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O n August 3, 2010, at its 95th Annual Meeting, the Ecological Society of America 
(ESA) officially launched its newest journal, Ecosphere. Ecosphere, a peer-
reviewed, online-only, open access publication, welcomes submissions from all 
sub-disciplines of ecological science. This new publication expands the breadth 

and depth of papers published by ESA and significantly reduces the time from submission to 
publication.

Working with Allen Press, Inc., ESA staff were able to realize their vision of a rapid-
publication journal to expedite the dissemination of research in an open access 
environment. This was achieved by implementing FasTrack, a fully electronic workflow that 
harnesses the power and flexibility of XML, or Extensible Markup Language.

A Good Problem
ESA was experiencing what many in our industry would call a good problem: an influx in 
the submission of high-quality manuscripts. The problem lies not in the fact that ESA was 
receiving a lot of good manuscripts, but that they were forced to reject so many of them. 
Even a thriving association such as 
ESA does not have an endless 
page budget.  Likewise, even 
with 5 established journals, the 
scope of each is sufficiently 
narrow to rule out a 
significant number of 
otherwise quite worthy 
papers. 

The problem becomes 
even more striking 
when one considers 
that peer review 
constitutes a sizeable 
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Does anyone else still pull out paper 
and a pen when faced with writer’s 
block?  There’s something about the 
tactile experience of feeling the weight 
of the pen in my hands that seems to 
yield a cosmic collaboration between 
the instrument and my brain that just 
can’t be matched by striking keys on my 
laptop. I am baffled by this phenomenon. 
After all, I grew up in the digital age 
with the idea that my brain should be 
firmly linked to my computer, and to 
my knowledge, I’ve never been called a 
Luddite. The reason why my inky scrawl 
tends to produce results is not important; 
the point is the idea of collaboration 
and creating a connection, a theme 
which emerges throughout this issue of 
FrontMatter.

Our Feature Article, Ecosphere on the 
FasTrack, highlights the collaboration 
between Allen Press and ESA to launch 
ESA’s new journal Ecosphere and is 
an excellent testament to what good 
cooperation can do.

The innovative thinkers behind the ARKive 
project have made a connection between 
conservation education and technology. 
Their collaboration with Google allows 
ARKive to feature hundreds of marine 
species on Google Earth and is definitely 
an effort worth your attention. You can 
find details about the ARKive project in this 
issue’s Technovations article. 

I’m fascinated and encouraged by the 
collaboration I see in STM publishing. 

On a personal note, as the new editor 
for FrontMatter, I’m thrilled to be 
collaborating with an exceptional team. 
I’m eager to see what exciting results our 
cooperation will produce.

In the true spirit of broad collaboration, 
we’re always interested in your feedback 
about the newsletter and ideas you 
have for future articles. Please e-mail 
comments, suggestions, or ideas to 
frontmatter@allenpress.com.  

from the editor Joanna Gillette, Marketing

Collaboration Fascination
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feature cont. Ecosphere is on the FasTrack

investment in both time and money.  A paper 
that is peer-reviewed and ultimately rejected 
amounts to a complete loss of that investment 
and what’s more, an author will likely take his or 
her submission (now enhanced by the process 
of peer-review) to a competing journal.

A Great Solution
Establishing a new journal was an excellent way 
for ESA to broaden the scope of its combined 
publications and create additional space for the 
kind of quality papers it was already receiving. 
Ecosphere provides an open access, rapid 
publication alternative that abides by the same 
rigorous peer-review standards as ESA’s other 
journals. In order to streamline the process and 
maintain an author-friendly environment, papers 
submitted to any of the ESA titles can be easily 
transferred to Ecosphere.

Authors whose papers are chosen for publication 
in Ecosphere enjoy several benefits:

Open access  As an open access journal, all articles 
featured in Ecosphere garner maximum exposure. 
Many authors see open access as a valuable 
asset. They recognize that open access allows for 
increased readership, which can lead to increased 
citation. 

Rapid publication  Manuscripts for consideration 
for Ecosphere are submitted to ESA Publications 
via EcoTrack, supported by Allen Press, where 
they undergo rigorous peer review. Decisions are 
made within 4–6 weeks. 

To expedite publication, ESA has made authors 
responsible for copyediting before submission. 
After acceptance and receipt of payment, 
manuscripts are converted to XML and formatted 
according to the Ecosphere style sheet using 
sophisticated rules-driven automation developed 
by Allen Press. After the XML is typeset, author or 
editor revisions are made by proofreaders using 
XML Author for Microsoft Word and the corrected 
article is posted to the ESA Publications website, 
which is managed by Allen Press.  The file goes 
from raw manuscript to published article in just 
a few days. The online article includes a fully 
typeset, printer-friendly PDF file and the same 
level of quality found in other ESA publications.

Controlled author fees  
Because the journal will have no 
subscriptions, authors pay a one-time fee 
in lieu of traditional page charges. Full color 
figures, graphs, charts, and photographs can be 
reproduced at no extra charge. The online-only 
model helps maintain this reasonable publication 
fee. Enhancements to EcoTrack allowed ESA to 
facilitate discounts to members and encourage 
membership, as well as collect fees directly in the 
peer-review system prior to publication. 

Outstanding Collaboration
ESA, a longtime customer, approached Allen 
Press in the Spring of 2010 about developing 
a workflow that would allow them to publish 
accepted papers within a matter of days. 
Project planning began in April, and within 
4 short months ESA launched the first issue 
of Ecosphere. More than 20 Allen Press staff, 
including departmental representatives from 
peer review, file distribution, composition, 
and online publishing, collaborated with 
ESA Publications staff led by David Baldwin, 
Managing Editor, and Ellen Cotter, Associate 
Managing Editor, to discuss solutions and 
provide guidance for this integrated author-to-
reader workflow.

“We were excited when ESA came to us with the 
idea for Ecosphere,” Director of Client Solutions for 
Allen Press Julie Rinke said. “We were confident 
we had just the right solution to meet ESA’s 
needs.” 

“Launching Ecosphere in such a short time 
frame could not have happened without our 
effective partnership with Allen Press. The ESA/
Allen Press team produced a detailed plan with 
strict timelines, reviewed progress in frequent 
conference calls, and together ensured that 
we would have Ecosphere ready for our August 
annual meeting launch date,” ESA Executive 
Director Katherine McCarter said.

“Although 

Ecosphere is 

an online-only 

journal, the 

FasTrack workflow 

can also be used for 

print publications 

as well as for other 

types of electronic 

deliverables, 

including eBooks.”
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Both ESA and Allen Press staff were pleased not 
only with the quick turn-around for the project, 
but also with the smooth collaboration between 
the two organizations. Project participants on 
both sides are proud of their work on Ecosphere.

“Launching Ecosphere was an efficient and 
pleasant process. After working extensively 
on the stylesheet, I felt a great sense of 
accomplishment when the journal went live,” 
Allen Press Copyediting Coordinator Elizabeth 
Kanost said.

Now, several months after the launch of the new 
journal, Ecosphere is thriving.  Author interest 
is high; new manuscripts are submitted for 
consideration daily. The rejection rate for the 
journal is relatively high, giving testament to ESA’s 
commitment to quality. Editor-in-Chief Debra Peters 
is pleased with the early interest in Ecosphere.   

“The mission of Ecosphere is to publish papers 
on a very broad array of topics, including both 
those topics addressed in other ESA journals 
as well as interdisciplinary studies in areas 
such as environmental education, human 
ecology, environmental justice, paleoecology, 
land-atmosphere interactions, ecohydrology, 
ecogeomorphology, and policy and resource 

management,”  explained Peters.  “To-date, 
Ecosphere has received nearly 200 manuscripts 
in 4 months of operation. Topics covered are 
quite diverse, and include conservation ecology, 
invasive species, carbon dynamics, biodiversity, 
fire ecology, and regime shifts.”

Continued Cooperation
“The FasTrack workflow was designed to be 
modular and scalable,” Allen Press CEO Gerald 
Lillian said.  “We are already working with ESA 
to incorporate certain elements of this workflow 
for other ESA journals to speed publication and 
simplify copyediting.”

Although Ecosphere is an online-only journal, 
the FasTrack workflow can also be used for 
print publications as well as for other types of 
electronic deliverables, including eBooks. The 
various elements can integrate seamlessly with 
other peer-review and online journal systems.  The 
FasTrack workflow is extremely flexible and Allen 
Press is excited to begin customizing it to meet the 
particular needs of new and existing clients.

To view published articles from Ecosphere, 
visit http://www.esajournals.org/. The date of 
submission, acceptance, and publication is noted 
in each article.    

Ecosphere is on the FasTrack

“As an open 

access journal, all 

articles featured 

in Ecosphere 

garner maximum 

exposure. ”

CLOCKSS-a-Tickin’
CLOCKSS, or Controlled LOCKSS (Lots of Copies Keep Stuff Safe) is a dark archive dedicated to the long-term preservation of 
scholarly content. Think of the project this way: In a paper world, libraries receive hard-copy of all of their purchased content. 
Multiple copies are distributed around the globe to be kept in perpetuity, so if a publisher fails or a journal is discontinued, 
the content remains stable. If the various libraries’ access to content is dependent upon access to a publisher’s website, 
what happens if that publisher is no longer willing or able to maintain the website? If the publisher decides to shut down 
a particular journal, is the digital archive of that journal lost? CLOCKSS provides one possible answer by keeping copies of 
participating publishers’ content in special CLOCKSS boxes located at Rice, Indiana, and Stanford Universities. Content is 
maintained but not shared unless a “trigger event,” such as the discontinuation of a journal, occurs. 
Once the content has been triggered, CLOCKSS makes it freely available to the public.

More than 80 libraries and 30 publishers currently participate in CLOCKSS. 
Participants (both libraries and publishers) pay a fee for the service. 
Fees are figured on a sliding scale based on a library’s materials budget 
or a publisher’s revenue. Contributing members earn a seat on the 
CLOCKSS Advisory Council, which advises the CLOCKSS Board of 
Directors. CLOCKSS is offering a 15% discount to Allen Press customers 
through March 31, 2011, providing an incentive to act fast. For more 
information, visit the CLOCKSS website at http://www.clockss.org or 
e-mail them at info@clockss.org.    
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If you feel like the buzz around smartphones 
and tablets and the Apps that run on these 
devices has come up faster than you can 
say Apple, you’re not the only one. The 
trajectory of mobile Internet growth on the 
iPhone and iPod touch alone (launched 
mid-2007) demonstrates a faster rate of 
adaptation than that of desktop Internet 
(launched in 1994), which in turn was a 
faster ramp up than that other box, the 
television! (Internet Trends 2010-Morgan 
Stanley). When faced with the fastest 
hardware user growth in consumer tech 
history and mobile Internet users ramping 
up to eclipse desktop users within 5 years, 
what’s a savvy scholarly publisher to do? 
As a former research scientist and current 
founder and CEO of mobile and web 
development company, Amphetamobile.
com, here’s my top 10 list for publishers to 
consider when building an App:

Why build Apps for science and medical 
communication?  The Internet was born 
to facilitate scientific communication and 
has now revolutionized the world. Mobile 
Internet and Apps are poised to do the 
same, even faster. Researchers and scientists 
are a particularly mobile population; they 
are knowledge workers browsing, searching 
and chasing information that they need 
instantly and in situ. Mobile devices are their 
constant companions.

How do publishers need to think differently 
about Apps?  Apps are generally sold 
directly to the consumer (although 
institutional sales are increasing, and 
iTunes recently started to offer volume 
discounts to educational institutions). That 
means a very different sales and marketing 
approach and awareness that end-users 
often have multiple devices to support, 
such as desktops, laptops, smartphones, 
and tablets.

Does your community need an App for that?  
What are your particular users’ needs and 
motivations? What are the user cases and 
experiences you are building for? 

What’s your motivation?  Define your goals 
upfront so you’ll be able to focus your 

efforts and gauge your future progress. Is 
the purpose of your App to: re-purpose 
content, provide an additional subscriber 
benefit, build a new subscriber base, 
build new tools, promote sharing and 
collaborating, extend your brand or 
become a new revenue stream?

How can your App make money?  There is a 
wide range between Free vs. Paid. Your App 
could be a free trial/sample/limited feature 
set with an App purchase for more. Your 
App could allow access by subscription 
either integrated with an existing IP, a 
login account or an App specific account. 
Your App could also be supported by 
sponsorship or advertising.

Which mobile devices should your App 
be built for?  You can review the many 
national, international, and even industry 
specific reports on distribution/sales/
traffic of smartphones by device type 
and operating system. But your best 
analysis is that of your own current 
users. Use Google Analytics (www.
google.com/analytics) to help you 
discover the numbers and proportion of 
mobile devices currently accessing your 
websites, and survey your members on 
what they are looking for and what they 
want to use. Cross-platform solutions 
do have their pros and cons so it is 
important to have as much information 
as possible when building your App.

Where does the content (technically) come 
from?  The content populating an App can 
come from the Web (an existing or dedicated 
website; a public or a private website) and 
therefore is as dynamic as your own website 
and requires connectivity. Or the content can 
be pre-loaded into the App and refreshed by 
App updates and available offline. Your App 
can also have a hybrid of both preloaded 
and web-based content or even a local 
cache that synchronizes with the Web when 
available. And of course, the more organized 
your content (in a CMS and/or XML form), 
the better, but it’s not impossible to start 
from very raw content as well.

What Apps can publishers build?  I’ve divided 

a current survey of publisher Apps into 
three categories: 

•	 Content	Apps	–	with	either	publisher	
exclusive and timely content, such as 
journals; publisher exclusive reference 
material, such as CME; or general 
reference but publisher formatted 
and curated information, such as the 
periodic table.  

•	 Utilities	and	Tool	Apps	–	such	as	timers,	
counters, alerts and reminders, calculators, 
checklists, protocols and reference 
management, or novel tools that use the 
mobile device sensors, GPS, or camera.  

•	 Community	and	Sharing	Apps	–	may	
contain news, blogs, Twitter feeds, 
quizzes and surveys, calendars of 
events, multimedia presentations, and 
social media linking and commenting.

Where to look ahead?  If you want an App 
that does more than maintain the status 
quo, you should look towards meaningful 
use and performance improvement, instead 
of just content consumption Apps. Consider 
how your App could facilitate more of the 
user’s workflow, and think about things 
like data collection and production, mobile 
specific interactions, and enhancing 
communication and collaboration. Consider 
standard templates when they make sense 
and innovate when you need something 
more. See your App as a work in progress to 
iterate and improve upon end user feedback.

How to measure and improve?  Build 
usage statistics and analytics into your 
App and you can get real-time stats on 
aggregated user data and behavior or even 
individual data (if you integrate with App 
login accounts), which can be used for 
activity/purchase history or targeted App 
messaging. You can measure new users, 
active users, number of sessions, length of 
engagement, and actions all by date, time, 
and geography. Apps can give you insights 
into your users like never before.

The mobile age is an exciting time and 
a huge opportunity to reinvigorate and 
engage your audience; act quickly, because 
your users certainly are!  

Do You Need an App for That?

on your market SiNae Pitts, PhD, CEO, Amphetamobile.com



Wondering how some associations are 
managing and maintaining a social 
media presence? In this interview, we at 
SocialFish talked to Lindsay Reene of the 
Alzheimer’s Association (Georgia Chapter).

 First things first: Tell us a bit about where 
your social media management role “lives” 
within your association. How is it integrated 
within the structure of the organization? Is it 
a full time position, or part of another role? 
What department are you in, if any? How 
large is your organization?

The Alzheimer’s Association, Georgia 
Chapter’s social media is integrated as 
a part of the role of the E-Philanthropy 
Coordinator. The E-Philanthropy 
Coordinator position is made up of 
five main components: online giving, 
e-marketing, database management, 
website management, and social media. 
This position falls within the Development 
department, who are primarily 
responsible for raising awareness about 
our organization’s operations in order to 
raise funds.

We are the Georgia Chapter of the 
Alzheimer’s Association and are a subset 
of the national organization. Each chapter 
is responsible for establishing their 
own social media structure; however, 
the national office provides guidelines 
and support to assist chapters in both 
creating their social media plan as well 
as maintaining quality once it is up and 

running. Our chapter has 35 
employees, including staff running our 
7 regional offices throughout Georgia 
as well as our regional and state staff in 
Atlanta.

The work of social media often cuts across 
lots of different traditional silos. Describe 
the process of how you communicate 
and work with other departments. How 
supportive is the association as a whole 
about your social media role?

The organization is very supportive of 
the social media role. We work closely 
with the Programs department to 
feature education seminars, public 
policy successes, advocacy updates and 
research breakthroughs on our website, 
Facebook fan page, e-mails and Twitter 
feed in order to provide real-time updates 
of the chapter’s operations.  Also, the 
National office is very supportive of our 
social media outreach. We schedule 
periodic meetings to discuss social media 
strategy within our chapter and they 
apply our ideas, successes and failures to 
their national roll-out of recommendations 
provided to all chapters.

 Let’s talk about the “big three” - Twitter, 
Facebook, LinkedIn. Of course, it largely 
depends on where your members are - but 
have any of these proved especially useful 
for achieving particular goals?

Twitter and Facebook have proved 
phenomenally useful to our 

organization. First, online 
outreach allows for 

us to make contact 
with caregivers 
of those with 
Alzheimer’s disease. 
In the case that 
they are often short 

of time and resources, 
it is convenient for 
them to interact 
online from home.

It is important to 
note that our use of 

Twitter and Facebook 
work collaboratively 
together. However, the goals and outreach 
strategies we facilitate through them are 
significantly different.

We were elated to see the way we could 
delve deep into the niche arena of 
elderly healthcare and Alzheimer’s care 
on Twitter, connecting us all across the 
country with people within our area of 
interest. Twitter is also our key outreach 
platform for learning from nonprofit 
tech industry leaders. We organize these 
niche areas of interest into Twitter lists 
(AlzheimersCare, NPTechRoleModels) and 
utilize their resources actively and often.

On the other hand, Facebook has served 
us greatly in reaching out to our Memory 
Walk participants and those in our 
community interested in supporting 
the cause to find a cure for Alzheimer’s 
disease. We have been more successful 
in reaching an older constituency in this 
network. Also, we post less often to our 

Social Media Case Study: The Alzheimer’s Association (Georgia Chapter)

society membership Maddie Grant, Chief Social Media Strategist, SocialFish

“Our social media outreach on 

Facebook and Twitter has helped us to 

reach resource- and time-constrained 

Alzheimer’s caregivers with thoughtful 

insights, tips, and support in the 

forums that they already visit on a 

daily basis. Social media has also 

helped us to increase awareness and 

accessibility of practical tools available 

for an individual with Alzheimer’s, such 

as support groups around the state of 

Georgia, tracking devices, or multi-

lingual information.  Finally, those who 

are caregivers do not feel as isolated or 

alone since they can join a community 

where others also facing the disease 

are interacting and communicating 

their struggles and successes daily on 

our Facebook page.”

6 FrontMatter



2010 no. 14  7 

Facebook fan page (usually only about 
5 times per week). We will be focusing 
our recruitment efforts on growing our 
Facebook fan page more so than our 
Twitter followers in the next few months.

Finally, we invite Memory Walk 
participants to share their personal 
Memory Walk headquarters homepage 
with others over Facebook and Twitter. 
During the height of Memory Walk 
season, we check our status feeds often to 
highlight our friends and fans who have 
featured their Memory Walk headquarters 
on their Facebook page. They enjoy 
engaging with their community as well 
as furthering donations and awareness of 
Alzheimer’s disease in the process.

We are not actively utilizing LinkedIn as an 
outreach medium but will continue learning 
to allow the possibility in the future.

 How do you measure the success of any 
particular projects? I don’t mean specific 
numbers, but do you have a “system” for 
how to decide what to keep track of, and 
how to report progress?

We can quantify our success based on 
a compilation of measurements that 
analyze community engagement and 
interest using click-through web URL 
shorteners (e.g. bit.ly), conversational 
responses on Facebook and RT’s and 
@ mentions on Twitter, e-blast click-
through’s via our database management 
system (Blackbaud) reports, and CMS 
reports of website traffic. I keep a 
running list of our Facebook fans, Twitter 
followers and click-through’s to our 
shortened URL leading to our donation 
page that I update periodically and 
track by date. To see the growth is very 
fulfilling. We have grown to 800+ Twitter 

followers (@AlzGA) and 800+ Facebook 
fans in just 3 months!

Finally, tell us about a specific social media 
project you are particularly excited about, 
whether it’s in the planning stages or 
something you’ve had success with.

The social media outreach we are most 
excited about are individual profiles of 
caregivers across the state compiled in a 
blog-type RSS format online. Specifically, over 
the course of 2010 we are raising awareness 
to the issue of “wandering,” which is when 
someone with Alzheimer’s disease leaves their 
home or residence in a state of disorientation. 
We have had 8 instances of wandering in 
Georgia alone this year, and the majority of 
these wanderers have either been found dead 
or are still missing. It is a TRAGIC epidemic 
that is highly preventable with the correct 
awareness and prevention measures.   

         technovations Liana Vitali, Program Coordinator, Wildscreen USA

Inspiring kids and adults alike to learn and take action in 
support of the thousands of threatened and endangered 
species on Earth can be a challenge in the mass 
communication society we live in today. However, coupling 
the power of technology with the world’s most beautiful 
and awe-inspiring images and films of these species seems 
to be a winning combination to do just that.

ARKive, the Noah’s Ark of the Internet, is leading the 
“virtual” conservation movement by utilizing the World 
Wide Web to create the online resource for images, films, 
sound recordings and biological fact files for the 17,000+ 
species on the IUCN Red List of Threatened Species. 
With nearly 9,000 species profiled so far, ARKive Media 
Researchers upload an average of 200 species profiles to 
the 70 terabyte database every two 
weeks. If a visitor to ARKive aimed 
to learn about one species every 
day in the collection, it would take 
nearly 25 years to learn about each 
species currently on ARKive—from 
the armored Ground pangolin to the 
prehistoric-looking Shoebill! 

Every film and image is donated 
to the collection by both major 
media organizations such as 
the BBC, National Geographic, 

and Discovery, as well as a large pool of independent 
filmmakers and photographers. In 2010, ARKive was the 
recipient of the Association of Educational Publishers (AEP) 
Distinguished Achievement Award as well as a Webby 
Award Honoree.

Technology continues to play an ever-more prominent 
role in propelling ARKive as an educational resource into 
the future. Through a partnership with Google, ARKive 
features hundreds of marine species in its own layer in 
Google Earth and obtains stunning digitized bird calls 
from the Cornell Lab of Ornithology. Using popular online 
social networking tools such as Twitter, Facebook and RSS 
feeds is highly instrumental in reaching out to the broad 
Internet audience to share exciting news such as new 

species caught on camera for the 
first time.

Securing valuable partnerships, 
embracing technological 
advancements and working to create 
a digital resource freely available to 
students, teachers and the public are 
all best practices that help to keep 
ARKive a relevant and popular global 

resource. To learn more about 
ARKive, please visit www.
arkive.org today!    

ARKive: Combining Technology with Conservation Education
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Rate Increases
On July 6, 2010, the USPS filed 
recommended price changes with the 
Postal Regulatory Commission (PRC) 
citing “exceptional and extraordinary 
circumstances.”  The proposed changes 
would have affected First Class Mail®, 
Periodicals, Standard Mail®, Package 
Services and Special Services, with the 
possibility of the Periodicals class being hit 
the hardest with increases of more than 8%. 

On September 30, 2010, the PRC 
unanimously denied the USPS its request 
for exigent price increases. While the 
PRC agreed that the severe recession 
and declines in mail volume qualified 
as an exceptional circumstance under 
the law, the commission stated that the 
current USPS cash flow problems were 
not caused by the recent recession but 
by “unrelated structural problems” which 

price increases “would neither solve nor 
delay.”

Intelligent Mail Bar Code (IMB)
Effective in the fall of 2011, the POSTNET™ 
barcode will no longer be available 
for automation discounts due to the 
implementation of the Intelligent Mail 
Bar Code (IMB). During the past several 
months, Allen Press has been transitioning 
to the new system and is now using basic 
IMB for all outbound mail. 

The IMB is the next generation of 
USPS barcode technology used to sort and 
track mail pieces, expanding the ability to 
track individual letters and flats in the mail 
stream and improve delivery. It combines 
the data of the existing POSTNET and 
PLANET Code® barcodes and other data 
into a single barcode. The IMB is a type of 
height-modulated barcode that uses four 

distinct vertical bar types instead of two 
previously available, allowing for more 
information to be encoded than before in 
the same amount of space. 

Although there are distinct benefits to 
mailers—including increased data capacity 
and more accurate and detailed information 
about mailings—this will require minor 
changes for some publications. If customers 
(mailers) use Business Reply Cards (BRC) 
or other mail pieces that are self-designed 
or self-mailed, these will have to be 
redesigned to accommodate the new 
barcode. To meet this requirement, and 
to receive IMB discounts, customers will 
need to access the USPS Business Customer 
Gateway and apply for a Mailer ID. For 
additional information on IMB, including 
details on compliance and benefits to 
mailers, visit https://ribbs.usps.gov/index. 
cfm?page=intellmailmailpieces.     
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