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The National Association of Presort Mailers (NAPM) respectfully submits these comments on 

the United States Postal Service's Notice of Market Dominant Price Adjustment, R2019-1, dated October 

10, 2018. 

The NAPM is comprised of mail service providers, mail supply chain vendors and mail owners. 

Our members interact with, to collect and produce mail from, tens of thousands of business mail 

consumers and combine their mail together to present it as a single mailing to the Postal Service so 

that the client can receive the benefits of Commercial Mail price discounts. Collectively, NAPM 

represents approximately 40 percent of the total First-Class Mail Presort Letters volume. 

The members of NAPM are valued partners with the Postal Service. NAPM members deliver 

high quality mail to the Postal Service with accurate addresses, high quality barcodes, with electronic 

documentation and data, at high-density preparation levels, transported and entered when and where 

it is most efficient for the Postal Service. We are true partners with the Postal Service: we promote, 

provide education on, and sell its products, we share the same customers, and like the Postal Service, 

our business critically depends on keeping mail as a valued and affordable communications medium 

for consumers. 

NAPM disagrees with the statement in the Postal Service’s Notice that the objectives of Section 

3622 of the Postal Accountability and Enhancement Act (PAEA) cannot be met without fundamental 

changes.  NAPM supports reform proposals to address the unfunded retiree health benefits and pension 

obligations, but those issues are beyond the scope of this proceeding.  With respect to pricing, the Postal 

Service can and should do more on its own to achieve the objectives of Section 3622 by using its pricing 

flexibility to maximize workshare incentives to reduce costs and improve efficiency and retain or grow the 

mail of high-volume mailers. 
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I. First-Class Mail Rate Design 

NAPM supports the Postal Service’s decision to minimize price increases on Presort First-Class Mail 

Letters.  The First-Class Mail Letters rate design recognizes the fact that Presort Letters are the most 

profitable and price sensitive First-Class Mail Letters products.  Pricing incentives are important to 

encourage mailers and mail service providers to presort and commingle letters which are more efficient, 

less costly, and more profitable for the USPS.  We encourage the Postal Service to continue to provide 

incentives to keep presort mail in the system and protect its more profitable mail categories. 

NAPM supports the Postal Service’s decision to increase the price differential between Stamped 

and Metered Letters.  The Metered Letters rate serves as the benchmark for calculating the costs avoided 

by Presort Letters; therefore, a lower Metered Mail price results in lower prices for all Presort Letters.  Lower 

prices will help retain profitable First-Class Mail Presort Letters volumes. 

For these same reasons, NAPM is disappointed to see a reduction in the First-Class Mail 5-Digit 

Automation Letters workshare discount.  Reducing the discount for 5-Digit Automation Letters inhibits 

mailers and mail service providers from doing the work to prepare the most efficient First-Class Mail 

product. Reductions in workshare discounts discourage Mailing Services Providers (MSP) and mail owners 

in making investments necessary to leverage newer technologies that improve mail production and preparation 

processes that enable the Postal Service to realize even greater cost cutting and mail retention benefits of its 

workshare program. Additionally, these investments enable mailers and MSPs to support, and facilitate the 

development of Postal Service innovation programs to improve delivery service and promote the growth of mail.  
In addition, a reduction in the 5-Digit Automation discount means the mail owner pays a higher postage 

price for that mail. At a time when First-Class Mail volumes continue to be threatened and businesses 

have other choices for their communication needs, it is essential that mail remain a cost-effective and 

viable solution.  

 

ll. Marketing Mail Rate Design 

The Postal Service deserves credit for increasing the workshare discount for 5-Digit 

Automation Marketing Mail Letters from 2.3 cents to 2.5 cents.  This discount is now set at 100 percent 

of the modeled costs avoided and, thus, fully reflects the value of the work performed by mailers and 

Mail Service Providers.  NAPM encourages the Postal Service to set workshare discounts equal to 100 

percent of the modeled costs avoided where ever possible to maximize incentives for the industry to 

partner with the Postal Service to reduce costs and improve efficiency.  
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NAPM commends the Postal Service for increasing the Full Service Intelligent Mail discount for 

Marketing Mail.  Our members continue to invest significant amounts of time and money in support of the 

design and implementation of Full Service Intelligent Mail and the initiatives that rely on the electronic data 

and other characteristics of Full Service mailing, such as the USPS’ Seamless Acceptance program. 

NAPM supports the Postal Service's decision to maintain the Full Service Intelligent Mail discount for 

qualifying First-Class Mail and increase the discount for qualifying Marketing Mail products as a means of 

stimulating further adoption and enabling the Postal Service, mail owners, and Mail Service Provides to 

benefit from improved visibility into the mail stream and access to mailing data that helps improve mail 

quality and efficiency. 

The Postal Service also deserves credit for the caution it has shown in adjusting the drop ship 

entry discounts for DSCF and DNDC Marketing Mail Letters. NAPM disagrees with the policy, but 

understands the Postal Service’s discretion is limited. The unintended, but foreseeable, consequence 

of these changes is mail entry moving further “upstream” in the delivery network, increasing the Postal 

Service’s costs and degrading service.  NAPM hopes the Postal Service and the Commission will 

revisit this issue.  Until then, incremental adjustments spread out over a series of annual price 

adjustments are necessary and prudent to provide the industry with time to absorb the change. 

 

 
III. Promotions 

 
NAPM commends the Postal Service’s decision to reinstate promotional pricing incentives in 

2019.  These promotions are an important tool to help drive innovation that increases the value and 

ROI of mail.  NAPM encourages the Postal Service to think about how to incentivize Mail Service 

Providers to help the Postal Service to drive participation in its promotional pricing incentives.  Our 

members continue to act like a front-line sales force for the USPS, working closely our mutual 

business customers on a daily basis and promoting use of USPS products and services. 

In closing, the NAPM members’ livelihoods are critically dependent on the future of mail as an 

essential channel for business communication.  For that reason, we are discouraged with the 

suggestion in the USPS’ Notice that future rate changes may disproportionately burden commercial 

mailers.  We urge the Postal Service to carefully analyze future changes for First-Class Mail Presort 

Letters.  The Postal Service cannot afford the risk of price adjustments that may accelerate the 

decline of its most profitable and price sensitive First-Class Mail Letters products.   
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The NAPM cannot encourage strongly enough how important it is that the Postal Service allow 

Industry to collaborate more closely than ever before in helping them work through those decisions to 

realize even greater cost cutting benefits from workshare. We understand the mailing customer, we 

are experts in mail production and processing, and we understand how to manage a business 

through economic challenges and stay profitable. As always, we continue to offer our support, 

expertise, and insights in keeping the mail a viable communication and shipping medium for 

business and the American public.   

 
The NAPM appreciates the Commission's consideration of these comments. 

 
 

Respectfully submitted, 
 

___/s/_______________________ 
National Association of Presort Mailers   
Robert Galaher 
Executive Director and CEO 
PO Box 3552 
Annapolis, MD 21403-3552 www.presortmailer.org 
eMail: bob.galaher@presortmailer.org  
Phone: (800) 500-6276 
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