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OCA/USPS-T2-1.	In your testimony at 3, you state, “These customers [the large boxholders who are typically businesses] are in turn more likely to request other retail services in conjunction with visits to post offices to retrieve mail.” 


a.	Have you or the Postal Service conducted a survey or study on the frequency, volume and valuation of transactions for Postal Service retail services among business boxholders and business nonboxholders?


b.	If your response to part “a” of this interrogatory is affirmative, please provide a copy of the survey and the applicable cites.  If your response is negative, please indicate the basis for your assertion.


c.	Have you or the Postal Service conducted a survey or study to determine the frequency, volume and valuation of transactions for Postal Service retail services among nonbusiness boxholders and nonbusiness nonboxholders? 


d.	If your response to part “c” of this interrogatory is affirmative, please provide a copy of the study with the applicable cites.  If your response is negative, please indicate the basis for your assertion.


e.	Please explain how you determined that large boxholders are more likely to request other retail services than small or medium boxholders are.





OCA/USPS-T2-2.  In your testimony at 5, you state that “[s]implifying a product line is worthwhile in a retail context because it generally decreases costs . . . and makes it easier to communicate the value and features of the service to customers.”  


a.	Please provide all information you have available to you on retailers who “simplify” their product line while raising the remaining product prices.  Your response should cite specific product lines as well as specific retailers.


b.	What has been the market impact on those retailers you cite in part “a” of this interrogatory?


c.	When retailers “simplify” their product line, can the simplification process create a potential for another  retailer to enter that market and address any potential “void” brought about by the simplification process?  Please explain your response.
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