota Lawsuit 

 Successfully sued state to prevent implementation of remote sales tax collection law that would force out-of-state 
sellers with as few as 200 transactions per year to collect state and local sales taxes. Supported Wayfair, 
Newegg and Overstock to gain favorable decision of SD Supreme Court; filed amicus brief to support these 
retailers’ opposition to the request by SD to U.S. Supreme Court to hear the case on appeal and reverse Quill.

Massachusetts Lawsuit 
 Successfully sued Massachusetts to reverse the state’s poorly-conceived rule to tax online retailers by 

considering computer code as physical property. 
 Supporting ACMA member Crutchfield in its suit to invalidate MA regulation stating that annual sales greater than 

$500,000 establish nexus, even though the Internet retailer does not have a physical presence. 

Tennessee Department of Revenue 
 After testifying and lobbying the DOR, ACMA sued to enjoin the implementation of new TN rule based on mere 

sales to the state and DOR agreed not to enforce the rule until and unless U.S. Supreme Court reverses Quill.   

Wyoming and Indiana statutes 
 Both states adopted economic presence statutes, which are directly contrary to Quill.  Sued each state, and each 

state has held off enforcing the state’s new law. 

Marketplace Fairness Act & Remote Transactions Parity Act 
 As a co-founder of TruST, the True Simplification of Taxation Coalition, ACMA helped defeat disastrous 

proposals in Congress by big box retailers (and Amazon) that would undermine cataloging.  

Online Sales Simplification Act 
 Heavily promoted the important characteristics of Quill v. North Dakota-friendly legislation, as well as 

simplification and fairness in any sales tax collection program. 
 Directed successful letter writing campaigns to demonstrate crucial support for ACMA positions. 

Alabama and Other States 
 Threatened challenge of unconstitutional sales tax collection policies in several other states in 2016-17  
 Most policies would require remote marketers to collect sales taxes from in-state consumers without physical 

presence requirements — in contravention of Supreme Court precedent established in Quill v. North Dakota. 

Catalog Industry Advocacy & Education 
 Produced groundbreaking catalog industry surveys to encourage fact-based policy discussions.  
 Published valuable member reports on policy, postal and legal developments that will affect members.  
 Raised profile of catalogs both in D.C. and nationally by educating policymakers and the public about the 

benefits catalogs bring to America. 
 Initiated quarterly webinar series to increase education and awareness of critical issues throughout the catalog 

and ecommerce industries. 



ACMA In the News, June 2017 - May 2018 

(The following articles either include ACMA comments or were penned by ACMA staff. Click on the 

headline links for the full stories, which are listed in reverse chronological order.) 

Postal Rates and Internet Sales Tax Present Perfect Storm of Marketing Woes (May 2018) 
Indiana Starts Online Seller Disclosure Deal (May 2018) 

Selling Abroad? Beware of Forthcoming Regulation Changes (April 2018) 
ACMA-NetChoice Press Conference Post-Supreme Court S.D. v. Wayfair Hearing (April 2018) 
Supreme Court Hearing on Quill: Advantage Catalogers? (April 2018) 

Catalog Mailers Urge Supreme Court to Uphold Quill Sales Tax Law (April 2018) 
ACMA Asks Supreme Court to Uphold Quill Sales Tax Precedent (April 2018) 

ACMA Applauds President’s Raising Visibility of USPS’s Problems Through Task Force (April 2018) 
Forget Snow and Rain, Washington Can Stop the Postal Service (April 2018) 

Ohio AG Seeks to Dismiss, Stay “Cookie” Sales Tax Dispute (April 2018) 
ACMA, 50-plus Other Industry Leaders to Urge PRC to Reconsider Dramatic Postal Rate Hikes (March 2018) 
Compendium of ACMA Comments to PRC on 10-Year Review Proposal (March 2018) 

ACMA Reacts to Supreme Court Granting Certiorari in South Dakota (January 2018) 
PRC Proposal Not Good for Catalogers…Support Needed in a Fight For Life (January 2018) 

ACMA Sues to Challenge Ohio ‘Electronic Nexus’ Law (December 2017) 
Millennials Are More Interested in Catalogs Than Your Grandmother Is (video, December 2017) 
Behind Goodlatte’s Impending Retirement – What’s Next For Sales Tax Efforts? (November 2017) 

Massachusetts Online ‘Cookie’ Tax Rule Faces Legal Fight (October 2017) 
South Dakota Remote Sales Tax Cases: Brief Calls for SCOTUS Review (October 2017) 

ACMA to Senate: Consider & Confirm Postal Governor Nominees ASAP (October 2017) 
The Work of the ACMA: Do You Get It? (October 2017) 
Massachusetts Reintroduces Tax For Online Retail (September 2017) 

Digital Sales Tax Enacted in Rhode Island (August 2017) 
Digital Sales Tax Bill Set for House Subcommittee Hearing (July 2017) 

State of Overreach: Fighting Back Against Burdensome State Tax Policies (June 2017) 
NetChoice, ACMA Sue to Block Massachusetts Remote Sales Tax Collection Directive (June 2017) 

Web and Catalog Retailers Sue to Block Massachusetts’ Online Sales Tax Directive (June 2017) 
Maine Governor Snubs Digital Sales Tax Bill (June 2017) 
ACMA Supports New ‘No Regulation Without Representation’ Sales Tax Bill (June 2017) 

Behind the ACMA/NetChoice Suit of Massachusetts (June 2017) 
ACMA Contributes to Newly-Released Idealliance Mail Survey (June 2017) 

https://www.targetmarketingmag.com/post/perfect-postal-rates-storm-headed-our-way/#ne=ab5e8809a6217488bd5388a69bd3e4ba&utm_source=today-%40-target-marketing&utm_medium=newsletter&utm_campaign=2018-05-09
https://catalogmailers.org/wp-content/uploads/2018/05/18-05-14-Indiana-Starts-Online-Seller-Disclosure-Deal.pdf
https://catalogmailers.org/member-exclusive-selling-abroad-beware-of-forthcoming-regulation-changes/
https://vimeo.com/265764799
https://catalogmailers.org/supreme-court-hearing-on-quill-advantage-catalogers/
https://catalogmailers.org/wp-content/uploads/2018/04/ACMA-Press-Handout-April-17-2018.pdf
https://catalogmailers.org/acma-asks-supreme-court-to-uphold-quill-sales-tax-precedent/
https://catalogmailers.org/acma-applauds-presidents-raising-visibility-of-postal-services-problems-through-task-force-formation/
https://www.wsj.com/articles/forget-snow-and-rain-washington-can-stop-the-postal-service-1523352601?mod=pls_whats_news_us_business_f
https://www.bna.com/ohio-ag-seeks-n57982090843/#new_tab
https://catalogmailers.org/acma-joins-with-more-than-50-mail-industry-leaders-to-urge-prc-to-reconsider-dramatic-postal-rate-increases/
https://catalogmailers.org/compendium-of-acma-comments-to-prc-on-10-year-review-proposal/
https://catalogmailers.org/acma-reacts-to-supreme-court-granting-certiorari-in-south-dakota/
https://www.lettdirect.com/the-prc-proposal-is-not-good-for-catalogers-support-is-needed-in-a-fight-for-life/#new_tab
https://catalogmailers.org/acma-sues-to-challenge-ohio-electronic-nexus-law/
https://www.cnbc.com/2017/12/21/millennials-are-more-interested-in-catalogs-than-your-grandmother-is.html#new_tab
https://catalogmailers.org/wp-content/uploads/2017/11/state-tax-today_online-sales-taxation_us-lawmaker-central-online-sales-tax-debate-retire_2017_11_10_1x9sk.pdf#new_tab
https://catalogmailers.org/wp-content/uploads/2017/10/Bloomberg_BNA_MA_Cookie_Tax_Oct._2017.pdf#new_tab
https://www.bna.com/high-court-review-n73014471414/#new_tab
https://catalogmailers.org/acma-to-senate-consider-confirm-postal-governor-nominees-asap/
http://dingley.com/the-work-of-the-acma-do-you-get-it/#new_tab
http://www.bostonherald.com/business/business_markets/2017/09/state_reintroduces_tax_for_online_retail
https://catalogmailers.org/wp-content/uploads/2017/08/Blomberg-BNA-Aug-9-2017.pdf#new_tab
https://www.bna.com/digital-sales-tax-n73014461937/
http://thehill.com/blogs/congress-blog/economy-budget/338151-state-of-overreach-fighting-back-against-burdensome-state?rnd=1497634998#new_tab
https://catalogmailers.org/wp-content/uploads/2017/06/State_Tax_Notes_June_12_2017.pdf
https://www.digitalcommerce360.com/2017/06/12/netchoice-acma-sue-block-massachusetts-online-sales-tax-directive/
https://www.bna.com/maine-governor-snubs-n73014453701/
https://catalogmailers.org/wp-content/uploads/2017/06/ACMA-Press-Release-in-Support-of-Sensenbrenner-No-Reguation-Without-Rep.-Bill.pdf
https://catalogmailers.org/wp-content/uploads/2017/06/State_Tax_Notes_June_12_2017.pdf
http://connect.idealliance.org/HigherLogic/System/DownloadDocumentFile.ashx?DocumentFileKey=76227ea8-a89d-7ed0-a219-d80c23c801b1&forceDialog=0
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www.catalogmailers.org

 in Washington
g Mailers Association leads the fight in Washington and state legislatures on the most significant 
 the direct marketers, online merchants and store retailers who mail catalogs, as well as their 

rs, ACMA has championed lower postage rates, beat back intrusive sales tax legislation, 
-commerce policies, and built trusted relationships with regulators and legislators to address the 

nd needs of its members.   

th Postal Regulators
ervice officials consider doing something with anyone in the catalog sector, they ask us, 'What do 
ompany?' When officials hear they're an ACMA member, that makes a huge difference in the 

ngtime member Potpourri Group’s executives said they would not have known about the 
or a catalog-specific postal Negotiated Service Agreement (NSA) if not for ACMA, including our 
 support during the process. ACMA is willing and eager to help other similarly situated member 
t NSAs and the postage savings can be quite significant.

Key Policymakers
gulatory issue is up for debate in Congress, ACMA is there — lobbying members of Congress and 
re the voice of the catalog marketing industry is heard.  
MA’s aggressive outreach to members of Congress was instrumental in stopping Congress from 

ly-flawed sales tax collection legislation that would have exposed catalog marketers to thousands 
tions and auditors in 46 states.

t VIP Treatment
government officials know the ACMA is plugged into Washington and can work to make sure their 
heard.  
hen an ACMA member recently had some issues with a catalog mailing it was unable to solve 
 of trying with local USPS reps, they called on the ACMA for help. Since we are well connected to 
ls, the postal regulator and Congress, we knew who to call and got the problem solved. Postal 
 care of ACMA members because ACMA has proven it has access to the right people in 

nformation They Need & Can Use
teady flow of catalog-specific information about what is happening in DC - both generally, postal-
lus any/all other key externals of concern to catalogers.  
ther than wasting your time sifting through industry newsletters that barely touch on the issues 
ut most, ACMA provides the catalog-specific insights you care about. Not only do we curate the 
; we also explain why it matters to you. 

xclusive Early Notice
 gain from our insights well before they hear it elsewhere – postage incentives, early warnings 
pliance, prognostications of catalog rate changes, etc. 
ur members got wind of the postal summer sales three weeks before anyone did – and that was 
se notice was so short

lem Solver
or issues specific to your company. When problems arise involving your company and USPS, 
r other crises, where can you turn? ACMA is available to members round-the-clock to help resolve 
cting your business. 

l Support & Continuous ROI
ge external costs is collectively as an industry. No matter how big a company you are, trying to 

s individually is often too much for one company. 
 been ACMA members from the outset have achieved a supersized 15x ROI on their membership 
I can only be sustained if ACMA continues to add more members like you. It is a numbers game in 
, you help bring in other members to join, everyone benefits. 

 Benefits of ACMA Membership
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CMA Supplier Membership:  
ailers.org 1-800-509-9514 info@catalogmailers.org

supplier to companies that mail catalogs, you may be wondering what the 
ining an advocacy organization that is completely focused on the needs of 
ers. Below are 7 specific points as to why supplier members (and not just 
rs) need to be on board as well. 

're taking certain action to protect the long-term financial health 
ur catalog client base, and you demonstrate an unwavering 

mitment to the catalog vertical. 
A’s work has resulted in higher circulation volumes than 

ld have been the case otherwise. 
r support is crucial in keeping the ACMA healthy enough to 
inue fostering greater catalog mail volume.  
r support for ACMA is a reminder to mailer members of the 
ices you make available to them and a constant reminder that 
are willing to bid for their business.  
 can cultivate your business relationships with cataloger 
bers and use your considerable influence through relations with 
S and other organizations to keep them mailing. 

 gain the chance to develop close executive relationships with 
ers, officers and thought-leaders in the catalog industry rather 
 just the purchasing agents. For the most part, the primary 
ber contacts from ACMA cataloger members are CEOs. 

ly, it’s no secret that marketing channels continue to shift to 
e and away from print. But that shift doesn’t have to be so 
re. Catalog postage is far less than it would have been if not for 
A’s advocacy. If we grow and are better supported, we’ll ensure 

e continues to be a catalog industry. Plain and simple: That gives 
more healthy customers and prospects to work with. 

Compelling Reasons to Join



American Catalog Mailers Association, Inc., P.O. Box 41211, Providence, RI 02940-1211 • 800-509-9514 
www.catalogmailers.org

ACMA’s Catalog Action Funds 

Support specific areas of ACMA’s program of work by providing much needed resources dedicated to a 
particular issue. The catalog industry’s Action Funds are segregated accounts held by ACMA, made 
available as a “war chest” to deploy on specific issues that impact cataloging, and thereby eliminating the 
time and effort needed to raise funds in the heat of battle. 

Please note that your contributions to ACMA Action Funds will not be used for any general ACMA 
“corporate purposes.” You do not have to be an ACMA member to donate. Rather, you are supporting our 
network of consultants on whom we depend to advocate for catalogs. These moneys only will be used to 
fund out-of-pocket expenses to impact the specific issues outlined in this document. Large volume donors 
may be considered for Steering Committees of each Fund.  

1. Postal Action Fund 
Provide resources for advocacy, research and promotion of a postal issue favorable to catalogers, 
including rates, regulations, mail use, and consumer promotions that keep mail affordable and 
effective for catalog marketers.  

2. Tax Action Fund 
Support ACMA’s policy positions on tax matters including support to favorable coalitions sympathetic 
to catalog marketers on sales/use tax, compliance and reporting, as well as documenting the cost of 
proposed changes to tax laws. 

3. Quill Defense Action Fund 
More narrowly focused than the ACMA Tax Action Fund (below), this fund challenges rogue states 
attempting to unilaterally rewrite exiting Supreme Court precedent by suing state governments 
seeking to unilaterally (and unlawfully) impose tax liabilities on companies that have no physical 
presence. By a strong offense at the state level that includes both legal action and public relations 
outreach, we hope to keep states from aggressively targeting remote marketers while a federal 
solution to the Internet Sales Tax debate is reached. 

4. General Action Fund 
Allow ACMA to respond to threats and opportunities that have not been previously identified, 
ensuring a resource base to address significant threats. 

Restricted Status: Each Fund is separately administered as restricted under the direction of the ACMA Board of 
Directors by the ACMA Treasurer and our association accountant. An elected Officer from the Executive 
Committee or the Board will authorize disbursements. Details on expenditures will be made available to any 
material contributor upon request. Restricted funds may be released only upon authorization of the benefactor or 
in the event the contributing entity is defunct, by vote of the ACMA Board. 

Use of Funds: Moneys from each fund may be used for hiring lobbyists, economists, attorneys, 
consultants, public relations or government relations personnel, conducting research or other surveys 
highlighting positions favorable to cataloging, supporting coalitions or other groups allied to our positions, 
paying for advertising aimed at influencing elected officials or other stakeholders, organizing grass roots 
outreach, education or advocacy in support of public policy positions or for other tactics favorable to ACMA 
policy positions. Money raised will not be used to support any political candidate or political party; these 
moneys must come from a Political Action Committee. 

              Last revised: May 2018



 
 

• 4imprint 

• Alexander & Company 

• ALG Worldwide Logistics 

• AmeriMark Direct 

• Arandell Corporation 

• Audio Advisor, Inc. 

• Barco Products Company 

• Barcode Warehouse 

• Baudville Brands 

• Belardi Wong 

• Black Forest Decor 

• Bluestone Perennials 

• Bluestem Brands  
(including Orchard Brands) 

• Brian Doyle Consulting 

• Canon Solutions America, Inc. 

• Caravan Tours 

• Catalog Design Studios 

• Catalog Marketing Economics 

• Charleston Gardens 

• Christian Book Distributors 

• Cigars International 

• Circa Lighting 

• CohereOne 

• Coldwater Creek Direct 

• Colony Brands  

• Colorblends 

• ComputerGear 

• Compu-Mail 

• Cornerstone Brands 

• Country Casual Teak 

• Crate and Barrel 
• CTA (Christian Tools of Affirmation) 

• D Cubed Group 

• DEPlabs 

• Donna Salyers Fabulous-Furs 

• Ecommerce Outdoors 

• Edmund Optics 

• Brad Ekiss 

• Epsilon  

• F. Curtis Barry & Company 

• Fairytale Brownies, Inc. 

• FitnessFinders 

• Fry Communications 

• FULLBEAUTY Brands 

• GaelSong 

• Gardens Alive! 

• Gardener’s Supply Company 

• GiftTree 

• Great American Business  
 Products 

• Hammacher Schlemmer 

• Hanover Direct 

• Harriet Carter Gifts 

• Healthy Directions 

• Healy List Marketing 

• Hemisphere Marketing 

• Hodges Badges Company, Inc. 

• Holts Cigar Co. 

• Horizon Paper 

• Intelisent 

• J. Jill 
• J.S. Eliezer Associates, Lindenmeyr  

Central 
Divisions of Central National Gottessman 

• Infogroup Media Solutions 

• iQor 

• J. Schmid Associates 

• Jockey International, Inc. 

• Johnson Smith Co. 

• K-Log 

• KBM Group 

• King Arthur Flour 

• Riley Kuntz 

• LSC Communications 

• Lett Direct 

• Littleton Coin Co 

• Liz Kislik Associates 

• Luxury Brands (including Ross-Simons) 

• The MAIL Group 

• Mackenzie Ltd  
(d/b/a Chesapeake Fine Food Group) 

• Magnetic Concepts 
(Covert Industries) 

• MARCO Promotional Products 

• MarketLab 

• Mason Companies 

• Monastery Icons 

• MCH Data 

• MeritDirect 

• Midland Paper 

• Nancy’s Notions 

• Natchez Shooters Supplies 

• NaviStone 

• NeoVox Global 

• New Pig Corporation 

• Northern Safety Company 

• Nueske’s Applewood  
Smoked Meats 

• Oracle Data Cloud  

• Oriental Trading Company 

• Orvis 

• PMX Group (formally Paradysz) 

• Path2Response 

• Paul Fredrick 

• pc/nametag 

• Peruvian Connection 

• PetEdge 

• Plow & Hearth 

• Positive Promotions 

• Potpourri Group 

• Quad/Graphics 

• Raymond Geddes 

• Resolute Forest Products 

• Revival Animal Health 

• Ripon Printers 

• S&S Worldwide 

• Sappi 

• See’s Candies, Inc. 

• Shades of Light 

• Silver Star (including Miles Kimball) 

• Soft Surroundings 

• Solisco Printers 

• Specialty Commerce Corp 

• Specialty Store Services 

• Sportsman’s Market/Sporty’s 

• Stark Bro’s Nurseries 

• StrategIQ Commerce 

• Store Supply Warehouse 

• Taylor Corporation  

• TC Transcontinental Printing 

• The Dingley Press 

• The Pond Guy 

• Touch of Class (Parke-Bell) 

• Trainers Warehouse 

• Travers Tool Co. 

• Uncommon Goods 

• Uno Alla Volta 

• Verso Corp. 

• Vermont Country Store 

• Vermont Teddy Bear Co. 

• Port Hawkesbury Paper Company 

• Wiland 

• Winston Brands 

• Yankee Candle 
 

Member Color Key: 
Catalog Mailer (90 = 65%) 
Supplier (35 = 25%) 
Consultant (13 = 10%)



ACMA’s Supplier Members 

While your ACMA remains a cataloger-driven organization, we couldn’t grow and 
accomplish all we do without the support of our supplier & consultant members. 
We encourage all cataloger members to always aim to work with fellow ACMA 
members from the supplier community. Below are brief explanations of each of 
our supplier & consultant members. (Please note that ACMA has edited down or 
beefed up the briefs here, which are taken from the suppliers’ own descriptions): 

Alexander & Co. is a consulting firm led by catalog veteran Jim Alexander, serving a 
myriad of catalog clients.  (no website)

ALG Worldwide Logistics developed the “Print - Media Logistics” management group 
to provide cost-saving and postage-reducing innovations to the marketplace. Committed 
to being the most process-sensitive provider, ALG’s product line of co-mailing, co-
palletization and destination entry services, among others, combines innovative 
technology with years of market experience to deliver the most practical solutions 
available. The firm provides management and co-production solutions to the catalog, 
direct mail marketing and periodicals marketplace.  algworldwide.com/print.html 

Arandell is viewed as a leader in print quality. What pushes Arandell above is 
everything that happens beyond the printed page by establishing meaningful 
relationships with its customers, listening to their specific needs and creating tailored 
solutions to achieve their marketing goals.  arandell.com 

Belardi Wong works with more than 250 premier commercial brands and non-profit 
organizations to launch, integrate, optimize and effectively expand their marketing 
programs. The company develops comprehensive strategies, breaking down marketing 
silos to help clients determine the next best way to invest their marketing budgets. Given 
its depth of experience and track record of proven success, the firm has also become 
the “go-to” agency for emerging brands, online retailers and wholesalers looking to 
expand their marketing reach by launching catalogs. The Belardi Wong team executes 
by being laser-focused on its mission to deliver revenue, profit and file growth for clients 
through originality and thought partnership.                         belardiwong.com



Brian Doyle Consulting LLC provides consulting services for businesses seeking to 
market directly to their customers. Drawing on more than 30 years of experience with 
premier direct marketing companies (B-to-B & B-to-C), the firm helps its clients by 
carefully listening to them and then suggesting changes in marketing strategy, new 
media and/or staff development.   (no website)

Canon Solutions America, Inc., a Canon U.S.A. Company, provides industry-leading 
enterprise, production print, and large format solutions supported by exceptional 
professional and technical services. With the combined technology offerings of Canon 
and Océ, Canon Solutions America helps companies of all sizes improve efficiency, be 
environmentally conscious, and control costs through high volume, continuous feed, 
digital and traditional printing, and document management solutions. Canon Solutions 
America is headquartered in Melville, NY and has offices across the United States.                           

www.csa.canon.com

Catalog Design Studios offers a complete suite of consulting services to meet clients’ 
creative challenges. The firm helps clients launch new catalog titles, reinvigorate 
creative staffs, lift demand, and offers up many other solutions. The company helps 
clients gain a fresh perspective, provide effective, actionable advice and helps capitalize 
on opportunities they may be missing.   catalogdesignstudios.com

Catalog Marketing Economics is a consulting practice focused on the core 
competencies of circulation planning for catalogs, project management of catalog 
circulation, analysis, planning and control of catalog campaigns, print specifying, 
negotiation and buying. (no website)

CohereOne Inc. is a full service multi-media direct marketing agency. The company 
understands its clients’ needs for a cohesive marketing approach, and combines 
forward-thinking, integrated strategies for print and digital media to increase clients’ 
sales, profits, and growth.  cohereone.com

Compu-Mail provides end-to-end direct marketing and business printing services to 
companies across the U.S. and Canada. The company’s services include direct mail, 
email marketing, data driven marketing with database management, statement 
rendering, and variable imaging.  compu-mail.com

DEPlabs is a technology consulting firm that provides innovative ways to help convert 
more of its online customers' web visitors from browsers to buyers. DEPlabs personnel 
strive to make customers' lives easier through operational and technology 
improvements. The firm makes wide use of its real world experience in deploying its 
products and services. deplabs.com 

The Dingley Press - In business since 1928, the firm provides high-quality catalog 
printing, binding, co-mailing, and distribution services from its Lisbon, ME facility. As a 
full-service catalog printer serving medium- to long-run catalog customers, Dingley 
brings value to its customers through its unique RIGHTSIZE™ catalog format, and 
sophisticated in-house co-mailing and distribution services.   dingley.com



Epsilon is an all-encompassing global marketing innovator. The company provides 
unrivaled data intelligence and customer insights, world-class technology and data-
driven creative, activation and execution. Epsilon’s digital media arm, Conversant, is a 
leader in personalized digital advertising and insights delivering digital marketing with 
unprecedented scale, accuracy and reach. Together, the companies bring personalized 
marketing to consumers across offline and online channels, at moments of interest that 
help drive business growth for brands. epsilon.com 

F. Curtis Barry & Co. is a consulting firm assisting catalog, eCommerce, retail and 
wholesale businesses since 1984 to achieve the best solution for their systems, 
warehouse, and inventory needs.  fcbco.com

Fry Communications houses over a million square feet of manufacturing space. Inside 
those buildings are nearly two dozen presses, over two dozen binders, a vast array of 
auxiliary equipment, several new technologies, advanced systems and just over 1,000 
employees. Fry is investing in the equipment, technologies and services that will define 
the future of publishing and distribution. It will be a future of more features, more 
channels, more efficiency and more wows. Fry remains a privately-held, family-owned 
company that has the strong financial resources to invest in the equipment and 
technologies its customers need.  frycomm.com

Healy List Marketing provides buyer-sourced direct mail lists for consumer catalogers, 
publishers, financial institutions and seminar providers with dollar driven transactional 
data. HLM's exacting standards, customer service and in-depth industry knowledge are 
examples of why it is a trusted supplier. With 68 mailing list products, the firm is always 
looking for ways to add value to its clients’ bottom line.              healylistmarketing.com

Hemisphere Marketing is a full–service catalog agency. Creating a strong catalog is 
part art, part science — a process driven by an experienced, accomplished team. The 
firm brings those pieces together with a proven approach that includes data-driven 
recommendations combined with catalog best practices.          hemispheremarketing.com

Horizon Paper is dedicated to the principle of representing both the paper mills and 
customers in a fair and equitable manner. The company’s primary goal is to deliver value 
and savings by sourcing or developing the highest quality products that meet our 
customers’ needs. Horizon Paper helps its clients decrease paper costs, reduce paper 
waste, control paper relationship, and offers world class paper management and 
analytical services.  horizonpaper.com

Intelisent offers marketing operations professionals strategic insights and services that 
help improve operational efficiencies and successfully run highly variable and 
personalized marketing campaigns. The firm employs a hands-on approach to deliver 
best practice-based solutions that serve as a catalyst for impactful business 
transformation. Offering expert advice in online and offline marketing production, cross-
channel integration and personalization, Intelisent provides smart alternatives to the 
usual solutions.     intelisent.com



Infogroup Media Solutions is a provider of innovative data sets and marketing solutions 
proven to increase customer acquisition and retention. The company empowers business 
and consumer marketing professionals with best-in-class, data-driven solutions in Digital & 
Multichannel Marketing, Revenue Generation, Strategic Insights, Database and 
Merge/Purge Services, and Print & Insert Media. Infogroup Media Solutions’ goal is to 
enable businesses to target the right customer with the right message at the right time by 
providing its clients with the most accurate, reliable business and consumer data insights 
and a complete, tailored solution.      infogroupmediasolutions.com 

iQor is a CRM solutions and services provider, using highly educated, English-speaking 
offshore personnel in conjunction with leading-edge technologies. This results in 
superior management, labor and technological resources, and outstanding customer 
service – all designed to sharply reduce clients’ operating costs while improving results.  

iqor.com

J.Schmid & Assoc. is a brand-driven direct marketing agency made up of industry 
experts who like this stuff maybe a bit too much. For over 30 years, the firm has solely 
focused direct marketing. From branding to catalog marketing and catalog design to 
multi-channel digital and print direct marketing, the company’s clients seek best 
practices and proven methods for attaining measureable results.   jschmid.com

J.S. Eliezer and Lindenmeyr Central are sister companies that provide procurement 
and advisory services to businesses using print as part of a multichannel marketing 
strategy. Lindenmeyr Central manages paper procurement programs for catalogers, 
retailers, publishers, and direct mailers; J.S. Eliezer provides prepress, print and 
distribution procurement consulting services and production management. Both 
companies are owned by Central National Gottesman, a leading global forest products 
company.        cng-inc.com

LettDirect is a consulting firm specializing in catalog and internet marketing, namely 
strategic circulation planning, demand forecasting, plan execution, internet marketing, 
and analysis. Other areas include pay-per-click marketing, search engine optimization, 
affiliate network management and a multitude of other direct and internet marketing 
related services. lettdirect.com

Liz Kislik Associates is a consultancy specializing in strengthening customer care and 
employee performance. The firm acts as a catalyst for positive change, providing 
perspective and assistance in expediting improvement, addressing sensitive situations, 
and developing long range plans for greater productivity and effectiveness.     lizkislik.com 

LSC Communications is a global leader in traditional and digital print, print-related 
services and office products that serve the needs of publishers, merchandisers and 
retailers. The Company’s service offering includes e-services, warehousing and 
fulfillment and supply chain management. LSC utilizes a broad portfolio of technology 
capabilities coupled with consultative attention to clients' needs to increase speed to 
market, reduce costs, provide postal savings to customers and improve efficiencies. 
Strategically located operations provide local service and responsiveness while 
leveraging the economic, geographic and technological advantages of an international 
organization.  lsccom.com



The MAIL Group offers fast, accurate and cost effect processing for your catalog 
requests, special projects, personalized postcards and the required state tax 
notifications. The company’s quality control and attention to detail make it less of an 
outsource and more of an extension of clients’ business, a partner.         themailgroup.com

Market Chord Direct Group’s core business is helping clients achieve multichannel 
marketing success through improving individual channel performance and then 
combining channels to generate the best total result. Managing multiple channels of 
marketing has become a complex balancing act of investment choices. Market Chord 
has spent more than 20 years in direct marketing developing expertise in B2B and B2C 
marketing through all direct response channels.   marketchord.getbarley.com

MCH Strategic Data’s services range from data purchases, licensing, easy-integration, 
hygiene, and analytics. The company’s passion for accuracy has fueled its ability to 
innovate and revolutionize the institutional data business. MCH also provides a 
consultative approach to meet its customers’ needs. mchdata.com

MeritDirect is the leading provider of global omnichannel solutions, offering integrated 
marketing through a wide array of products and services. Omnichannel marketers achieve and 
maximize superior return through MeritDirect’s solution portfolio: Database Marketing Audience 
Targeting, Data, Digital + Omni-Channel, Marketing Databases, Account Based Marketing and 
Demand Management, BI + Analytics and International Solutions.   meritdirect.com 

Midland Paper Company is a provider of commercial printing paper, publication paper, 
specialty paper & film, packaging supplies & equipment, and facility supplies. Midland 
serves the printing and imaging markets with value-added solutions and just-in-time 
inventory platforms supported by knowledgeable sales and customer-care specialists. 
Midland’s National division's consultative approach benefits catalogers, retailers, direct 
marketers, book and magazine publishers with unique solutions to their specific needs.            

         midlandpaper.com

NaviStone: By unlocking addressable audiences, NaviStone helps brands convert web 
browsers into known, direct mail customers. NaviStone does this by identifying website 
visitors who have “raised their hands” or shown intent to buy, modeling through 
proprietary algorithms to ensure intelligent marketing in all stages of the buyer’s journey 
and the distribution of individualized direct mail within 24 hours of the existing customers 
and prospects visit to your website. All of this is done in a privacy compliant way.  

  navistone.com

Oracle Data Cloud delivers a rich understanding of consumers across both digital and 
traditional channels based on what they do, what they say, and what they buy enabling 
leading brands to personalize and measure every customer interaction and maximize 
the value of their digital marketing.        oracle.com

PMX Agency is an integrated marketing agency that leads with an insight-driven, 
consumer centric approach to clients' programs. With a history steeped in brand and 
performance marketing, the company combines an intuitive knowledge of the consumer 
experience with customized, scalable strategies that address clients’ most pressing 
business challenges, across: analytics, SEM, display, SEO, content, social, email, direct 
mail, creative, website development, and performance management.        pmxagency.com



Path2Response combines an experienced team with untapped data sources, the latest 
open source technology and leading-edge data science to deliver improved marketing 
ROI for our client partners. Our transformational cooperative data platform powers 
customer acquisition and retention in both offline and online channels. path2response.com

Port Hawkesbury Paper's goal is to continually exceed customers’ expectations 
through a commitment to responsive, personalized service along with reliable and 
competitive products in the commercial printing and publication paper markets. The 
company offers the customer service and attention detail that is often overlooked by 
larger mills. By remaining flexible in its manufacturing, the firm delivers what its 
customers need – quality paper and fast, on-time delivery. westlinnpaper.com

Quad/Graphics leverages its strong print foundation as part of a much larger, robust 
integrated marketing platform that helps marketers and content creators improve the 
efficiency and effectiveness of their marketing spend across offline and online media 
channels. With a consultative approach, worldwide capabilities, leading-edge technology 
and single-source simplicity, Quad has the resources and knowledge to help a wide 
variety of clients in multiple vertical industries, including retail, publishing and healthcare. 
Quad provides a diverse range of digital and print and related products, services and 
solutions from multiple locations throughout North America, South America and Europe, 
and strategic partnerships in Asia and other parts of the world.     qg.com

Resolute Forest Products is a global leader in the forest products industry with a 
diverse range of products, including market pulp, wood products, tissue, newsprint and 
specialty papers. The company owns or operates over 40 pulp, paper, tissue and wood 
products facilities in the United States, Canada and South Korea, as well as power 
generation assets in Canada and the United States. Marketing its products in close to 80 
countries, Resolute has third-party certified 100% of its managed woodlands to 
internationally recognized sustainable forest management standards.          resolutefp.com

Ripon Printers serves small to mid-sized catalog marketers and publishers, producing 
catalogs, direct mail, directories, manuals, and soft-cover educational products. Founded 
in 1962 with just 13 employees, Ripon Printers now employs more than 340 equipped 
with the latest technologies from premedia through fulfillment and distribution. Linking 
the company’s capabilities together is an obsessive devotion to customer delight that 
places client satisfaction above any other business goals.    riponprinters.com

Sappi North America’s passion for paper can be traced back over 150 years and is 
what guides it today. The company is a market leader in converting wood fiber into 
superior products that customers demand worldwide. The success of its four diversified 
businesses — high quality Coated Printing Papers, Specialty Packaging, Specialised 
Cellulose, and Release Papers – is driven by strong customer relationships, best-in-
class people and advantaged assets, products and services. Sappi also takes a holistic 
view of its environmental responsibilities — from harvest through manufacturing, 
distribution, end use, recycling and disposal — infusing environmental and social 
responsibility into its paper, processes and people. Sappi is a subsidiary of Sappi 
Limited, a global company with more than 12,000 employees and manufacturing 
operations in over 100 countries worldwide.  sappi.com 



Solisco Inc. Printers: From content strategy to high-definition printing of upscale 
magazines, catalogs, and promotional flyers, Solisco’s team of 400 experts aims to 
make its clients’ marketing initiatives stand out from the crowd. For the past 25 years, 
Solisco’s state-of-the-art equipment and efficient technology have been helping clients 
make their mark. solisco.com

StrategIQ Commerce offers an integrated cross-channel approach that considers a 
product’s entire journey, from manufacturing to final destination, including returns. The 
company connects enterprise data to create greater visibility and understanding, keen 
decision-making and nimble processes. Its clients see their margins increasing, their 
efficiency rising, their predictions more accurate. They create more sophisticated 
customer experiences and improve engagement with their brands. They’re smarter, 
leaner, stronger.     strategiqcommerce.com

TC Transcontinental Printing - Founded in 1976, the firm has grown steadily over the 
years to become the largest printer in Canada and the fourth largest in North America. 
TC is the Canadian leader in marketing activation, featuring innovative print solutions 
combined with multiplatform strategies that generate results. The firm serves key 
audiences including catalogers, book, magazine and newspaper publishers, as well as 
retailers, marketers and their advertising agencies.   tctranscontinental.com

Verso Corp. is a leading North American producer of printing papers, specialty papers 
and pulp. The firm offers a broad selection of high quality printing papers for all types of 
printing applications, including commercial printing, media and marketing applications. 
With paper mills strategically located near top industry printers across North America, 
Verso provides expert customer support, on-press technical service, and innovative 
product and service solutions that bring added efficiency, productivity and results straight 
to its customers’ business.  verso.com

Wiland, Inc. helps multichannel retailers improve marketing ROI, grow revenue, and 
achieve new profit peaks. Leveraging its massive database, innovative analytical 
methodologies, and advanced technology, Wiland works to maximize the value of 
existing customer relationships, while providing highly responsive prospect audiences 
that produce superior long-term profits. wiland.com 



 
 

 
 

Members of Congress Facility Tour Checklist 
 

1. Confirm Info 

 Who should the company’s point of contact be in arranging the 
visit? 

 What type of function does the company’s facility in the state or 
district perform (eg: HQs, fulfillment center, call center, etc.)? 

 How many people does the company employ in the state and/or 
district? 

 What would be some good dates for the Senator and/or 
Representative to visit? 

 Would you be comfortable with the media covering the event? 

 Would you be comfortable with the ACMA writing about this event? 

 Is there any additional background information that the Senator 
and/or Representative and his staff should be aware of? 

2. Send Meeting Request to Scheduler 

 Note: Depending on the office’s staff structure, the scheduler may 
be in their state/district office or in their Washington, DC, office. 

3. Reach Out to State Staff 
4. Confirm Date of Visit 
5. Brief employees 

 Dress code 

 What to say and what not to say 

 Potential photo opportunity 
6. Work with Senator and/or Representative’s office to coordinate press 

strategy 
7. Questions? 

 ACMA member help line: 800-509-9514 or 
staff@catalogmailers.org reaches full ACMA staff for immediate 
action. 

 

mailto:staff@catalogmailers.org


Frequently Asked Questions: 
Your Business’s Political Involvement 

Q:  Why do this? My voice won’t matter … 
A:  Actually, you’ll be surprised at how much impact you can have. While the amount of 

feedback Members of Congress (MOC) typically receive depends on the issue and its 
scope, the numbers are much more modest for most “special interest” matters (eg: 
those likely to affect an industry or business). A half-dozen quality communications can 
translate into “fistfuls of letters” on the floor, and 50 or so quality communications might 
be translated as “my constituents are screaming about it.” 

Q:  I don’t like politics / I think the political process is broken / We don’t get involved in 
political issues … 

A:  This is a little like saying “I don’t care about my future.” The American political process 
is far from perfect, but the system depends on individuals’ participation to work. The 
less politicians hear from “regular working Americans,” the more likely they take 
positions that do not represent mainstream thinking. In fact, it’s our belief that politically 
inactive top managers are not doing their job properly – they are not being effective for 
stockholders, employees or anyone dependent on their companies’ future – as they are 
not doing everything they can to manage the external environment.  

Q:  Our politician is Democrat (or Republican) and I am not … 
A:  This is not about supporting one party or another. This is about getting what one needs 

from lawmakers to have a successful enterprise. Some effective contacts can actually 
be from constituents registered to the other party as it gives the politician a chance to 
earn a new supporter. Some successful business advocates are registered 
independents. The political process serves everyone, not just party members of elected 
officials. 

Q:  We don’t have time for this … 
A:  It need not require extensive resources or time. It is about doing the right thing at the 

right time, however. ACMA can help you leverage your capabilities most efficiently. 
Plus, think how much time gets eaten up responding to a Washington-based crisis. 

Q:  Who should do this? 
A:  Ideally, every employee of the company. Realistically, the more the merrier, but top 

management / ownership is critical to credibly relay the economic impact or “jobs” 
argument. Depending on your company’s structure, a plant manager or facility GM is 
the senior-most representative locally. Top-to-top meetings between CEOs and MOCs 
are very impactful. The best outcome would be to leverage the entire workforce from 
ownership to distribution center floor, including suppliers, customers, unions, family 
members, etc.  



ACMA has some experience leveraging these constituents in a non-partisan efficient 
manner. We can help design an appropriate program for your company to inform, 
motivate and direct action on issues that affect all stakeholders connected to catalogs. 
Please contact us for more information or to take action.  

Q: Is this going to cost me? Do I have to give money? 
A:  Yes and no. Money is never required as a condition to expressing your political wishes, 

nor is the giving of money tied to access. On the other hand, the political process does 
not work without money. That’s the reality. Political donations do get attention. 
Politicians know who their supporters are. We would be happy to discuss specific giving 
guidelines you may want to consider. Note: By law, all political contributions must be 
from personal funds and not company funds. Contributions are not tax deductable. 

Q:  If my politician doesn’t vote my way, I am not giving anything … 
A:  Be careful of tying your monetary support and an elected official’s vote on any particular 

manner. Not only might it be considered bad form, it could also come off as bribery. It is 
understood that you will not continue to support a politician aligned with your positions. 
Do not threaten or tie support to this. 

Q:  Where do I get help or more information? 
A:  We are happy to help both members and non-members get politically connected and 

active. Call 1-800-509-9514 or email action@catalogmailers.org. More information is 
also available at www.catalogmailers.org.  

© 2018 American Catalog Mailers Association, Inc., All Rights Reserved. Unauthorized use without prior permission from the 
American Catalog Mailers Association is illegal and will be prosecuted.  

------------------ 
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The American Catalog Experience: 
Catalog Marketing’s Social 

Importance to American 
Consumers & Culture  

 

Catalogs Bring A Variety of Good to Americans 
 

Overview 
 

The catalog industry has a wide-sweeping impact on American culture, well beyond the 
economic benefits of employing millions of people, paying millions in federal, state and local 
taxes, and conserving energy and natural resources. The American catalog experience has 
significant and important social benefits to American culture and consumers.  
 

Catalogs are Good for American Consumers and Our Quality of Life 
 

 Catalog shopping is convenient and available 24/7/365 from one location accessed by 
mail, telephone or online. Oil consumption, traffic congestion, and parking are not 
factors.  

 Catalog shopping is unconstrained by geography, thus eliminating physical and distance 
boundaries. Catalogs put a world of products in the hands of Americans.  

 Catalogs allow instant service whenever and wherever people wish to shop. They are 
accessed anywhere, home or business.   

 Catalogs define “universal access” for merchandise and commerce.  

 Catalog shoppers consistently report it is easier to get detailed product knowlege and 
excellent customer service over the phone than elsewhere (or even to find a sales 
associate). There is usually no or little waiting time to get help. 

 Catalogs fight the homogenization of products driven by retail consolidation (“the Wal-
Mart-ization of America”). Retail economics force aggressive rationalization of 
merchandise assortment. If retailers do not sell a high number of pieces per individual 
store, they cannot exist. If catalogers, who usually offer a much broader assortment, do 
not sell a high number of pieces nationwide, they cannot exist. Retail and catalog are 
different business models and both are important for the growth of the American 
economy.  

 Catalogs create an easy way to comparison shop without necessitating multiple trips to 
different stores.  

 Catalogs make sending a birthday, holiday or special occasion present to anyone, 
anywhere a convenient pleasure, helping Americans stay connected in an increasingly 
mobile society.  

 Catalogs allow people to shop for potentially embarrassing products in the privacy of 
their own home without worrying about being out in public — for instance, a cancer 
patient buying a wig, or consumers buying unusual or plus-sized clothing in the privacy 
of their home rather than in public at stores. Personal hygiene, medical and disability-
related products are frequently purchased from catalogs for enhanced privacy.  

 Some of the specialty products sold by catalogs includes diabetes-related products, 
organic products, business productivity tools, pharmaceuticals, and other specialized 
goods for which a ready retail market might not otherwise exist.  

 Catalogs contribute to the quality of life by providing a convenient, fun, compelling 
leisure time experience. Recreational shopping is an important pastime for many 
Americans.   
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 Catalogs remain part of a shared experience in America that remains relevant, human 
and enjoyable in the increasingly impersonal age of ecommerce and electronic media. 

 Catalogs form part of our collective experience. Who doesn’t remember the childhood 
pleasure of paging through the often-remembered Sears Wishbook catalog?  

 

Catalogs are Good for the Environment 
 

 Catalogs may be America’s biggest carpool.  

 Catalogs have a low carbon footprint and are becoming more environmentally friendly 
every year. Yes, catalogs use paper, but the modern advances in forestry management 
have made trees a sustainable crop. In fact, there are more trees in North America today 
than there were at the time of Columbus’s voyage. Plus, advances in the recycling of 
paper continue to develop and it takes 60% less water and energy to make recycled 
paper than to break lignin into virgin fiber. Please see CatalogMailers.org for more 
information on Catalogs and the Environment. 

 Catalogs make the phone ring, a nearly environmentally neutral communications method 
in a society increasingly aware about ways to cut our carbon footprint.  

 With very few exceptions, catalog companies demonstrate responsible mailing practices, 
honoring consumer demands concerning mailing frequency, contact methods, and 
individual consumer needs and wishes. Catalogers are, by the precise and stringent 
economics of cataloging, self-regulating, and cannot afford to do otherwise.  

 

Catalogs are Good for the Economy 
 

 Catalogs stimulate consumer demand, both for direct and retail, fuelling the largest 
engine of economic activity we have. 

 Catalogs are highly targeted and merchandised to meet specific consumer interests and 
needs, thus representing an effective and efficient marketing channel to maintain and 
strengthen American competitiveness.  

 Catalog brands have a long-term relationship with Americans that is part of the shared 
American experience. The ability to come back to trusted brands and companies for the 
things we need, knowing the consistency and helpfulness we will find as consumers can 
be relied upon again and again. This is a high ideal of American commerce.  

 The robust American catalog shopping expereince allows for a shift in power from the 
retailer to the consumer.  

 Catalogs are mailed predominately to willing customers who may have a pre-existing 
relationship with retailers, or to those consumers who have requested a catalog from a 
company they are interested in shopping with, or to other “opted-in” consumers who 
have expressed interest in receiving marketing information or specific offers.  

 Catalogs help small businesses succeed. 

 

Catalogs Encourage Small Business 
 

 Catalogs allow many small businesses to quickly and efficiently access specialized 
products that keep them competitive despite their niche focus, small scale or remote 
location.  

 Catalogs efficiently and effectively serve niche avocations and vocations, serving 
Americans and allowing these businesses to be productive at a lower cost of operations. 
They help “level the playing field” with larger companies that have more extensive 
sourcing operations.  

 Catalogs provide an important distribution option for small- and medium-sized 
manufacturers, importers, wholesalers, inventors and designers, all of whom do not have 
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the scale, sophistication or capital to sell their products to the “Big Box” retail giants, 
which demand prices that are impossible to meet.  

 Catalogs provide a national market test for new products and the discovery of small 
niche market opportunities that would otherwise require large budgets and sophisticated 
deployment. This creates greater innovation and broader consumer solutions than would 
be possible otherwise. For example, the electronic thermometer, which is now a 
standard for families with newborns, was developed in exactly this manner.  

 Catalogs provide a national audience for small companies and start-up operations, 
helping keep small business as the largest creator of jobs in our economy.  

 

Catalogs are Good for Disadvantaged and Rural Americans 
 

 Catalogs can be the only alternative for shut-ins, infrimed, handicapped, elderly or those 
with limited mobility.  

 Catalogs provide viable shopping venues for rural citizens who live too far from stores. 

 Catalogs provide the older population with well-being benefits. The regular contact with 
letter carriers and delivery service providers who deliver packages to the home reduce 
the sense of isolation and provide beneficial human contact and a “safety-net,” helping 
seniors stay connected to the community and creating a sense of normalcy so critical to 
well-being and mental health.  

 Catalogs enable people to lend a helping hand to those they do not know, including the 
poor, destitute or imperiled throughout the world (consider, for example, Heifer 
International, CARE, NWF or other nonprofits that have catalog businesses).  

 Catalog companies do not have to be located in urban centers and can instead create 
quality jobs for rural America. High-employment catalog companies are found in 
locations such as Freeport, Maine; Dodgeville, Wisconsin; Dyersville, Iowa; and many 
other remote locations.  

 

Catalogs, Their History, and Their Role in American Commerce 
 

 Interstate commerce developed because of catalogs.  

 Rural free delivery was spurred on by catalogs.  

 Parcel Post developed the required scale due to catalog shipments.  

 Early catalog brands were among the first to have a national identity.  

 More than half of America shops via catalogs.  

 Catalogs allow marketers to have a national footprint without being a mass merchant, 
having helped develop the idea that we can have national brands without the 
requirement to open stores in every state.  

 Baby Boomers buy more from catalogs — per capita — than any other generation.  

 Catalog use increases with the age of the consumer, particularly pertinent in “the graying 
of America.”  

 Catalogs provide important content to keep mail relevant and welcome in the household. 

 Cataloging did $270 billion in sales in 2006 and supported more than 20,000 different 
firms, as well as thousands of supplier companies and service vendors.  

 Cataloging economics fundamentally changed in 2007 following a massive postage 
increase. This spurred industrywide experimentation to reduce mail volumes, which fell 
nearly 35% within less than five years. Catalogers have worked to perfect non-mail 
marketing techniques in sync with their print catalogs, which they still heavily rely on.  
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Catalogs and the Internet 
 

 As a whole, catalogers were pioneers in the use of the Internet for the sale of products 
and services to consumers and businesses. 

 By in large, catalogers receive about half their orders online depending on the product 
category and demographic they serve—yet the paper catalog is responsible for 
generating more than half a company’s online sales (some companies report it is 
upwards of 90%). The symbiotic relationship between the paper catalog and online 
technology yields greater convenience for everyone from single, working moms to full 
families, to the elderly, to the physically handicapped, further driving social and 
environmental benefits, time and efficiency.  

 Catalogs are also drivers of retail traffic, promoting commerce, jobs, and convenience for 
brick and mortar retailers.  

 With rare exception, every cataloger has sophisticated e-commerce deployment, making 
full use of all established and most emerging, technologies. 

 Catalogers largely do not distinguish between mail and Internet as business objectives. 
They see it as being about communicating with people in the way they want to be 
reached via media consumers already use. It is also about using the most efficient and 
desirable means possible to stay in touch with customers. The combination of the 
catalog plus the Internet creates a very powerful marketing and distribution system that 
impacts and improves lives.  

 Catalogs establish brands then extend those brands’ reach to the Internet, offering 
Americans hard-to-find products at value-based pricing.  

 Catalogs help consumers feel confident about online purchases. Catalog merchants 
have a long and protected tradition of honoring their commitments as responsible, 
customer-oriented, integrity-driven businesses.  

 Catalogs prompt people to tell others through social media (i.e., blogs, Twitter and 
Facebook) about the products that inspire. This “viral” effect of community and 
commerce has multiplicative financial and emotional benefits. It also increases 
consumer satisfaction and marketer responsiveness by providing a ready forum for 
customer comments, reviews and feedback.  

 Catalogs provide an alternative transactional method for those Americans concerned 
about online privacy or transactional safety.  

 Catalogs still have the highest order response of any vehicle available to direct 
marketing. Consumers ”vote with their feet." This indicates that a great deal of value is 
put on the receipt of a catalog that creates a residual benefit for both online commerce 
and the American economy.  

 

Conclusion 
 

Since the mid-1990s, many experts have predicted the extinction of the printed catalog. 
However, until the double-whammy of the huge postage increase of 2007 and the Great 
Recession of 2008-2009, catalogs in America continued to thrive, aided and enhanced by 
the maturation of Internet marketing. As both the general economy and postal rates have 
settled down, it’s been proven that “rumors of catalogs’ demise” continue to be over-stated. 

 

With catalogers’ continuously responsive use of recycled paper and tree replanting, as well 
as their close attention to self-regulation, this responsible industry is primed for greater 
growth going forward. 

Last revised: April 2016 
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Grassroots Guide 
Local Outreach Package for ACMA Members 
Make Your Voice Heard in Your Community 

Introduction 
Legislators have a say in everything that affects your life and job: postal policy, health care, 
retirement, privacy, taxes, you name it. Important decisions such as these should not be made 
without input from those who are directly affected by those decisions. 
The success of the catalog industry depends on a network of committed industry members 
like you — individuals who educate themselves on the issues and contact their legislators to 
reinforce the efforts of the professional organization and lobbyists working on catalog issues. 

Your ACMA staff and professional lobbyists maintain a constant presence in Congress. We 
meet legislators, monitor committees, and are part of the process on a daily basis.  However, 
we are most effective when backed up by constituents contacting their legislators directly with 
a consistent, mutually-reinforcing message. Elected officials listen to the citizens who put 
them in office.  Here is how you get involved and make a difference! 

Keys to Effective Grassroots Lobbying 
Preparation prior to contacting your legislator is vital to effectively lobbying on specific 
legislation. 

1. Know your legislators: Who are they? How many terms have they served? How 

have they voted in the past on postal and other issues of concern to your catalog 

business? Are they sponsors of relevant legislation?  What committee(s) has the 

legislation been referred to? Who are the chairman and members of those 

committees? Also, to figure out who represents each location where you have 

employees, visit www.capwiz.com/printing/home

2. Know the “Ask”: When discussing specific legislation, you will need to know the 

number of the bill and short title.  If you’re ever unsure about this, always feel free to 

ask ACMA staff. Be concise about what you are asking the member to do for you. For 

more up to date information visit the U.S. Postal Service website at: www.usps.com. 

And for the most recent rulemaking updates visit the Postal Regulatory Commission 

site at www.prc.gov . 

3. Build coalitions with community groups alligned with your positions and organizations 

such as your local Postal Customer Council (PCC) chapter. (Visit 

https://www.usps.com/business/local-pcc.htm  for information on PCCs.) Compile a list 

of groups likely to join forces on an issue, including well-known individuals who 

generally support similar Postal and Tax reforms. Discuss possible coalitions with 

ACMA staff to make sure their position is appropriately aligned with cataloging.

http://www.capwiz.com/printing/home
http://www.usps.com/
http://www.prc.gov/


Contacting Your Legislator 
Making contact with legislators following your preparations can be effectively accomplished in 
a number of ways.  

1. Face-to-face meetings with legislators or their legislative aides are often the most 

effective means of explaining your position on an issue and seeking their support.  

They help legislators “put a face on the issue,” on the company you represent, and 

could help to develop a long-term, mutually-beneficial relationship with them.  

These meetings can be arranged in their local offices in your district or in their 

office in Washington, DC. Legislators are generally in their home districts Friday 

through Monday or throughout the weeks when Congress is out of session. You 

can find the schedule for both the House of Representatives and the Senate at

http://thomas.loc.gov/home/schedules.html. The following guidelines can aid in 

effectively talking to legislators. 

 Be professional, showing courtesy and respect when asking legislators to 

support the catalog industry and your business. 

 Introduce yourself, even if you’ve talked with these legislators before. 

 Be concise.  Get to the point in a friendly, yet brief, manner.  Stick to one issue 

and avoid diluting your message by talking about a variety of subjects. 

 Be reasonable and honest.  Don’t argue or debate.  Give them the facts in a 

clear, concise manner.  If you are asked a question you don’t know, tell them 

the truth and that you will get them the information. 

 Be consistent, ensuring the message being conveyed is the one agreed upon 

by the ACMA. 

You could also invite your Member to visit your facility rather than going to the district 
office.  Be prepared to provide the office with information on your organization, the 
number of employees you have in the Member’s district and the impact their actions on 
postal, tax, privacy or any other key external issues have on you, your company and 
your employees. 

2. Email and Letter writing are both effective means of grassroots lobbying. Email is 

a very effective lobbying tool because one email can reach many of the legislators 

in a matter of seconds.  The legislators may have to cast a vote on pending 

legislation immediately, making it imperative they hear from their constituents 

quickly, leaving no time for the traditional letter to be sent.  A few key rules should 

be followed when emailing or writing your legislator.

 Email or letter? Letter writing can be seen as a more personal touch, but don’t 

rely on a postal-delivered letter if the matter is urgent. All mail sent to the Hill 

since 9/11 undergoes intense extra processing for toxins (eg: anthrax) and it can 

take upwards of two to three weeks before reaching your Member of Congress. 

 Identify yourself, using your full name and title (if pertinent), address and 

phone number. Identify the business you are affiliated with, and any impact you 

http://thomas.loc.gov/home/schedules.html


may have on the state or district (i.e. number of employees and facility 

locations).  

 Be direct and to the point, using specific bill numbers/titles. Do not ramble; be 

concise, then expand as needed. Make it clear what you want - to vote in favor 

or against specific policies, amendments or bills. 

3. Phone calls can be used as both an initial contact and as an effect follow-up to an 

email or visit. The following are effective and easy tips for phoning your legislator.

 Prepare by making a list of points you want to make during the conversation.

 Identify yourself to the person answering the phone using your full name and 

location in the district – it is important that you establish you are a concerned 

constituent. 

 Ask to speak to the staff member who is handling postal, tax or the 

particular policy you want to discuss. When leaving your message with 

staff, include specific information about your request or position on a bill. If the 

legislator is on your side, express appreciation for his/her support. 

 Always be courteous, concise and consistent and remember to thank the 

legislator or staff for their time.

4. Follow-ups are always crucial. Make one after every contact with your legislator.  
Always follow up a meeting with a brief thank-you note and any additional material 
they may have requested.  After a vote or positive legislative action, follow up with 
a letter expressing thanks or disappointment.
 Send a thank-you letter to the legislators for their time.

 Follow up a personal visit with a phone call, email or letter reiterating your 

key points.

 Following a vote, contact your legislator expressing thanks or disappointment 

with the outcome.  Remember, legislators are always focused on their re-

election. As a constituent, it means a lot when they know you are following their 

actions.

 Additional information legislators have requested should be delivered to them 

as quickly as possible.

 Keep in contact with your legislators.  They want and need to know the 

effect of their actions and if their actions were popular and supported by their 

constituents. 

 Notify the ACMA, and any coalition of which also you may part of, about your 

activities, planned events, and responses you receive from the legislator.  

Notification can be sent to action@catalogmailers.org. This allows ACMA to 

make sure the message is being listened to. A constant flow of two-way 

communication is essential to successful grassroots lobbying.  

Establishing a Relationship 
Members of Congress (MOC) typically have many different interests pulling at them one way 

or another on a given piece of legislation. While no MOC wants to disappoint any constituent, 

mailto:action@catalogmailers.org


the reality is that sometimes they much choose whom to disappoint. MOCs who have strong 

relationships with constituents often decide in favor of the positions of those closest to them.  

Work at building a close relationship with your MOC. Here are some ways to accomplish this: 

1. Be consistently in touch: Some constituents only take the time to work with their 

MOC when they want something. A better way to manage the relationship is to be 

consistently in touch over long periods of time. 

2. Work on the MOC’s re-election committee or campaign: Politicians must be re-

elected in order to serve. Not only may you have the opportunity to work with your 

official “shoulder to shoulder” on a campaign stop, but they also notice those 

constituents who make the effort to get involved.

3. Donate: The reality of the political system is that it takes resources to win an 

election. Those who donate are noticed. 

4. Attend fundraisers: Find out about events your member is attending and 

participate.

5. Attend town hall meetings: MOCs often hold town hall meetings in their district to 

engage in conversations about critical issues. Attend and participate. You may 

even get a chance to speak on the issues that matter to you.

More Information 
See ACMA’s FAQs on Political Involvement or email action@catalogmailers.org for more 
information. 

© 2018 American Catalog Mailers Association, Inc., All Rights Reserved. Unauthorized use without prior permission from the 
American Catalog Mailers Association is illegal and will be prosecuted.   
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ACMA ANTITRUST STATEMENT 
 
The American Catalog Mailers Association (ACMA) is an industry trade association 
incorporated as a not-for-profit to advocate for the economic, regulatory and public 
relations interests of the catalog industry. Its prime function is to serve the unique 
collective interests of catalog mailers as a whole, not to advance the interests of any 
individual cataloger or supplier to the catalog industry. To accomplish this broad-
based industry representation and advocacy, ACMA brings together representatives 
from the catalog industry and its suppliers who are or might be competitors. 
 
ACMA engages in no activity that might result in the restraining of competition among 
its members or others in any manner. The ACMA Board, through this statement of 
policy desires to make it clear that it is unequivocally committed to the principles of 
competition as prescribed by the antitrust laws and the strict compliance by its 
members of those laws. To memorialize this, the Board of Directors has adopted an 
Anti-Trust Statement that will be referred to at each ACMA meeting or event and to 
which all members of ACMA must adhere. 
Any propriety data collected by the ACMA will be handled only by paid staff who are 
not permitted to release individual company information to any member. All 
information gathered for the statistical reporting of industry activity will be presented 
in aggregate form only; no individual information will ever be released in public or to 
any individual party. Should this ever be gathered, information on member sales 
volumes, postal and mail plans including total postage paid, pieces mailed and other 
proprietary specifics will be used only for the purposes of advocacy or membership 
census. Each staff member with access to this data is required to sign both the 
ACMA Anti-Trust Statement and ACMA Non-disclosure agreement. 
 
It is the responsibility of every ACMA member to be guided by ACMA’s policy of strict 
compliance with the antitrust laws in all ACMA activities and meetings. It is the 
responsibility of officers and committee chairs to ensure that this policy is known and 
complied with in the course of activities under their leadership. 
Antitrust compliance is the responsibility of every member, and violation of the Code 
of Conduct – Antitrust Compliance will be cause for immediate suspension of the 
violator from membership in the Association. 
 
Adopted: May 2007          
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CODE OF CONDUCT-ANTITRUST COMPLIANCE 
 
The following rules are applicable to all ACMA activities. They shall be observed in all 
situations and under all circumstances without exception. 
 
1. ACMA’s Antitrust Statement shall be distributed and read to the meeting attendees 
prior to opening any session. 
 
2. No ACMA activity or meeting shall be used for the purpose of bringing about or 
attempting to bring about any understanding or agreement among competitors 
regarding prices, term or conditions of sale, distribution policies, costs or production, 
territories covered or customers served. 
 
3. No ACMA committee or group shall undertake any activity, which involves the 
exchange or collection of any information regarding prices, pricing methods or costs 
of production, sales or distribution. 
 
4. DO leave any meeting where improper subjects are being or will be discussed. 
 
5. DO seek legal advice from your own organization’s counsel or from ACMA's legal 
counsel if you have questions about the antitrust laws or your responsibilities under 
these laws. 
 
Modified: July 2017                                  
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