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UNITED STATES OF AMERICA 
POSTAL REGULATORY COMMISSION 

WASHINGTON, DC 20268-0001 

Market Test of Experimental Product – Docket No. MT2019-1 
Plus One 

COMMENTS OF VALPAK DIRECT MARKETING SYSTEMS, INC. 

Pursuant to Order No. 5200, Valpak Direct Marketing Systems, Inc. (“Valpak”) submits 

these comments in support of the market test of the Plus One experimental product noticed by 

the Postal Service on August 13, 2019.  Valpak commends the Postal Service for its willingness 

to respond to the needs of industry and seek new products and solutions to drive engagement 

with mail and increase adoption of direct mail as an advertising channel.  As the Plus One 

presents no downside risk for the Postal Service, Valpak urges the Commission to complete its 

review expeditiously.  Doing so will not only allow the Postal Service to begin gathering data 

regarding Plus One, but it will hopefully encourage the Postal Service to continue to experiment 

with new products and market tests, to the benefit of all mailers. 

I. THE PLUS ONE PRODUCT SUPPORTS THE GOALS OF THE POSTAL 
ACCOUNTABILITY AND ENHANCEMENT ACT 

One of the goals of the Postal Accountability and Enhancement Act was to incent and 

allow the Postal Service to experiment with innovative methods of meeting its customers’ needs 

and thereby growing mail volume.  Section 3641 of Title 39 supports this goal by allowing the 

Postal Service to test “experimental products” with reduced regulatory oversight.  Because both 

the duration of and revenue received from such tests is limited, such experimentation presents 

little risk of harm to either the Postal Service’s finances or the marketplace. 
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The instant market test is an excellent example of the type of experimentation envisioned 

by PAEA, and the Postal Service should be commended for developing it.  Importantly, the Plus 

One product reflects careful consideration by the Postal Service of opportunities in the 

marketplace and attempts to respond to the expressed needs of Postal Service customers.  The 

Plus One product is particularly well-designed because it will both meet the needs of existing 

mailers, allowing them to grow their volume, and will serve as an introduction to the mail for 

potential new mailers. 

The benefits of the Plus One product can be seen in Valpak operating in communities 

throughout the United States through a network of local markets, providing many local 

businesses with their first introduction to advertising through direct mail.  Valpak produces 

“marriage mail” pieces—its famous Blue Envelope, which reaches more than 35 million US 

households monthly—that contain coupons and advertisements from multiple businesses.  In 

fact, many Valpak markets are owned, via a franchise system, by small businesses and 

entrepreneurs that have a vested interest in direct mail and the Plus One market test.    

 As the Postal Service notes, “Plus One will showcase the value of standalone mailpieces 

to customers who have thus far limited themselves to marriage mailings, thereby creating an on-

ramp for such customers to eventually mail their own solo USPS Marketing Mail pieces.”1

Many businesses, especially smaller businesses, may be reluctant to engage in mailing stand-

alone campaigns due to concerns about associated expense and a lack of technical expertise.  

These businesses nevertheless understand the value of mail; indeed, this understanding is what 

makes Valpak’s services valuable to them.  The Plus One product will allow these businesses to 

1 Docket No. MT2019-1, United States Postal Service Notice of Market Test of 
Experimental Product – Plus One at 2 (August 13, 2019). 
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develop a deeper engagement with the mail and may mitigate some of these concerns.  Thus, in 

addition to helping mailers such as Valpak increase their customer base and existing mail 

volumes, the Plus One product can help USPS identify new customers and grow stand-alone 

volumes as well. 

In light of these benefits, the Commission should approve this market test expeditiously.  

The Postal Service should be commended for its work on developing this product and 

encouraged to undertake similar efforts in the future.  Market tests were designed by statute to be 

approved and implemented quickly; delayed approval and intensive, complicated proceedings 

only serve to undermine this design and subvert the purposes of market tests.  Approving the 

Plus One product without delay will not only bring tangible benefits from the Plus One product 

itself, but it will set a precedent that hopefully will lead to similarly innovative efforts. 

II. THE POSTAL SERVICE SHOULD WORK TO ENSURE THE DATA IT 
COLLECTS IS MEANINGFUL 

While Valpak believes that the market test meets all statutory and regulatory 

requirements and should proceed expeditiously, it does urge some caution in interpreting the 

results produced by the test.  Principally, in evaluating the impact of the rate variable, the Postal 

Service should work to understand how the rate associated with the Plus One product relates to 

its customers’ decisions regarding how to price and market their own services.  The Postal 

Service should take particular care to distinguish between when differentiation in the postage 

rate impacts mail volumes and when it simply impacts the profit margins of its customers.  

Valpak’s pricing is determined primarily by market factors—what its customers will pay for the 

value they receive from Valpak’s product.  Plus One is a market dominant product, which by 

definition indicates that the Postal Service has a degree of market power that will allow it to 

retain some volumes even at higher postage rate levels.  If Plus One becomes a permanent 
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product, the Postal Service and Commission should keep this relationship in mind when setting 

rates for the product.   

These concerns should not delay approval of the Plus One product or undermine the 

value of the effort the Postal Service has put forth in developing this market test.  Valpak raises 

them simply to assist the Postal Service in evaluating the results of this market test and to ensure 

that the Postal Service proceeds with the best available information.   

III. CONCLUSION 

The Plus One market test will provide immediate benefits to mailers, small and local 

businesses, and the Postal Service while growing the mailbox and creating little risk to any party.  

Furthermore, it can serve as a template for future experiments that will help the Postal Service 

refine its offerings, discover new markets, and grow mail volume.  Accordingly, the Commission 

should approve the Plus One market test without delay. 

Respectfully submitted, 

/s/ Matthew D. Field
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