
 

 

TITLE OF CASE STUDY: 
Your Other Address 

 

BUSINESS SITUATION  

THE PO BOX: STRUGGLING IN THE DIGITAL AGE 

In November of 2010, the United States Postal Service announced a total revenue loss of 8.5 

billion dollars for fiscal year 2010. Faith in the Postal Service was wavering. And one of their 

key offerings, the PO Box, was experiencing declining revenue and occupancy for 3 

consecutive years—34% of all PO Boxes were vacant, plus a new competitor, UPS, was 

getting aggressive.  

 

The need for confidentiality of personal information has never been greater. Yet, focus 

groups confirmed that PO Boxes weren’t a part of the consideration set when thinking of 

security solutions. The reasons why people get PO Boxes are often associated with negative 

situations (homelessness, divorce). It was a grudge purchase, customers purchased it 

because they had to, not because they wanted to. It was time to re-launch a 200-year-old 

brand. 

 

CAMPAIGN OBJECTIVES  

Prior to obtaining a PO Box, a PO Box application must be filled out (online or in-store) and 

approved before a key can be issued. Therefore, a key response indicator for the 

desirability of a PO Box would be an increase in new PO Box applications (in-store and 

online) and, to a lesser extent, an increase in PO Box renewals (compared to control). 

 

Specific objectives for the campaign were as follows: 

1) Reverse the decline in P.O. Box applications and achieve an increase in applications 

of +2% over same period last year 

2) Reverse the downward trend by increasing PO Box acquisitions, renewals and 

occupancy rate compared to control, and demonstrate sustainability 

 

If successful in a 1,100 Post Office launch, the promotion would roll out to all 32,000 

locations.  

MARKETING STRATEGY  

Our marketing strategy was to elevate a PO Box from a grudge purchase to an aspirational 

one. To break through the current persona of a PO Box, we needed to take a creative risk. 

We took the desire for a “second residence” or, in the case of small businesses, a “second 



location” along with the tension between the intimacy of home and the need for security, 

and brought them together in a new platform: “YOUR OTHER ADDRESS.”   

 

This repositioned the PO Box as a solution that could help maintain a layer of confidentiality 

in a world of “too much available information.” It placed small business and residential 

customers back in control. Just as they have a second e-mail and phone line, it makes 

perfect sense to have a second address — a PO Box. 

 

Prior to this campaign, customers had to ask for an application. It sounds simple, but 

applications have never been mailed to customers unless requested, nor readily available in 

a self-serve arrangement at the point of sale. Our goal was to “put them in customers’ 

hands,” or drive them online where they can also fill out an application.  

 

Our Direct Mail delivered applications to area households. DM Postcards were also used to 

drive customers online to fill out applications. Seven million direct mail pieces were sent — 

the postcards drove 41% of all visitors to yourotheraddress.com. 

 

RESEARCH STORY 

This campaign was designed to turn PO Box marketing on its head. But with the recent heavy 

losses posted by the U.S. Postal Service, every dollar spent came under extreme scrutiny. 

Producing the kind of campaign efficiency needed to achieve our goal would require a 

great understanding of our market, our product, and our consumer target. Furthermore, we 

believed that many of the long-held assumptions about PO Box customers and the way they 

shopped for the product were out-of-date or simply misleading. We knew that breaking 

through the existing paradigm would require sound, fact-based insights that supported a 

new way of thinking about PO Boxes. 

 

To this end, our research contributed to the campaign’s success in many ways. Opportunity 

mapping analysis and market sizing analyses were conducted on data earned from the US 

Census, Claritas’ Consumer Buying Power survey, and other publicly available sources that 

supplemented USPS’s usage and attitudes studies. To better understand how and why 

consumers purchase (or do NOT purchase) PO Boxes, we collected new data through 

rigorous consumer interviews and shop-alongs with people who had just rented or canceled 

a USPS PO Box or a competitor’s mailbox (e.g., UPS). This analysis clearly identified the 

barriers and motivations to PO Box purchase.  

 

But the real breakthrough came from merging the purchase-path analysis with the market 

sizing analysis we conducted previously. We framed our research in an innovative 

organizing structure, Draftfcb’s proprietary shopper engagement framework we call “The 

Consumer Decision Journey” (developed in partnership with the management consultancy 

McKinsey & Company). This fresh research and innovative organizing principle provided a 

new look at an old product, assessing consumer reaction to PO Boxes at each step of the 



purchase path: the “Trigger” event that reveals for the consumer a need for the product, 

“Initial Consideration”, “Active Evaluation”, the “Moment of Purchase”, the “Post-Purchase 

Experience”, and the “Loyalty Loop”. Motivations and barriers to purchase were identified 

and quantified – based on our marketing sizing analysis – thereby allowing us to add context 

and dimension to the points of challenge and opportunity we had in the shopping journey. 

 

This research for the first time identified PO Boxes as a well known but seldom understood 

offering and pointed to a mix of business and residential consumer targets – challenging the 

long-held perception that small business was the sole market opportunity for PO Boxes.  

 

Promise and copy testing conducted by Draftfcb and Millward Brown yielded the insight that 

consumers who would consider a PO Box craved more control over the mail they received. 

This research was break-through because it gave much needed depth to the long-held 

assumption that “security” was reason people rented a PO Box. “Control” – while still a 

variant of “security” – gave us the opportunity to break from the old marketing messages 

used to promote PO Boxes in the past. Perhaps even more importantly, it led us to a platform 

– “YOUR OTHER ADDRESS” – that was found to resonate with both small business and 

residential consumer targets alike.  

 

In this way, our research led directly to the campaign’s target consumer, a creative strategy 

that repositioned the PO Box as an aspirational asset, and a creative expression that spoke to 

our blended target segments as effectively as it did efficiently. Furthermore, our keen 

understanding of the consumer through attitudinal (e.g., information needs) and behavioral 

(e.g., media consumption habits) analyses pointed the way to key channels for our message. 

 

 

CAMPAIGN DESCRIPTION 

Well-coordinated creative execution of the campaign by Draftfcb and Campbell-Ewald let 

customers experience “YOUR OTHER ADDRESS” as a special place. The juxtaposition of a 

“red residential door” in a row of heroic silver PO Boxes is unexpected, creating visual 

interest and instantly conveying the message, “YOUR OTHER ADDRESS.” The red door 

represents the comfort and intimacy of home along with the new gained privacy and 

security of a PO Box. Each retail element along our activation path (in-store, radio, direct 

mail, print, online) was infused with this spirit. 

 

Bold print ads ran in business and consumer magazines driving customers online to 

USPS.com. Sixty-second radio and online banner ads also created awareness and drove 

consumers to yourotheraddress.com where they could get information and apply. Direct 

mail sent PO Box applications to targeted customer groups. In-store creative materials 

transformed the PO Box Lobby into its own little neighborhood. Cleverly designed point of 

sale application holders got applications in the hands of customers who may have been at 

the Post Office for reasons other than renting a PO Box. 

 



The campaign would run for 20 weeks from Sept. 13, 2010 through Jan. 30, 2011. Four key 

markets (Portland, Minneapolis, Tampa and Hartford) were selected with a total of 1,100 Post 

Office locations. A control group of Post Offices was selected that our four key markets 

would be measured against. If successful in our 4 key markets (Portland, Minneapolis, 

Tampa and Hartford) then it would roll out nationally to 32,000 Post Office locations. 

 

BUSINESS RESULTS 

The results from the campaign were spectacular: 

 

 Test markets showed a 39% higher rate of PO Applications/renewals per 1,000 

homes than control 

 New applications in Test Markets were 7.9% higher than control, reversing the 

downward trend and increasing new PO Box applications and occupancy. New PO 

Box applications were up 2.9% (Goal was 2.0%) over SPLY (Same Period Last Year) at 

the end of the campaign 

 Test Markets outperformed control markets for 16 straight weeks. 

 77% of PO Box applications were taken at retail.  

 The success of the test resulted in a national roll-out to over 32,000 locations.  

 

Such results are particularly significant because PO Boxes have been on a downward trend 

for years. Not only was this trend reversed, but sales increased for the first time in three 

years. The campaign repositioned PO Boxes, making them relevant to the needs of today’s 

consumer. And now “YOUR OTHER ADDRESS” is being rolled out to all 32,000 locations. 

 


