
USPS Report on PRC Rate and Service Inquiries for July 2019 
 
The Postal Regulatory Commission referred 29 inquiries to the Postal Service in July 2019.  Customers received 
responses on average with 9 days. 
 
Inquiries covered various topics that fell in to three main categories: 
 

 Delivery Services  21 - i.e., time of delivery, forwarding and method of delivery 

 Customer Service 7 – i.e., hours of service , Collection Boxes, Indemnity Claims 

 Policies/procedures  1 – i.e., general information, obtaining refunds or exchanging postage, suggestions and 
international inquiries 

 
While many of the inquiries were customer specific, the following topic is highlighted for possible interest to a larger 
audience. 
 
 
Ready to compete  
USPS aims to expand shipping, packages business  
 

 
To remain competitive in the shipping and packages business, USPS will leverage recent investments in vehicles and 
equipment, as well as process innovations.  
 
The Postal Service is continuing to expand its shipping and packages business, a critical component of the organization’s 
efforts to grow revenue.  
 
USPS delivered 6.2 billion packages in 2018, about twice the number delivered a decade earlier. The surge is driven by 
major increases in online shopping, as more consumers use the internet to purchase items and have them delivered to 
their homes and workplaces.  
 
The dramatic growth has made the marketplace more competitive, however.  
 
Other shippers are now competing for parcels that are entered at local Post Offices and delivered to customers’ homes — 
also known as “last-mile volume,” a longtime advantage for USPS.  
 
“We’re not going to concede any business,” said Postmaster General Megan J. Brennan. “Our business depends on 
meeting the rising service expectations of our customers. Service is foundational to the growth of our business. We need 
to earn our customer’s business every day.”  
 
To remain competitive, USPS will leverage recent investments in new package sorting equipment and vehicles, as well as 
innovations like dynamic routing, a technique that puts package delivery points in the most efficient, logical order.  
Employees say they’re eager to do their part to help the organization become the shipper of choice for consumers and 
businesses.  
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“We all recognize that packages are a big part of the Postal Service’s future,” said Timothy Brubaker, an Irvine, CA, letter 
carrier. “We’re ready to do our part to grow this part of the business.” 

 
 
 
It’s all in the delivery 

Connecting with customers 

 
Vienna, VA, Letter Carrier John Blair 

John Blair treats his customers like friends. 

In fact, many are. 

“I tell my family that I feel like I get paid to take a walk to see my friends every day,” says Blair, a letter carrier at the 

Vienna, VA, Main Post Office. 

USPS encourages employees to provide each customer with friendly, professional service. This is part of the 

organization’s broader strategy to grow revenue by delivering excellence and building customer loyalty. 

To help his colleagues achieve these goals, Blair offers three tips: 

• Stay positive. “Customers deserve a smile and a greeting. If you make eye contact and you’re sincere, the customers 

will forgive any mistakes you might make,” he says. 

 

• Keep your cool. At some point, everyone encounters a customer who is upset. 

“If I have a superpower, it’s that I don’t let things bother me,” Blair says. “It doesn’t come naturally. It takes practice. It may 

sound philosophical, but if I can’t control it, I dismiss it.” 

• Remember the A’s. “Be an asset to the Postal Service, avoid accidents and have a good attitude. If you remember that, 

you’ll be alright.” 

 

Blair, an Army veteran who has served tours in Bosnia, Iraq and Afghanistan, says he feels thankful he gets to continue 

his public service through USPS.  “Letter carriers are the ambassadors of the Postal Service,” he says. “In many cases, 

we are the only employee that customers have contact with. The way we look, work and act shapes the public’s direct 

impression of USPS.” 
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