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urrently the locking mailbox industry
Cis an untapped market. With nearly 60
million unlocked mailboxes in America today,
a locking mailbox leader has yet to prevail.
Everyday consumers are becoming more educated
about identity theft and are trying to protect
themselves. Velocity Communications has
developed an innovative and strategic marketing
plan that will increase the awareness of mail-
related identity theft while positioning Postal
Vault as the brand of choice.

We have thoroughly researched each of the target
markets to discover what they desire in their
mailbox. This research has been incorporated into
every aspect of our campaign. Our creative plan
will position Bobbie Cox as a spokesperson for
identity theft and will ingrain the security of the
Postal Vault mailbox into the minds of our target
market using a variety of mediums. By the end of
our nine month campaign, our target market will
“feel safe in their mailbox” with a Postal Vault.
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Advantages

I ndustry Analysis

The mailbox industry as currently defined does not include

many locking curbside mailboxes. Through our research we
found that the majority of our consumers purchase their
mailboxes from Home Improvement stores. We also discovered
that the selection of mailboxes in these stores are few. When
consumers spend, on average, less than fifteen minutes to
make a purchase decision, it is critical for a brand to be in

the right place.

We believe one reason for not having a
category leader in this industry is because
of the lack of advertising. This is in part
due to the fact that a mailbox is not
meant for repeat buys. They are a one
time purchase. Because of this lack of
advertising consumers are not fully aware
of their options and its benefits. So, as
the industry stands it is in the consumers
best interest to go to their nearest home
improvement store and choose from its
selection. This is where Postal Vault is
going to capitalize.

» Product is affordable for our target
market

» There is little to no brand recognition
amongst competitors brands

eldentity theft is gaining awareness
throughout the United States

Disadvantages

 Product is a bigger investment than
standard mailbox

» Consumers do not associate ‘peace
of mind’ with their mailbox
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Market § eq mentation

o find our segmentation, we used

PRIZM®, a system which separates
the US population by geodemographics,
pscyhographics and lifestyles. PRIZM® clusters
62 different segments for easy differentiation.
Our three segments are based on the
groups that best fit into our target audience
specifications.

Our target audience ranges from 35 - 65+ year
olds that reside in 2-4 person households.

They are financially stable thus, creating a

greater need for a secure mailbox. These are
active, well educated adults who enjoy the
perks of life.

From our initial data we were able to further
segment our target audience into three
groups, which will enable us to better market
our product base on each groups’ needs.




Market S eq mentation

Age 35-44

3-4 person HH

Married

Homeowner

Home value: $100,000+
Employed full-time

HH income $100-150K

Education: college grad
Young Children

Age 45-54

2 person HH

Married

Homeowner

Home value: $100,000+
Employed full-time

HH income $100-150K
Education: college grad

2 person HH

Married

Homeowner

Home value: $100,000+
Retired

HH income $50-75K




I n order to better understand Postal Vault’s target
market we conducted a series of surveys. Two

of these surveys, developed by team members,
were distributed amongst friends, family, and local
professionals organizations. All of these groups
matched the demographics of the
target markets. The third survey

we conducted researched product
placement on shelves in local
hardware, discount, and superstores.
All of these surveys gave us unique
and vital data essential to better
understanding both the target market
and purchasing process that goes into
buying a mailbox.

Survey 1 - Consumer Routine & ID Theft Awareness
This survey was manually conducted and
distributed to family, friends, co-workers, and local
professionals who fit the target demographics. This
survey sought to attain information on consumers
mailing routines. Questions were asked about

Research

where a/o how they receive their mail, and what
kind of mail, via postal mail versus electronic mail,
they receive. The survey also asked questions about
their awareness of identity theft. Once completed
surveys were folded and placed in an envelope for
confidentiality. Ages of our participants ranged
from 29 to 72 years old.

Results
90% own curbside mailboxes
85% received their bills via postal mail
75% do not own a locking-mailbox

100% felt they were at risk of identity theft
55% knew of someone who had been a victim of identity
theft

Survey 2 - Consumer Behavior & Values

In order to get a better grasp of our demographic
and their needs, we conducted surveys on
purchasing behavior and desired product values.
This survey was conducted using an online survey
resource and was distributed amongst organizations
in the Rock Island community, Chicago suburbs, and
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various minor locations. Of the 102 participants who canvassed their local home improvement,
that finished this survey we found an age range hardware, and superstores. The objective was
from 30 to 76 years old. to attain information on product availability and

visibility. We looked at everything from brand

names, spacin ricin romotions, and displays.
Results » SP g, P g8 P ) ptay

69% would spend less than 15 minutes researching
before purchasing their next mailbox.
71% would go to home improvements stores
when purchasing a mailbox
60% will consult store employees when making
mailbox purchase decisions
34% consult the internet when making a mailbox
purchase decision
83% did not recognize any of these brands; Mailsafe,
Postal Vault, or d’Vault
4% had heard of the brand Postal Vault
73% said appearance was most important in
deciding to purchase a mailbox
40% said security was most important in purchasing
mailbox
64% do not feel their current mailbox keeps their
mail safe

Overall, our survey and observations
showed that the mailbox market is not very
high. There is not a lot of demand, nor is
there much of a selection. In all of the stores
observed not one had a locking mailbox!

Ultimately this means that the mailbox
market is wide open, and offers indefinite
opportunities for Postal Vault.

Survey 3 - In-Store Product Evaluation
This survey was conducted by team members
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Objective

Increase consumer’s

awareness of identity theft ® ©® ©
via mailboxes
Increase product visibility
e o o
Make Bobbie Cox
synonymous with identity © © ©
theft prevention
Increase brand awareness
e o o
Create product value and
need p & ¢
Build business and
e o o

community relationships
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I )ositioning Statement: Postal Vault is #/e locking mailbox. It is a one

time investment that pays for itself by keeping your mail secure everyday. i
Gets readers pay y Keeping 'y yday. Pictures

attention provokes

emotion and
thought

Use of Postal Vault Don’t lef)/ow WOX be a ta/ﬁef

increases its visibility

Sparks brand
awareness &
recognition

Tagline
gives

Increases awareness of

. . consumers

identity theft through peace of
i . i Last year 9.9 million Americans were victims of identity

mailboxes; and directs theft. In America today, there are 60 million unlocked mind

consumers to web site

curbside mailboxes. Identity thieves have been known to

steal mail, garbage, and receipts left behind at the ATM
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lacing advertisements in magazines is an photographic image
Peffective advertising medium that reaches a communicates with our
large area of locations. Through magazine adverting, audiences emotions and
we can be more selective with our audience. thoughts. Our tagline

Selection may be made through demographics, “Feel safe in your

location, or interests. Magazines give you the ability = mailbox,” is centered

to express our creativity and deliver our message. in the middle and links the top phrase, picture, and
The exposure time with magazines are longer than need for a Postal Vault system. The bottom half of
other types of publication such as newspapers. We the advertisement has an image of the actual Postal

can assume so because magazines have a longer shelf  Vault mailbox and the Postal Vault logo. Being a

life and pass along rate. fairly new and unknown product, an image of the
locking mailbox will initiate product recognition. To

Advertising System stress the importance of a locking mailbox, a statistic

Devising an advertising system will help to relate each or interesting fact about identity theft is included

segment while maintaining consistency throughout the in the advertisement. There is an emphasis on the

nine month campaigning process. Each advertisement consumer and their identity.

is split horizontally into two parts. On top, a colorful
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Creates product value by linking
images our consumers value to
the Postal Vault brand

Your weail was wﬂrym-.,.

Images chosen for each of our
three segments aim to achieve
‘peace of mind’

Mass marketing and distribution

will help raise awareness of mail

theft and aid in positioning it as a
category leader

Feel J‘af& i Your Madlbox
Lh W .r W

Message and signature from
Bobbie Cox demonstrates her
concern for the public’s welfare,
and her faith in the product

1 i b

vl BErd Biom Enown 1o

orpin lell bebimd anoker AT

ailix con be damagisg io your
i hife

anasin ihe Jilhrmily 48 nepals

Magazines tie into the IMC with a
call to action directing readers to
the web site




ith outdoor advertising,
Wyour message must be given
with the least amount of words.
The objective with our billboard
is to attract travelers attention,
and to direct them towards
more information. That is why
a straight forward web address
‘www.postalvault.com’ will work
effectively. Simplification is
necessary for a location like the
side of a highway. Though the
billboards will be located in high
traffic areas, the message must
still be clean and understandable,
and most importantly recognizable.

Our advertising system remains

Creative: Outdoor

almost the same,
making only a few
adjustments. We
kept Bobbie Cox as an
important visual to
build recognition with
her. We also kept the
band and the tagline.
Opposite Bobbie Cox is
the Postal Vault logo.
The only differences

tap into one of our segments very
closely. While parents wait with
their children to before school,
they are presented with our
advertisement.

from the magazine ad’s are a
photographic image and an identity
theft fact.

Bus Scape
Our ability to advertise on the The chosen colors are meant

side of school buses allows us to to contrast with the medium to
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further standout. Our message Airport dioramas
‘Mail Theft Doesn’t Have to Airports are high traffic areas.
Happen...” is evoking to parents  Qur research showed that our

who are always trying to protect target market travels frequently
their children from dangers. The throughout the year. In some

web address, Postal Vault logo,  instances our segments stated
and Bobbie Cox are once again being away from home for 30
present to stay in conformity days or more.

with our system, and further

enlighten consumers about our Seeing as flight departures are
product. not always reliable, travelers
have a lot of down time.
Our dioramas are functional unattended. The use of dioramas
to all travelers. Whether will work not only to build, but

they are in a hurry or have  also maintain brand recognition.
time to spare, these large

lighted backboards or Our creative system will be
rotating picture screens can implemented in these ads as
catch anyone’s attention. well, with the emphasis being
on the image and the top catch
The ads in the airports phrase that will get travelers

will target those travelers attention.
leaving their home and mail




sing yet another medium
U to reach our segments,
direct mail will be distributed
nationally. These informative
postcards will be sent out
in two waves - one at the
beginning of the campaign
to generate buzz marketing,
and one at the end of the
campaign.

The direct mailings will be
sent out only in the targeted
cities. The front of the
postcard will include a picture
of Bobbie Cox, the Postal
Vault logo, and our tagline
“Feel Safe in Your Mailbox...”
On the reverse side of the
post card there is a picture
of a postal vault mailbox, as
well as statistical information

Fact:
LR 4 s s i
Wantta knew If you could ba 1 in
& Vhic lnrignlrl vanli.cam' Ling/!
a i

booads juat how gaap it la.

RO our inploy cogl loppad at

chance o win a prias.

100 mﬂrﬁ'ﬁﬂ:ﬂ" » FREE

YOUR IDENTITY CODE:
FFTa42E82

Creative: Divect Mail

regarding identity theft.

The internet address will also
be listed for a special page on
the Postal Vault web site. This
mailing will increase public
knowledge of identity theft
while connecting these facts
to Bobbie Cox.

The postcards will also
increase traffic to the Postal
Vault site - where most Postal
Vault mailboxes are sold.

The effectiveness of this
mailing can be monitored by
calculating the number of hits
to the web page as specified
on the post card.



o integrate Postal Vaults into
Tour secondary market we will
send out a informational kits to
the top home builders and home
improvement specialist in our
target areas. Our kits will include
information about the product,
benefits to consumers and businesses,
selling points, frequently asked
questions and contact information.

Businesses that are interested and
request more information will be
provided with a Postal Vault demo
for their show room. The demo, very
similar to our In-Store displays, will
increase visibility of the product,
promote brand recognition, and
continue to increase the value and
need for our product to both our

[
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primary and secondary markets.

Orientation packets will include

the installation process, customer
service techniques, prices, a

product description, key selling
points, trouble shooting, and an

FAQ section. This packet will assist
employees in becoming more familiar
and knowledge about the product,
which will in turn help them sell the
product.

To promote Postal Vault in these
businesses we will also offer a
discounted rate on the product for
buying in bulk.
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In our Integrated Marketing Communication
plan we hope to penetrate the minds of our
target market by using a vast range of media.
Through traditional and nontraditional
advertising, public relations, and promotional
tactics we are confident that Postal Vault will

become a household name and the category

leader in the mailbox industry.

LA LR

[ET T < e bk o vl o bl s e g F oo e T
§




Internet

J locking mailbox - Yahoo! Search Results - Microsoft Internet Explorer

Fle Edt View Favorites Tools Help

Qe - Q - 1¥] 7] NPM MFW @|b' ‘=
Address [ €] hitpjjsearch.yshoo g ggle=18cop=tei=UTF-8
Yahoo! MyYahoo! Mail Welcome, Guest [Sian In]

Web | Images  Video Audio | Directory Local News Shopp
-YK.HOO’ SEARCH |locking mailbox

My Web  Answers BETA
Search Results

JdZe3

Search Services ¢
Results 1 - 10 of about 384,000 for locking mailbo>

SPONSOR RESULTS
- The Ultimate in Postal Security! =
IN“TALLATION Do it yourself or nationwide installation is
Sign up for your free identity theft newsletter

Postal Vault ¢
1-877-PO- VAULT facts
available. 1-877-PO- VAULT recent news
www postalvault.com- ol - a

Mailboxes-We Will Beat Any Price On Web!

www.mailboxesresidential.com  Since 1983, specializing in locking mailboxes.

Mallboxes com - Locking Mallboxes

“asiing residential and commercial
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St Saving Teday

- I A
"n"“ “*mns g Aotrem, Loyl Sexte, or 2%
Foumd Money: Sarpililag Ways Bewm |
to Save
Leoking for meney™ Chesk your car. your
morigags - your child? \With minimal
aBarBon and afford. you can reduce youm
l.jlpo:i:ulh.l:,ihnl 1085 15 parcant -

LEARH HORE ABDUT BANKING &

CREDIT

" Banking Accounts E Sedvices
Cheoting s Accowd, llansging Yo
Account, Cheosing a Sevings Peoduct,
Managina Vo Savings

Bigs Losh Canbii

Our research shows that 34%

of consumers consult the
internet before purchasing a
mailbox. Therefore, we bought
sponsored links on both Yahoo!

and Google. Both sites are heavily
traveled by the target markets.
Sponsored links make Postal Vault
the first address to be displayed on
the search results page whenever
“mailbox” or “locking mailbox”
entered into the search engine.

Additionally, we have purchased
banner ads on the Yahoo! site
which will run for the entire nine
month campaign. These forms
of internet advertising will direct
potential customers to the Postal
Vault web site where they can
learn more about the product.



An introductory video of Bobbie Cox
and the Postal Vault System:
Clips will demonstrate the durability
of the Postal Vault and provide
installation information. Also it
will increase awareness of mailbox
identity theft by showing a clip of
an individual stopping at multiple
mailboxes and taking mail from
them. However, with no success,
the thief will leave the Postal Vault
empty handed. Commentary of the
clips will be done by Bobbie Cox to
familiarize her with customers.

Postal Vault Dz'/:péw/v:

The display unit will be 6 feet by 2 feet
and the stand will fit a TV. The TV will sit
above a demo Postal Vault mailbox and the

front and back will be left uncovered in
order to accommodate the mailbox. The
other side will have the different available
facades to look at. Overall location for the
unit will be at the end of the mailbox aisle
in stores.

To increase Postal Vault brand
awareness, brochures will be
available on the side of the display
case. The brochures would contain
information about Bobbie Cox
and the Postal Vault Company
with facts about identity and mail
theft. Information such as mailbox
descriptions, web site URL’s, and
how to order will also be included.

The reverse side of the display will
show the different facades available to
consumers.

The display would also allow consumers
to test the product, and see its full
capabilities.
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Our goal to increase product visibility will continue outside of stores and into our targets lifestyles

by placing Postal Vaults displays in AMC theatre lobbies throughout our 10 geographic markets. In our
research we found that 53.4% of our segments attend the movies at least once every three months.
One-third of that percentage attend monthly. We also found that nearly 70% of adults will spend 16
minutes of more waiting to see their movie. To entertain our consumers while they wait they can watch
an informational video on the product and identity theft. Also, they are able to physically try-out the
product.
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Once inside the theatre consumers will also be able to enjoy a short commercial advertisement promoting
Postal Vault. By advertising before the movie consumers will be attentive and more likely to recall the
brand later on. The two vehicles, the display and commercial, will work together to increase brand

To increase visibility even further we will be placing displays in certain malls in our geographic areas. The
Postal Vaults will be on display in the middle of the mall. The catch to bring consumers to the display will
be a large poster board with promotional advertising for a trip to Las Vegas. Once consumers are brought
to the display they are able to check out its features and pick up some take home information.




Public Relations Plan

The Postal Vault philosophy states
“Touch Lives and Make a Difference,”
through several different sponsorships
and promotions, Postal Vault can

do just that. By giving back to the
community there will be a positive
image spread about Bobbie Cox and
her company is about.

Promotions

With a chance to win a vacation or
prizes consumers are becoming aware
of the Postal Vault name and product.
These promotions direct our target
market to the web site where they
can learn more about the products,
the company, and identity theft.

e
Public Relations Plan

Video News Release

Using a familiar trusted face, such

as a local news person, our target
market will learn about our product
indirectly. The VNR will inform

our segment groups about the risk
associated with an unlocking curbside
mailbox and identity theft. This will
bring awareness to the growing issue
of identity theft.

Sponsorships
Establishing sponsorship programs

involving school buses, victims on

the Oprah show, and donations to St.
Jude’s, we are presenting Postal Vault
as more then just a mailbox company.
This underlines Postal vaults goal to
touch hearts and lives.
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Getaway Give-Away Promotion

With a mall promotion consumers will have a chance to win a
weekend-getaway. After filling out an entry form, consumers are

ll placed in the drawing for a trip for two to the Las Vegas Strip for a
weekend. There will be one overall winner, which will be decided
at the end of the advertising campaign. The idea behind the promotion is to allow consumers

to “feel safe in their mailbox” when leaving their homes to go on a vacation. It will also allow

us to get information on consumers, and enable us to contact them at a later date with further
promotional items.

theft. However, our promotion will reward consumers for going
to our web site instead stealing their identity. By filling out their contact information and entering
their “identity code” consumers can win prizes. Promotional items include T-shirts, key-chains,
vouchers valued at $50, or even a Postal Vault. This promotion will increase awareness of identity
theft, bring consumers to the web site, and create buzz. When visiting the site consumers will also
be able to find information on the product, the company, and identity theft.

We will run this promotion twice throughout the campaign, once at the beginning to create buzz
and again near the end of the campaign to continue promoting the brand, the product, and the
company.
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_Win-Win for Schools and Postal Vault

To give back to the community and help support children’s
education we are donating $300,000 to various elementary schools in
our geographic regions. This money will help schools provide students
with their much needed resources including books, computers,
supplies, and even programming. By donating this money we will be
allowed to advertise on the side of their buses for a two month period.
Also, through news releases and public awareness we will create good
public relations within the communities, becoming a more trusted and
respected
company.




PR: Donations

The Oprah Winfrey show
" § is broadcast throughout 99%
-4 of the United States and

- J reaches 21 million viewers.
The Oprah Show provides

41 a number of mediums
through which a product
and advertisements may

be distributed including,
television, internet,
magazine, and word of mouth. As a trusted and
reliable source, Oprah has a loyal fan base that is
influenced by her. From book suggestions to home
and lifestyle make overs, anything featured on the
Oprah show tends to become a hit. Even
Oprah.com draws in an audience of 3.6 million
visitors a month.

he Oprah Winfrey Show
4 T P y

Identity theft is a growing epidemic in the United
States we will propose to the directors of the
Oprah show to do an episode about identity
theft victims. Typically the audience members

during and episode of the show are in some way
connected to the topic. Postal Vault will sponsor
this episode by donating a locking Postal Vault
mailbox to the guests of the show, as well as the
entire audience. This donation will create a lot of
buzz for Postal Vault. It also will help in producing
brand and product awareness. Ideally recipients
of a free Postal Vault will begin to generate word
of mouth for the product and aid in creating value
and need for the product.

St. Jude’s Children’s Research Hospital
Postal Vaults philosophy is “Touch Lives and Make
a Difference.” A contribution of $1,000,000 will
be donated in the company’s name. This donation
portrays a positive image to consumers that Postal
Vault is more than just
a mailbox company.
They give back to the
community through
their philanthropy.

St. Jude Childrens
Research Hospital

Fimfr'!r_-;; CHiFEs. ."r'm'r'.li:.: children.
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ideo news releases serve as a medium for public awareness. They also, by means of non-
Vtraditional advertising, serve as a great way to create buzz for a new product. Instead of
using traditional TV commercials we have produced a video news release raising awareness of
mail and identity theft. Not only will it raise awareness of identity theft, it will also indirectly
promote our product. We will distribute these videos to 300 network stations nationwide. News
stations will willingly air our video news release because they are always looking for interesting
pieces to help fill their air time.

The benefit of sending out video news releases versus buying TV spots, is that we do not have to
push the product on the consumer. Instead they are being informed about news worthy topics by
their local and trusted news reporter. By receiving this information via someone they trust they

will be more apt to find value and need in the product. Our intention is not to scare consumers
into buying Postal Vaults, but to give them information and
reason to buy.

Video news releases are so budget friendly we will be able
to air them a second time later in the campaign. This time
we will pay the top 10 markets to broadcast the video
news release during their morning newscast when the
majority of our consumers watch the news.




Each time you put your mail in your mailbox,

you could be leaving yourself open to identity
theft.

The NCPC, National Crime Prevention Council,
a nonprofit tax-exempt organization, defines
identity theft as a type of crime

If you need to use a mailbox use a locked mail-
box, such as the Postal Vault. The Postal Vault not
only provides a lock,

According to Star Systems, one in twenty people
will have their identities stolen, making identity
theft one of the fastest growing crimes in the
cou

Where someone wrongfully obtains and uses
another person’s personal data in some way
that involves fraud or deception, typically for
economic gain.

These thieves can use your credit card numbers,
driver’s license numbers, or even your date of

birth.

e U.S. Postal Service Box
®Post Office

e Postal Vault

There are many ways you can ensure your identity
is safe. Don’t put your outgoing mail, especially
bill payments, in personal curbside mailboxes.
Instead use the United States Postal Service
mailboxes or bring your mail to the post office.

¢SSA  800.269.0271

*USPIS 888.877.7644

*[RS 800.829.0433

But protects the mail from harsh weather condi-
tions and keeps it safe while you are out of town.

If you feel that you have been victimized you may
contact the Social Security Administration’s Fraud
Hotline, U.S. Postal Inspection Service, or the
Internal Revenue Service.
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March April May June July August |[September| October | November

Time Magazine

National Geographic|

Entertainment Weekly

North Shore Magazine|

West Coast Magazine|

Sacramento Magazine
Airport Dioramas
VNRs

In-Store Displays
Theatre Displays

Mall Displays

Oprah
School Buses|
Direct Mailings

B2B
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Given Budget $17,500,000
The budget reflects planning based on our Magazine 24,947,900
' ; Airport 845,655
curre.nt research bl.Jt is ﬂeXII?le based on VNR 546,000
the continuous evaluation techniques proposed In-Store $1,395,000
by Velocity Communications. This ability to Theatre $540,000
measure and adjust media planning based Malls 3455,670
] ' : Billboard 2,023,030
on effect.wer?ess is a strength of Velocity Oprah §73.140
Communications. Internet $234,000
Direct Mail $3,200,000
School Buses $500,000
B2B $142,500
Contingency $875,000
B8 opgranc . Promotions $43,000
o Busss 1% o Promations Donation $1,000,000
3% | | J Total $16,320,895

Budget Saved $1,179,105

Inbernet 3
e

0% l-" Theatre | WHR
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n order to evaluate the effectiveness of our campaign we will conduct the following
measurements:

Quantitatively look at the percentage of sales from “In-store” distributors in
comparison to the previous years sales

Compile all promotion entries forms into a database and based on the
information given, send them information about identity theft, the product,
and any new promotions. The effectiveness will be evaluated by looking
at the number of contacts received versus the number of contacts that
choose to remain on our contact list

Continue monitoring the number of hits to the home web site throughout the
campaign. We could infer that if we received higher traffic during
the summer months when our theatre displays were in use that they
generated some of this traffic. Same thing goes for the run of our billboard
advertisements

Measure the hits to the “1 in 6” web page to see what percentage of the one
million postcards actually drove consumers to the web address
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I Yostal Vault is #he locking mailbox. It is a one time investment that pays

for itself by keeping your mail secure everyday.

By distributing VNRs, sending out direct mail pieces, producing an instore display video,
and giving consumers information obtaining to the risk of identity theft in our print ads we
have increased consumer’s awareness of identity theft via mailboxes

By setting up Postal Vault displays in multiple high traffic consumers areas and placing
Postal Vault images in our print ads we have increased product visibility

Having Bobbie Cox narrate the instore display video and placing her face on the majority
of our creative advertisments we have made Bobbie Cox synonymous with identity theft
prevention

Thru placement of the Postal Vault logo on direct mail pieces, promotional items,
billboards, bus scapes, and print advertisements we have increased brand awareness

While increasing awareness of identity theft through our sponsorships and donations we
have helped build a positive image for the Postal Vault Company and created a need and
value for the product

By adding builders and installers to the web site and providing home builders associations
with display units for their show rooms, along with our generous donations we have begun
to build business and community relationships
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