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Agenda e

Lettermail — Key Strategic Thrusts & Future Ambitions

Lettermail Changes for 2008

Setting a Path to Success e

Mandate

Defend and Grow Lettermail through increasing its relevancy,
perceived and actual value.

Mission

Lettermail will be accepted and leveraged based upon its value to
businesses and consumers not solely on its regulated necessity or
exclusive privilege.




Lettermail Life-cycle — Where are we?
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1) Increase Awareness & Enhance Perception of Value & Quality

Market Investment Response
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Understanding the opportunity e

= What makes a Great Statement?
A Great Statement is an invoice, a bill or an T T R
account statement that has been designed to
achieve maximum impact. ‘ [

= A Great Statement is a communications tool that
builds the business-customer relationship.

» Statements are a monthly one-to-one meeting
with your customer

= Statements are an excellent way to build loyalty
with your existing customers? ———=

=
*What are the advantages of a Great Statement? il =
- — b e
= Increase revenues - m—
Decrease overhead costs M 2
Improve the overall customer experience

= Enhance the corporate brand
= Build customer loyalty.
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First Steps...

Recognize Leadership & Promote to
Marketers

- Canada Post has created with CMA a Lettermail
Award

= Recognizes Canadian businesses who redesign their business
to include on.

+ Based on criteria outlined in Great Statements whitepaper

« Developed multi-media “Take the Test” tool
Make a Great

- Developed case studies — ongoing Statement
« Advertising campaign and website to promote Executive Forum
‘Great Statements’ to Canadian business
community Date: November 15, 2007
+ Make a Great Statement Executive Forum ;ulr:;:: i:Km; éﬁ‘a?

Keynote Address by:

Don Peppers
Author — One-to-One Marketing

2) Create a Stronger Commercial Experience

Enhancement Response
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Seamless Induction: Current Induction Processes e
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Key Themes for Seamless Induction e

Minimize
~Increase in-stream automated verification processes.

ﬁ [-Align depth of verification to match inductor profile.

-Get mail off the dock faster.

-Create datatransfers from customer to Canada Post.

Increase .
>Minimize time for mail on the dock.

just-in-ti Js induction.

v

3) Introduce new value added applications, channels & solution e
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Visibility in the Mail e

Rationale for offering Intelligent Services
- The world market is changing for Canada Post
« A More Sophisticated Market
« New Communication Alternatives
« Increased Customer Expectations

. Canada Post needs to increase the relevance of our offerings for our customers
« Itis anticipated that demand for mail will be challenged over the next decades
- Intelligent Service will offer value for customers offerings
- Improve the ROI of mail today
- Help organizations manage their databases
- Provide added visibility for fraud prevention
- Increase the rate returns are received
Provide information on consumer responsiveness to mail
- Help customers adjust mailing habits to optimize delivery times
- Empower Canada Post employees with customer specific knowledge of mail
flow to respond to questions instantly

» The time for Canada Post to begin planning for Visibility at the piece level is now

- Intelligent Services will take several years to implement fully
- Leverage experience and knowledge of USPS Confirm Mail program

Value Proposition of piece level visibility e

What Visibility at the piece-level can provide for our customers

For which of the following business reasons could you see your company using the
Visibility of the Mail service?
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Lettermail Changes for 2008 e

- Specification Changes
—Edgemarking

More flexibility in edgemarking specification for Presort customers
Ability to designate the end or beginning of a new tray for operational use in
various ways

—Mixing Services in a Mono

- Better use of equipment
- Ability to mix various Lettermail services in the same mono at nduction




New Pricing Impacts
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Discount for
Machineable

Incentive from Full-

rate maintained at

3.8% up from 2.0%
in 2006

No price increase.
on 0 30g

Incentive m:
B 2streiantye:

I for
ars

BLR & Incentive Rates - 30-50g

A

Machineable
Incentive

- 3

———

is 39.6% for
2008

Good News!

volume

- Overall weighted average increase for |
for 2007 (initially forecasted to be 2.3%
- Overall weighted average increases less than 2007 cost increases for transportation @ 2.7%), energy
(2 4.5%), and labour (?2.9%) in Canada

- No price increase at 0-30g Basic Letter Rate which represents 84% of Regulated Lettermail volume
- No price increase at 0-30g Incentive Lettermail Rate which represents 85% of Incentive Lettermail

- Price increase in heavier Regulated Lettermail weight steps is similar to past years at 3.0% to 4.5%
Incentive Lettermail is 1.8%, similar to the 1.4% anticipated
)

2008 Lettermail & Incentive Lettermail Prices

Size & Weight Full Rate Machineable Presort
category
2008 Price | Discount | 2008 Price | Discount
from Full from Full
Rate Rate
Standard $0.52 $0.50 3.8% $0.48 7.7%
Upto30g (flat) (flat) (flat)
Standard $0.96 $0.58 39.6% $0.56 41.7%
30gto50g (+3¢) (+5¢) (+5¢)
Oversize $1.15 $1.13 1.7% $1.05 6.7%
Up to 100 g (+5¢) (+5¢) (+5¢)
Oversize $1.92 - $2.65 $1.13 + varies $1.05 + varies
(+6 to 108) $0.0036/g $0.0036/g
100 g to 500 g over 100g over 100g
Weighted 1.2% 1.8%
Average Increase
v
Thank You
Questions?
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