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ADVO is the nation’s leading direct mail media company, with annual revenues of nearly $1.4 billion. 
Serving 17,000 national, regional and local retailers, the company reaches 114 million homes, more than 
90% of the nation’s households, with its ShopWise® shared mail advertising. The company’s industry-leading 
targeting technology, coupled with its unparalleled logistics capabilities, enable retailers seeking superior 
return on investment to target, version and deliver their print advertising directly to consumers most likely 
to respond.

Demonstrating ADVO’s effectiveness as a print medium, the company’s “Have You Seen Me?”® missing child 
card, distributed with each ShopWise® package, is the most recognized mail in America. This signature 
public service program has been responsible for safely recovering 139 children. The program was created in 
partnership with the National Center for Missing & Exploited Children and the U.S. Postal Service 
in 1985.

ADVO employs approximately 3,700 people at its 24 mail processing facilities, 33 sales offices and headquarters 
in Windsor, Conn. The company can be visited online at www.ADVO.com.

“
ADVO is taking market share, and at a critical 
time. Shifts in consumer media usage are driving 
advertisers to carefully scrutinize their media 
choices, and to focus on those that provide a 
credible return on their advertising investment.”
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ADVO Grows Revenue 11% in 2005 
During 2005, ADVO continued to 
demonstrate its growing importance in 
the media market, capping 13 straight 
quarters of higher revenue with an 11% 
increase for the year.

This top-line growth, to $1.386 billion, 
reflects continued strong client demand 
for advertising programs that are tar-
geted, measurable and accountable—
advertising that delivers superior return 
on investment.

The strong demand was reflected in 
advertising volumes as well, with shared 
mail pieces up 15%, to 34 billion. These 
were combined into more than four bil-
lion targeted ShopWise® shared mail 
packages, up 16%.

Operating Income Drops to $69.1 
Million, Principally as the Result of 
Strategic Investment Operating 
Income (OI) dropped 14.7%, to $69.1 mil-
lion, principally as a result of our Southern 
California market expansion launched 
in fall 2004. Doubling capacity in the 
Los Angeles area was a strategic move 
driven by our goal to strengthen our 
business in the fastest-growing and most 
competitive media market in the nation. 
Advertisers continue to fill the new 
packages, and we expect to see solid 
returns in the future.

Excluding the expansion, Operating 
Income grew $17 million, or 21%, a sig-
nificant gain reflecting the strength of 
our core business across established mar-
kets and categories. Even so, we recog-
nize there is significant opportunity to 
strengthen margins, and this is a key 
goal in 2006.

Broad Growth Across Client 
Categories and Geographic Areas 
Virtually all client categories and all 
geographic areas contributed to this 
year’s double-digit revenue growth. 
Grocery and quick service restaurants, our 
most established categories, grew at a solid 
6% and 9%, respectively. In all, nine out 
of 10 key categories saw solid single- or 
double-digit growth, a very strong 
accomplishment in line with ADVO’s 
goal to diversify among more categories. 
And, revenue increased in every region 
of the country.

ADVO Continues to Take Market 
Share Clearly, ADVO is taking market 
share, and at a critical time. Traditional 
media, including newspapers, are strug-
gling to respond to shifts in consumer 
media usage. These same shifts are driving 
advertisers to carefully scrutinize their 
media choices, and to focus on those 
that provide a credible return on their 
advertising investment.

In this environment, direct mail is 
thriving. ADVO is growing because our 
product works.

In a media-saturated world, our medium, 
the mail, is proving particularly effective 
at getting our clients’ messages into the 
hands of each home’s principal shopping 
decision-maker. Time-starved consumers 
still have a strong, positive relationship 
with their mail.

ADVO’s capabilities—including our tar-
geting expertise, national reach and 
neighborhood penetration, along with 
our consultative, solutions-driven sales 
approach—help our clients get their 
messages to the right consumers at the 
right time, driving the response and ROI 
that today’s advertisers demand.

Quality of ADVO Team Makes the 
Difference in Driving Results 
Achieving the kind of growth and client 
support we have built takes extraordi-
nary effort. Over the past several years, 
ADVO associates have worked as never 
before to translate our competitive 
advantages into the market share gains 
we are experiencing now.

The company’s strength and potential 
in today’s media marketplace became 
very clear to me as I got to know the 
company, its clients, its business part-
ners and its people during my first year 
as CEO.

shareholdersfellow 



Key Statistics 4.2 Billion  Shared Mail Packages (3.6 billion in 2004)

 34.2 Billion  Shared Mail Pieces (29.8 billion in 2004)

 8.23  Shared Mail Pieces Per Package (8.33 in 2004)

 $37.31  Shared Mail Revenue Per Thousand Pieces ($38.28 in 2004)

Over the course of 2005, I visited with 
over 50 clients and prospective clients. I 
listened carefully to what they had to 
say about their needs and how ADVO is 
helping them today, and where we need to 
invest our resources to help them in the 
future. Building relationships is critical 
in our business, and we are fortunate to 
have great relationships at all levels.

I also spent a great deal of time with 
leaders of the direct mail industry, the 
United States Postal Service (USPS) and 
Congress, working to develop a proactive 
plan for postal reform. While this plan, 
which would have eliminated the need 
for a rate increase, was not completed by 
Congress in the most recent legislative 
session, advancing the issue will continue 
to be a priority for ADVO. With postage 
comprising approximately half of our costs, 
this is a key issue to both clients and 
shareholders. While we are disappointed 
that our clients must absorb a postal rate 
increase in 2006, it is the first such 
increase in more than three years.

Another key ADVO partner is the 
National Center for Missing & Exploited 
Children (NCMEC), who along with the 
USPS, helped ADVO create our signature 
public service program, America’s Looking 
for Its Missing Children, 20 years ago. 
Everyone at ADVO is tremendously proud 
to be associated with this program, which 
has helped reunite 139 children with their 
families. ADVO’s Missing Child Card is 
a poignant example of the power of our 
medium, and of our company’s potential 
to make a difference in people’s lives.

Throughout the year, I have had the 
opportunity to experience, time and 
again, ADVO’s committed, collaborative 

and client-centric culture. ADVO peo-
ple are very focused on working together 
to do what’s right for our clients, on 
helping create solutions for them. Over 
the past several years, more than ever 
before, this has meant embracing a spirit 
of continuous improvement aimed at 
building and bringing valuable expertise 
to our clients. ADVO’s learning culture 
is a great advantage as we work to adapt 
to the dynamic media marketplace.

In 2005 we solidified our leadership team. 
The team blends the talents and experi-
ence of long-time company leaders and 
new executives with knowledge gained at 
other media companies. It’s a great com-
bination of inside and outside perspec-
tives that will help us build on current 
strengths while cultivating new ones.

Consistent, Profitable Growth Is 
Our Overarching Goal Together, 
ADVO’s associates and leadership team 
have put aggressive plans in place to 
translate our competitive advantages 
and marketplace appeal into consistent, 
profitable growth. Driving continued 
top-line revenue gains while better 
translating them into stronger bottom-line 
returns—in all areas of our business—is 
our most fundamental goal.

We are committed to margin improve-
ment, and are undertaking a number of 
important actions. We will continue to 
pursue new clients and improved perfor-
mance in Southern California. We are 
increasing marketing efforts around our 
higher margin product lines. And, we are 
working to leverage our fixed costs of 
postage in weeks, months and markets 

where package weights have historically 
been below postal minimums. We have 
launched a dedicated Sales team, and 
will be working cross-functionally, to 
address this significant opportunity.

Based on the strength of our medium, 
along with our capabilities and the value 
they bring to advertisers, we also are 
confident that there is plenty of oppor-
tunity to continue to grow our business 
with existing and prospective clients, and 
to diversify among new retail categories. 
As part of this effort, we have undertaken 
an aggressive strategy of securing media 
tests with non-traditional advertisers 
and categories. In fact, in the past year 
we have established relationships with 
more than 50 new client prospects who 
now have tests under way with us. This is 
a critical strategy to drive growth as media 
testing clearly demonstrates the power 
of our product—and for our clients, the 
results that count.

ADVO Capabilities Will Continue 
to Strengthen, Bringing Value to 
Our Clients While we are working to 
maximize near-term performance, we 
also are looking to the future, strength-
ening the company to respond to con-
tinued shifts among consumers, 
advertisers and the media world.

In the past, ADVO built capabilities 
that have made us the nation’s leading 
provider of print distribution. Our invest-
ment in consistent, coast-to-coast reach, 
high-quality manufacturing operations 
and our valuable national mailing list 
worked together to create our distribu-
tion model and make us a media force.

 A
D

V
O

, I
nc

. 2
00

5 
A

nn
ua

l R
ep

or
t 

Pa
ge

 2

S
H

A
R

E
H

O
L

D
E

R
S

’ 
L

E
T

T
E

R



Beginning in late 2002, we became more 
solutions-focused in our relationships 
with clients, the strategy that is driving 
our growth today. Our targeting capa-
bilities, sales structure and industry 
expertise, all built on the foundation of 
our sub-ZIP Code distribution platform, 
laid the groundwork for this important 
evolution in our go-to-market strategy.

Looking ahead, our strategy is to build 
on these strengths, accelerating our 
capabilities as a provider of strategic 
solutions and advancing our services as 
well. Our vision is to be an industry-
leading, strategic solutions-based 
marketing services and media distribu-
tion company.

Clients’ Drive to Do More With Less 
Presents Opportunity In the final 
analysis, our strategies are driven by our 
clients and their needs. Today—and 
into the future—our 17,000 clients want 
help negotiating our complicated media 
world. They want media that are 
accountable. Like consumers, they are 
time-starved, and want media partners 
they can depend on to add value. Our 
goal is to be there for them, helping to 
create targeted print media campaigns 
that grow their business.

This will be critical because business 
conditions and pressures driving the 
advertising industry increasingly require 
our clients to do more with less. 
Consolidation in the retail world points 
to consolidation of advertising spending. 
Many of our clients are operating in a 
world of flat or declining ad budgets, while 
trying to allocate their spending across a 
growing number of media channels.

We believe that this convergence in fact 
presents opportunity for our company 
and our medium, because of its growing 
record of delivering ROI and because it 
can be integrated so effectively with 
other targeted media such as the 
Internet. By building our portfolio of 
services and solutions and the internal 
expertise to drive them, we can create 
even stronger partnerships with clients.

Today at ADVO, we have great people, a 
strong leadership team, valued partners 
and a product that works. We’re deliver-
ing on client expectations by delivering 
a superior return on investment—and 
we’re strengthening our capabilities to 
continue to do so.

We are the leader in our space, shared 
mail, with nearly $1.4 billion in revenues. 
And driven by 13 quarters of consecutive 
growth, we know there is opportunity 
for substantial future growth within the 
$83 billion market for in-home print 
advertising. Importantly, there is substan-
tial opportunity for margin improvement 
as well.

All of this adds up to one energized 
company. I’m proud to be working with 
this team, and convinced, more than 
ever, of our ability to continue to grow, 
and to grow profitably.

S. Scott Harding
Chief Executive Officer  
ADVO, Inc.

Financial Highlights

(In millions, except share data and 
Associate data)

Year ended 
September 24,

2005

Year ended 
September 25,

2004

Revenue $ 1,385.6 $ 1,245.8
Operating Income 69.1 81.0
Net Income 40.0 48.7
Diluted Earnings per Share 1.27 1.59

Total Assets $ 478.7 $ 427.4
Total Associates 3,685 3,860

Revenue 
(Dollars in Millions)

01 ’0
3

’’ ’0
2 04 ’0
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1,385.6

Net Income 
(Dollars in Millions)
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the right mix
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Everyone appreciates freedom of choice. 
The right to live and work and play and 
spend as we choose. But in advertising, 
there’s a paradox. Offer too many choices 
in too many places, and you’ll diminish 
interest and response. With less time to 
spend with a newspaper, to pause and 
write a phone number from a TV or 
radio commercial, today’s consumers 
need advertising that is relevant, handy 
and easy to use.

Targeted direct mail advertising gets the 
right messages, offers and coupons to the 
right consumers at the most appropriate 
times. And when advertisers want the 
broadest, most accurate targeting 
capabilities, market penetration and 

coast-to-coast or neighborhood-level 
reach, ADVO is clearly the best choice.

ADVO’s strong demand-driven revenue 
growth is largely fueled by partnerships 
we build with clients to gain understand-
ing of their needs and develop adver-
tising programs that effectively address 
them. Demand also is being driven 
by a shift by advertisers away from less 
measurable media. During 2005, efforts 
we took to support our business’ signifi-
cant growth included a company-wide 
realignment of resources, continued 
major investments in high-opportunity 
markets, and strengthening of our 
leadership team.

$52.2 BILLION 
MEDIA-LEADING SPEND

Advertisers indicate growing frustration at the 
increased inefficiency of traditional media. 
More television channels leading to smaller, 
more fragmented audiences. Shrinking 
newspaper and radio audiences. As a result, 
advertisers are increasingly turning to direct 
mail, which in the last five years has become 
the nation’s top advertising medium. These 
advertisers want targeting, and a measurable 
advertising return on investment—ROI—
two of ADVO’s greatest strengths. ADVO’s 
targeted direct mail overlays geography, 
demographics and purchasing behavior, 
affording a three-dimensional view of vir-
tually every American household, which 
ADVO can reach singly, by neighborhood or 
in aggregate.

“ As an advertising channel 
in today’s media market-
place, where marketers 
place a high level of 
accountability on each 
dollar spent, mail offers 
the ability to target 
customers directly and 
with measurable results.”

—Anita Bizzotto, Chief Marketing 
Officer and Senior Vice President, 

U.S. Postal Service

Estimated Annual U.S. Advertising
Spending by Segment 

(Dollars in Billions)
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“ Marketers need a more rigorous 
approach to a fragmented world—
one that jettisons mentalities and 
behavior from advertising’s golden age 
and treats marketing not as ‘spend’ 
but as the investment it really is.”

—McKinsey Quarterly, 2005

advertising medium#1 



“ Today’s consumers respond to relevance. We drive clients’ sales not only by 
identifying and reaching the right consumers, but also by getting them messages 
they will respond to.” —Matt Spahn, ADVO Chief Marketing Officer

17,000 CLIENTS
280,000 TARGETING 
MAPS

20 YEARS OF RESEARCH 
EXPERTISE

Increasingly, existing and new clients 
seek ADVO know-how and capabil-
ities to get their messages through 
to time-starved and media-saturated 
consumers. They come to ADVO for 
customer acquisition and retention 
strategies, re-imaging campaigns, 
competitive blunting techniques, for 
help driving traffic to in-store events 
and grand openings or through cou-
pon offers, for help revitalizing 
underperforming stores, and more. 
ADVO’s targeting ability enables 
retailers to make the most of their 
ad dollars. Working with client and 
ADVO mailing lists, and weighing 
them against a growing arsenal of 
demographic and lifestyle variables, 
advertisers can target, version and 
deliver their ads to the neighborhood 
level. Or, find similar neighborhoods 
across the country to achieve superior 
return on investment.

A team of about 45 target marketing 
specialists is uncovering rich new 
data resources that enable vastly 
increased media effectiveness and 
efficiency. A 30%-plus increase in 
targeting projects during fiscal 2005 
reflects the growing appetite among 
retailers—who are exponentially 
increasing their own data on consum-
ers and purchasing behavior—for 
improved targeting and advertising 
accountability. “We are moving to 
behavioral targeting,” says Dan Sherr, 
Vice President, Strategic Targeting 
Solutions. “We integrate client 
transaction data with behavioral 
information in proprietary media 
planning models to provide the most 
efficient mix of shared and solo mail.” 
In all, the target marketing team 
mapped more than two million 
locations and developed 280,000 
custom maps and reports to meet 
clients’ targeting needs.

ADVO has been doing consumer 
research for more than 20 years, 
building long-term proprietary 
expertise to help clients plan print 
advertising campaigns that deliver 
superior return on their investment. 
That’s why retailers can turn to 
ADVO when they want to know what 
percentage of consumers respond to 
circulars and flyers (81%), how many 
people buy products after seeing ads 
for them (43%), how Hispanic 
households typically shop for gro-
ceries (several times a week, primarily 
in neighborhood markets) and scores 
of other useful information. ADVO 
know-how comes from research 
spanning readership, response, cat-
egory media usage, image response, 
ethnic attitudes and behaviors, 
and many other demographic and 
geographic variables.
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“ Today, power has shifted and the consumer is in control, demanding more 
relevance. So we have to extend messages across both a broader, and more 
targeted footprint, in order to be effective.” —Lynn Fantom, CEO, ID MEDIA

99.9991775% RELIABILITY 97% OF CONSUMERS

The Friday after Thanksgiving 
means everything to major national 
retailers. So when one of ADVO’s 
largest clients asked the company to 
distribute a 40 million piece cross-
country mailing during the three-day 
window just prior to the holiday, 
ADVO made certain to do it right. In 
a smoothly coordinated two-month 
effort involving cross-functional 
teams from 20 ADVO facilities, pre-
work with the U.S. Postal Service 
and intense communication with 
the client, the entire mailing was 
executed with precision. Then, 
ADVO client service associates 
worked to track and verify that all 
had shipped in time for the big day. 
In the end, ADVO delivered with 
99.9991775% accuracy.

…sort their mail the day it arrives.

Every home has a mailbox. And every 
mailbox has a “CEO”: a person who 
retrieves the mail, goes through it—
and typically—makes most of the 
spending decisions for the household. 
Direct mail puts information and 
special offers directly into the hands of 
this important consumer. From the 
comfort of their kitchen, shoppers 
can take a virtual walk of outlets 
ranging from the local mall to 
nearby eateries to regional retailers 
to national chains. Effective, tar-
geted ads match offerings with local, 
ethnic and economic preferences 
for products, services and prices. 
Mailed advertising enables consum-
ers to compare, decide and save 
money. In today’s noisy electronic 
media marketplace, the mailbox 
remains tried, true and trusted. 
Getting the mail is an anticipated 
ritual—every day.

“ The advantage ADVO 
has is that they are 
not just a direct mail 
company, not just a 
print vendor, but a real 
marketing support arm.”

—Jessie Solomon, President, 
Newspaper Services of America Media

ACCORDING TO THE U.S. 
POSTAL SERVICE:

89%
of consumers read their 

mail the moment they bring 
it inside.

75%
expect to get mailed 

advertising every day.

57%
fully anticipate that their 

next trip to the store or mall 
will be affected by what 

they get in their mailbox.

66%
In 66% of households, 

women bring in the mail.
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“ Every time we measure ROI and response, we have information and another 
platform on which to drive results higher.”

—Stephanie Molnar, ADVO Executive Vice President and President, Sales and Services 

“ We see the success week after week that we use ADVO. You can absolutely 
feel the impact when the ads hit the street.”

—Carie Gladstone Doll, Senior Vice President, Anna’s Linens

FOCUS ON 50

Ensure successful testing and client on-
boarding, starting with 50 new, key clients 
and prospects. Take the lessons learned and 
apply them to every one of ADVO’s client 
relationships. That’s the purview of a cross-
functional client development group formed 
in 2005 to create a seamless interface between 
key ADVO functions and high-value custom-
ers in diverse categories. The team is aligned 
with the company’s continued strategic shift 
from transactional selling to client partner-
ships that meet needs with tailored solutions. 
Institutionalizing best practices in consultation, 
pilot-testing and program cost-efficiency, and 
driving rapid implementation are hallmarks 
of the team’s work. Results include a much 
deeper understanding of client needs, and 
client appreciation of ADVO’s capabilities 
and value.

Return on investment (ROI) is a metric 
increasingly used by advertisers to 
evaluate the efficiency and effectiveness 
of marketing activities. Changes in 
incremental sales, sales revenue, brand 
awareness and market share are exam-
ples of results that can contribute to 
understanding how effective a market-
ing campaign is.

Looking at response rates along with 
ROI can give an even more useful 
sense of the effectiveness of advertising 
programs. In fact, to deliver maximum 
value per advertising dollar, ROI and 
response must be continually moni-
tored and driven higher.

Unlike many traditional media, ADVO 
shared mail advertising can be tracked 
using metrics that give rich insight 
into how well targeted messages reach 
and inspire action among specific 
groups of consumers in selected geo-
graphic areas.

ADVO response models can help mea-
sure the effectiveness of print marketing 
plans, coupon redemptions or events 
and industry-specific promotions. They 
can help gauge return on investment 
from a wide range of targeting, messag-
ing and distribution approaches tai-
lored to specific client needs.

“ The kind of increased (coupon) redemption we 
see from the ADVO marriage mail piece we do 
not see in other media vehicles.”

—Shannon White Jordan, Director of Marketing, Steak ’n Shake
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A home furnishings retailer with a century-
old Los Angeles landmark store faced the 
challenge of its lifetime: Learn to reach an 
increasingly Hispanic local clientele or watch 
sales sag. Reaching out to ADVO helped turn 
things around. Using a proprietary tool called 
Consumer Sourcing Model, which provides 
database analysis of penetration with versioned 
advertising, ADVO helped the retailer target 
relatively unassimilated Hispanic prospects 
with a bilingual ad campaign featuring 
special sale priced items. Almost immediately, 
sales soared by 40%.

TARGETING NETS A 
40% SALES INCREASE

REACH MAKES A 
$7,000,000 DIFFERENCE

RESPONSE DRIVES ROI 
UP 150%

For a large grocery chain, every share 
point in major markets can equal 
$100 million in sales. So when a 
well-known grocer lost a point in a 
year, it was time for action. The chain 
knew that increased competition 
and declining readership for its 
newspaper circulars were behind 
the trend. ADVO recommended a 
number of changes. First: a new 
sale-break date better aligned with 
consumer preference. ADVO switched 
its local shared mail package in-home 
delivery date to accommodate the 
change, paving the way for a campaign 
an efficiency expert could love. A 
targeting plan pinpointed consumers 
most likely to buy. List-scrubbing 
assured address accuracy and elimi-
nated duplication. Pre- and post-user 
awareness studies demonstrated a 
step-change in results that generated 
$7 million in market share in just 
three months, plus a 10% boost in ad 
readership, and a 5% increase in 
overall recall of the ads.

A sandwich chain coming off a 
successful national prime-time TV 
and radio campaign sought further 
gains at low cost. With a local mid-
week broadcast campaign on tap in 
a key region, the chain decided to test 
direct mail in parallel and measure 
results. The client chose ADVO’s 
Missing Child Card to augment the 
campaign with three mailings over 
seven weeks. Following up at test 
restaurants supported by ADVO 
and control sites by broadcast, the 
client found a surprising difference. 
ADVO-supported restaurants beat the 
controls by about $1,500 per location, 
and with a 150% improvement in 
return on investment thanks to the 
efficiencies of targeted direct mail.

“ We give ADVO our sales information and they break it down by sub-ZIP 
Code and let us know exactly where all of our business is coming from.”

—Phil LeVee, Advertising Manager, La-Z-Boy

“ To be the best out there, we have to be the best in here first.”
—Sue Anderson, ADVO Vice President, Sales Learning and Development
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In parallel with capabilities to help clients achieve results that count, ADVO 
works internally to drive efficiencies and increased returns for shareholders. 
Though investments in Southern California and other regional expansions put 
pressure on operating income in 2005, a number of internal advancements 
brought productivity to new heights. Here are just a few examples.

200 CHANGE AGENTS

To help ready ADVO associates for 
the implementation of state-of-the-art 
enterprise resource planning software 
and significant business process 
changes, workshops across the 
country brought specially selected 
managers (change agents) together 
for change management and leader-
ship training in preparation for the 
system’s launch this spring. Moving 
to the new system will integrate all 
of ADVO’s functions in 2006 and is 
part of the company’s ongoing 
Service Delivery Redesign. SDR 
strives to streamline and automate 
many business processes to better 
meet clients’ advertising needs, as 
well as support ADVO’s continued 
growth. In building a foundation for 
the conversion, SDR has under-
taken such tasks as producing a sim-
plified and consistent product and 
service catalog that makes it easier 
for clients to do business with 
ADVO. More efficient business pro-
cesses and enhanced automation 
arising from SDR have already 
yielded results including improved 
sales force productivity and lower 
print costs for the company.

$1 7,000 CREATIVE ADS

In the ongoing quest to reduce 
operating costs while improving 
service, one acronym—VBO—
speaks volumes. Within ADVO, VBO 
stands for variable branch operating 
expense—how well a branch controls 
costs based on volume produced 
and mailed. Historically, that cost 
has been in the $2–$3 range per 
1,000 pieces produced, packaged and 
moved out the door. In recent years, 
the average VBO company-wide has 
fallen below $2.00, primarily due to 
improved technology and training, 
and the company’s Salt Lake City 
branch was the first to reach just 
$1.00 for the month of September. 
Kim Perfili, the branch’s director of 
operations, says cross training, branch 
incentive programs and a great spirit 
of teamwork drove the accomplish-
ment. “With technological advances 
and a dedicated team, we are able to 
meet client needs and company 
goals,” she notes.

An 11% increase in revenue and 
15% increase in advertising pieces 
meant that our creative artists had 
to work smarter to meet the demand. 
Consolidation of creative ad pro-
duction to Pittsburgh for ongoing 
client needs and to Windsor for 
strategic accounts, business develop-
ment and special projects resulted in 
a more efficient and effective team. 
“Our artists are now co-located, which 
creates a robust, stimulating envi-
ronment in which they thrive,” says 
Lynda Kirby, head of the 10-person 
Pittsburgh team. “Moreover, we can 
manage our work in aggregate and 
allocate resources more strategically.” 
The same is true in Windsor, where 
Lynda’s counterpart, Bob Stickels, 
leads the seven-person team serving 
national and category accounts 
with full creative agency service 
and attention-getting approaches, 
including die-cuts.



Left: Kathleen Mooney, the 100th child recovered with the 
help of an ADVO Missing Child Card, joined in celebrations 
marking the program’s 20th anniversary at the New York 
Stock Exchange in May. Along with ADVO executives, her 
mother and other special guests, she toured the exchange and 
helped ring the closing bell (pictured on the opposite page, 
top right).

Right: Olivia Salisbury, recovered in 2002, presents the 
Charles B. Wang International Children’s Award to Vince 
Giuliano, ADVO Senior Vice President, Government 
Relations. The award, presented by the National Center for 
Missing & Exploited Children at its 2005 Hope Awards, 
honored the 20-year role the Have You Seen Me?® missing 
child cards have played in safely recovering 139 children. 
Postmaster General John E. Potter also joined ADVO in 
accepting the award. 

Bottom: Sam Fastow (center), recovered in 1998, joined 
ADVO associates and CEO Scott Harding (left) in January, 
as U.S. Senator Joseph Lieberman (right) honored the 
Company and its efforts to support missing children with his 
“Connecticut’s Best” Award. 

a cause worth celebrating

America’s Looking for Its Missing Children®
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Giving Back: ADVO’s enthusiasm for doing good work does not end with the services 
we offer our clients. Corporate citizenship is a prominent part of our company culture. 
ADVO is committed to serving our neighbors and the nation through our core 
values, corporate contributions and community involvement. As a direct result of 
leads generated by ADVO’s Have You Seen Me?® cards, 139 missing children have 
been safely recovered.

Since its inception in 1985, ADVO’s 
Have You Seen Me?® card and the com-
pany’s America’s Looking for Its Missing 
Children® program, in conjunction with the 
National Center for Missing & Exploited 
Children and the U.S. Postal Service, have 
won widespread recognition as one of 
the nation’s most effective public-private 
sector partnerships. Each week, ADVO’s 
targeting expertise and national reach get 
85 million photos of missing children 
out in areas where they are most likely 
to be found—empowering the American 
public to help in safe recoveries.

To commemorate the 20th anniversary of 
the program, ADVO launched a special 
public service campaign on its ShopWise® 
wrap banners. The message: “Take 10 
Seconds with the Card.” Experts say 
that is all the time it takes to recognize 

a child’s features. The wrap delivered 
this behavior-reinforcing message 
through nearly 750 million impressions 
during 2005 in an effort to bring even 
more missing children home.

To mark the anniversary ADVO also used 
a familiar photo on the cards in May. 
Every five years, the company distributes 
the picture of Cherie Mahan, the first 
child featured back in 1985. Cherie dis-
appeared while walking home from her 
school bus and tragically, she has not yet 
been recovered. Running Cherie’s picture 
again was a very powerful example of 
the company’s commitment that no 
missing child will ever be forgotten.

In another powerful reminder, Cherie’s 
mother, Janice McKinney, joined a 
number of recovered children and their 

families, and ADVO executives, to ring 
the closing bell at the New York Stock 
Exchange on May 23. Millions of 
Americans who heard or saw the event 
on broadcast stations were reminded 
about the power of those pictures and 
inspired to pay even closer attention to 
the cards each week.

139 recoveries



Products, Services and Solutions

ADVO continues to develop expertise in building business for national and local retailers by stimulating consumer 
purchase. Dedicated to aligning with client needs, ADVO provides innovative, custom advertising and promotional 
solutions for response-oriented retailers.

In addition to leveraging its proprietary demographic and lifestyle research, which includes data on consumer lifestyle 
preferences and purchasing patterns, ADVO can analyze clients’ databases to precisely and efficiently target advertising 
to highest value consumers at the ZIP Code or sub-ZIP Code neighborhood level, combining national reach with local 
market coverage.

Shared Mail: Reliable, Fast, Effective

ADVO at a glance

ADVO Shared Mail
ADVO pioneered shared mail almost three decades ago with technology to reach 
consumers at the sub-ZIP Code level with advertising from many retailers. These 
shared advertising packages today are a measurable, reliable, cost-effective marketing 
tool that:

•  Reaches consumers within a two-day window, assuring timely delivery of cou-
pons, dated offers and sale-break announcements.

•  Provides an efficient platform for sub-ZIP Code targeting that gets advertising into 
the homes, and hands, of consumers most likely to respond, driving superior ROI 
in today’s marketplace.

•  Shares bulk pre-sort rates for a single package among many retailers.

Solo Mail
Individual pieces of bulk pre-sort direct mail, also known as “solo” mail, can be 
an effective one-to-one marketing tool. It saves advertisers money compared to 
first class mail, within a delivery window of three to ten days.

First Class Mail
First class mail, the most commonly used class of mail—and the most expensive, 
takes up to three days to reach recipients.
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Have you seen me?

This copy is not intend.

RECOVERED

This copy is not intended to be read. It is 
mereley a representation of the type style, size and color that would be 

placed here. This copy is not intended to be read. This copy is not intended to be read. It is 
mereley a representation 

of the type style, size and color that would be placed here. 

This copy is not intended to be read. It is 

mereley a representation of the type style, size 

and color that would be placed here. This copy 

is not intended to be read. This copy is not 

intended to be read. It is 
mereley a 

representation of the type style, size and color 

that would be placed here. 

RESIDENT

123 Street

Anytown, USA 12345

John Doe
123 Address Road
Anywhere, USA 12345

Jane Doe
123 Address Road
Anywhere, USA 12345

John Doe
123 Address Road
Anywhere, USA 12345

Jane Doe
123 Address Road
Anywhere, USA 12345



The ADVO Journey: Each week, ADVO processes 600 million pieces of adver-
tising from up to 17,000 clients... . These ads are sorted at 24 production facilities 
into more than 18,000 distinct, targeted ShopWise® packages...which are then 
trucked to 7,400 retail post offi ces...where they are unloaded and delivered by 
carrier route, in walk-sequence order, to 65 million households weekly...and to 
114 million households monthly—more than 90% of the nation’s homes.

NOTABLE EVENTS IN FISCAL YEAR 2005

October

•  Scott Harding joins ADVO as Chief 
Executive Officer.

November

•  Joseph Guiff, missing for eight months, 
becomes the 136th child recovered 
thanks to an ADVO Have You Seen 
Me?® card.

December

•  ADVO and Paddock Publications 
announce alliance merging Chicago 
Daily Herald advertising inserts with 
ADVO’s ShopWise® package in a single 
shared mail offering to more than 
725,000 suburban homes.

•  Charles Herington, President and CEO 
of America Online Latin America, 
joins Board of Directors.

January

•  Record-breaking first quarter earnings 
top $350 million, up 15.8% over the 
same period in 2004, and shipping a 
billion packages in a quarter is also a 
breakthrough milestone.

•  $100,000 pledge to Save the Children 
supports Asian tsunami relief efforts.

February

•  Jacob Goldschmidt’s recovery brings 
the total to 137 children reunited with 
their families thanks to an ADVO 
Have You Seen Me?® card.

•  Marie Gant joins ADVO as Senior 
Vice President, Chief Information 
Officer.

April

•  Second quarter earnings up 11.3% over 
the same period in 2004.

•  Organization realignment to improve 
cost structure announced.

May

•  ADVO and MediaNews Group, Inc. 
launch strategic alliance to jointly dis-
tribute advertising inserts to the mil-
lions of consumers in the Los Angeles 
market.

•  Matt Spahn joins ADVO as Senior 
Vice President and Chief Marketing 
Officer.

•  Twentieth anniversary of the Have You 
Seen Me? card and ADVO’s America’s 
Looking for Its Missing Children® pro-
gram marked as CEO Scott Harding 
rings the closing bell at the New York 
Stock Exchange.

June

•  Jeff Epstein joins ADVO as Executive 
Vice President and Chief Financial 
Officer.

•  ADVO’s work with the U.S. Postal 
Service, Congress and the Senate 
helps drive a postal reform bill geared 
to improve postal efficiency and slow 
rate increases.

July

•  Third quarter earnings up 10.9% over 
2004 mark the first period of year-over-
year, double-digit revenue growth.

•  Revenue from the Southern California 
second mailing program increases more 
than 22% over the second quarter.

August

•  Atlanta Branch celebrates 10 years 
without a lost time accident.

September

•  Record fiscal year revenue of $1.386 bil-
lion, an 11% increase over prior year.

2005



selected financial data

(In millions, except per share data)

Year ended 
September 24, 

2005

Year ended 
September 25, 

2004

Year ended 
September 27, 

2003

Year ended 
September 28, 

2002

Year ended 
September 29, 

2001

Summary of Operations
Revenues $ 1,385.6 $ 1,245.8 $ 1,163.1 $ 1,130.1 $ 1,137.2
Operating income 69.1 81.0 81.6 80.2 97.0
Net income 40.0 48.7 49.5 42.0 51.0
Diluted earnings per share 1.27 1.59 1.64 1.38 1.65
Dividends declared per share 0.44 0.44 — — —

(In millions)
September 24, 

2005
September 25, 

2004
September 27, 

2003
September 28, 

2002
September 29, 

2001

Balance Sheet Data
Cash and cash equivalents $ 46.2 $ 30.3 $ 17.0 $ 12.3 $ 17.7
Total assets 478.7 427.4 353.5 329.6 321.7
Total debt 124.9 125.2 130.3 171.0 189.1
Stockholders’ equity 185.3 141.8 89.1 35.8 2.4
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corporate information

EXECUTIVE OFFICERS

S. Scott Harding
Chief Executive Officer

Jeffrey Epstein
Executive Vice President and 
Chief Financial Officer

Myron Lubin
Executive Vice President and 
President, Diversified Business Group

Donald E. McCombs
Executive Vice President and 
President, Operations Group

Stephanie B. Molnar
Executive Vice President and 
President, Sales and Services

Donald Schneider
Executive Vice President and 
Chief Human Resources Officer

Marie Gant
Senior Vice President, 
Chief Information Officer

Vincent Giuliano
Senior Vice President, Government Relations

Matthew Spahn
Senior Vice President, 
Chief Marketing Officer

Christopher Hutter
Vice President, Financial Planning and 
Analysis and Investor Relations; 
Treasurer and Assistant Secretary

John D. Speridakos
Vice President and Controller

BOARD OF DIRECTORS

Todd Brown*
Vice Chairman, ShoreBank Corporation

David Dyer+�

President and Chief Executive Officer, 
Tommy Hilfiger Corporation

Bobbie Gaunt+�

Former President and Chief Executive Officer, 
Ford of Canada, Ltd.

S. Scott Harding
Chief Executive Officer 
ADVO, Inc.

Charles Herington*
President and Chief Executive Officer, 
America Online Latin America, Inc.

Karen Kaplan+

President, 
Hill, Holliday, Connors, Cosmopulos, Inc.

John Mahoney*�

Executive Vice President and 
Chief Administrative Officer, Staples, Inc.

Non-Executive Chairman, ADVO, Inc., 

Howard H. Newman+

Vice Chairman, 
Warburg Pincus LLC

* Member of Audit Committee (which also 
serves as the Qualified Legal Compliance 
Committee)

+ Member of Compensation Committee
� Member of Nominating/Corporate 
Governance Committee

PRINCIPAL OFFICE

Corporate Office 
One Targeting Centre 
Windsor, CT 06095-2639 
(860) 285-6100

ANNUAL MEETING

The Annual Meeting of Shareholders will 
be held on Thursday, January 26, 2006 at 
11:30 a.m. at the Company’s Corporate 
Offices.

TRANSFER AGENT AND REGISTRAR

Mellon Investor Services 
Newport Office Center VII 
480 Washington Blvd. 
Jersey City, NJ 07310 
www.melloninvestor.com 
Toll Free number: 
1-800-288-9541 
TTD number: 
1-800-231-5469

The principal market on which the Company’s 
common stock is traded, under the symbol 
AD, is the New York Stock Exchange.

The number of shareholders of record on 
November 18, 2005 was 544. The number of 
shareholders represents the number of open 
accounts with the Transfer Agent.

ADVO, Inc.’s 2005 Annual Report on 
Form 10-K as filed with the Securities and 
Exchange Commission will be available 
without charge upon request from:
Corporate Secretary 
ADVO, Inc. 
One Targeting Centre 
Windsor, CT 06095-2639

CORPORATE GOVERNANCE 
MATTERS

The certifications of S. Scott Harding, 
Chief Executive Officer of the Company and 
Jeffrey Epstein, Executive Vice President 
and Chief Financial Officer of the Company, 
required pursuant to Sections 302 and 906 
of the Sarbanes-Oxley Act of 2002 and dated 
as of December 8, 2005, are included as 
exhibits to the Company’s Annual Report on 
Form 10-K for the year ended September 24, 
2005, filed with the Securities and Exchange 
Commission on December 8, 2005.

The Company’s Annual Written Affirmation 
Certification by its Chief Executive Officer 
was timely filed with the NYSE as required 
by Section 303A of the NYSE Listed 
Company Manual.

CORPORATE GOVERNANCE 
DOCUMENTS

The following documents are posted on the 
Company’s Web site at www.advo.com and 
may be obtained in print upon request:

•  Audit Committee Charter

•  Code of Business Ethics and Conduct

•  Compensation Committee Charter

•  Corporate Governance Guidelines

•  Disclosure Committee Charter

•  Nominating/Corporate Governance 
Committee Charter

•  Policy on Fair Disclosure to Investors

•  Qualified Legal Compliance Committee 
Charter

More information about ADVO’s capabili-
ties, products and services is available at 
www.advo.com
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ADVO, Inc., One Targeting Centre, Windsor, CT 06095-2639 860.285.6100 www.advo.com




