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PUBLIC REPRESENTATIVE COMMENTS 
 
 

(September 5, 2019) 

 

I. INTRODUCTION 

On August 13, 2019, the Postal Service filed a notice that it intends to conduct a 

market test of an experimental product, referred to as Plus One, pursuant to the 

requirements of 39 U.S.C. § 3641 and C.F.R. Part 3035.1  The Public Representative 

respectfully submits the following comments concerning the proposed Plus One market 

test.2 

II. STANDARD OF REVIEW 

The Postal Service may not conduct a market test unless it satisfies the three 

requirements of 39 U.S.C. § 3641(b): (1) the product must be significantly different, (2) 

the product must not cause market disruption, and (3) the product must be correctly 

categorized as market-dominant or competitive.   

Significantly different product.  The product must be “from the viewpoint of the 

mail users, significantly different from all products offered by the Postal Service within 

the 2-year period preceding the start of the test.”  39 U.S.C. § 3641(b)(1). 

                                            
1 United States Postal Service Notice of Market Test of Experimental Product – Plus One, August 

13, 2019 (Notice). 

2 Notice and Order Concerning Market Test of Experimental Product – Plus One, August 15, 
2019 (Order No. 5200). 
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The Postal Service acknowledges that the inspiration for Plus One came from the 

Detached Marketing Labels (DMLs) option that was developed for flat-shaped USPS 

Marketing Mail Saturation mailpieces.  Notice at 3.  However, the Postal Service asserts 

that Plus One is “critically different” because it is being developed for mailers of letter-

shaped mailpieces.  Id.  The Postal Service avers that Plus One is significantly different 

because it will serve “a different market with different cost characteristics.”  Id.  

Additionally, the Postal Service notes several “secondary differences” between Plus 

One and DMLs, including the handling, delivery timing options, and size.  Id. at 4. 

The Public Representative agrees with the Postal Service assertions that Plus 

One is a significantly different product.  The Plus One product will be available for letter-

shaped mailpieces, whereas the DML option was developed for flat-shaped mailpieces. 

Market disruption.  “The introduction or continued offering of the product will not 

create an unfair or otherwise inappropriate competitive advantage for the Postal Service 

or any mailer, particularly in regard to small business concerns (as defined under 

subsection (h)).”  39 U.S.C. § 3641(b)(2). 

The Postal Service states that the chosen prices will “more than cover the costs 

for Saturation letters.”  Id.  Furthermore, the Postal Service asserts that Plus One will 

“correct any potential market disruption” resulting from the availability of DMLs for flat-

shaped mailpieces but not for letter-shaped mailpieces.  Id.  The Postal Service asserts 

that Plus One will create more advertising opportunities for small businesses via mail, 

which will foster a market more responsive to small business needs.  Id. at 4-5.  In 

addition, the Postal Service notes “Plus One is intended to offer a new advertising tool 

to small businesses that offer goods or services to the public and want an inexpensive 

way to advertise to the public in a localized area.”3 

The Public Representative agrees with the Postal Service assertions in the 

Notice and Response to CHIR No. 1 that Plus One will not create market disruption.  As 

the Postal Service notes, Plus One should cover costs and a comparable option is 

already available for flat-shaped pieces, in DMLs.  With regard to small businesses, 

Courier and Express Delivery Services and Local Messengers and Local Delivery 

                                            
3 Response of the United States Postal Service to Questions 1-4 of Chairman’s Information 

Request No. 1, September 3, 2019 (Response to CHIR No. 1). 
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companies mainly deliver time-sensitive documents and packages to consumers and do 

not usually deliver advertising content. 

Correct categorization.  “The Postal Service identifies the product, for the purpose of 

a test under this section, market-dominant or as either competitive, consistent with the 

criteria under section 3642(b)(1).”  39 U.S.C. § 3641(b)(3). 

The Postal Service states that Plus One is properly categorized as market-dominant 

as required by 39 U.S.C. 3641(b)(3).  Notice. at 5. 

The Public Representative agrees with the Postal Service assertion that Plus One is 

correctly categorized as market-dominant.  Plus One is an add-on to a market-dominant 

product, USPS Marketing Mail Letters.   

III. REVENUE LIMITATION 

  “A product may only be tested under this section if the total revenues that 

are anticipated, or in fact received, by the Postal Service from such product do 

not exceed $10,000,000 in any year, subject to paragraph (2) and subsection 

(g).”  39 U.S.C. § 3641(e)(1).  Subsection (g) adjusts the $10,000,000 amount 

annually for inflation.  39 U.S.C. § 3641(g).4    

The Postal Service hopes that Plus One will generate significant customer 

interest, and therefore it is possible that the Postal Service may eventually seek a 

waiver of the annual statutory limitation, currently set at $11,641,026.  Notice at 

5.  The Postal Service states that it will furnish appropriate notice to the 

Commission and submit an application for exemption under 39 U.S.C. § 

3641(e)(2) in a timely manner if the revenue cap is approached.  Id. 

The Public Representative encourages the Postal Service to provide 

notice in a timely manner once it is evident that the revenue limitation will be 

reached.  In addition, the Public Representative encourages the Postal Service to 

provide notice in a timely manner if it intends to extend the Plus One market test 

                                            
4 Total revenues received by the Postal Service from a market test must not exceed $10 million in 

any fiscal year, as adjusted by the change in the consumer price index for all urban consumers. 39 U.S.C. 
§§ 3641(e)(1) and 3641(g); 39 C.F.R. § 3035.15(b).   
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for an additional 12 months beyond the 24 month duration in accordance with 39 

U.S.C. § 3641(d).   

IV. DATA COLLECTION 

The Postal Service asserts that it will collect data on a quarterly basis including 

volumes by location, revenue for the add-on Plus One piece, number of participating 

customers, and average size of mailing.  Id. at 5-6.  The Postal Service will also collect 

data on the attributable costs of Plus One, including administrative costs.  Id. at 6.  The 

Postal Service states that it will report these data to the Commission upon request.  Id.   

The Public Representative recommends that the Commission require the Postal 

Service to submit quarterly reports rather than having to request each report 

individually.  Since this is a market-dominant product, it is important to maintain 

transparency throughout the duration of the Plus One market test. 

V. CONCLUSION  

The Public Representative supports the Plus One market test and commends the 

Postal Service for exploring different options to expand its product offerings and 

revenue opportunities. 

 

 

Respectfully submitted, 

Gregory Stanton 
Public Representative 
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