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UNITED STATES OF AMERICA 
POSTAL REGULATORY COMMISSION 

WASHINGTON, DC 20268-0001 

Market Test 
(Plus One) Docket No. MT2019-1 

COMMENTS OF THE ASSOCIATION FOR POSTAL COMMERCE
(September 5, 2019) 

Pursuant to Order No. 5200, the Association for Postal Commerce (“PostCom”) submits 

these comments on the Commission’s request for comments on the Postal Service’s proposed 

Market Test of an experimental product called Plus One.  As described in the Postal Service’s 

notice, Plus One is an addressed advertising card that may be mailed as an add-on piece with a 

USPS Marketing Mail Letters “marriage mail” envelope containing multiple advertising pieces. 

Notice at 1. PostCom commends this initiative by the Postal Service to revive efforts to test new 

products. The Commission should rule to approve the Postal Service’s request immediately. 

I. THE POSTAL SERVICE’S NOTICE SATISFIES ALL RELEVANT 
STATUTORY REQUIREMENTS 

Superficial similarities to Detached Marketing Labels (DML) notwithstanding, the Postal 

Service has adequately explained why Plus One is a distinct “product” that serves a specific 

unmet market need; in this case an opportunity for existing users of marriage letter mail to refine 

and improve their offering to current and prospective clients.  

As planned, Plus One will not exceed the statutory revenue limit for a market test and as 

explained by the Postal Service (Notice at 4) the test has been designed to avoid even the 

perception of the Postal Service exercising an unfair competitive advantage. In the event that 

demand for Plus One exceeds – or somehow lags - expectations, the Postal Service has provided 
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assurances that it will request appropriate waivers. The data collection plan proposed by the 

Postal Service should provide sufficient assurance that any necessary waiver will be timely.  

II.  EXPERIMENTATION THROUGH MARKET TESTS IS IMPORTANT TO THE 
POSTAL SERVICE AND ITS CUSTOMERS 

The Postal Accountability and Enhancement Act contains provisions explicitly designed 

to modernize postal ratemaking, including an express authorization for the Postal Service to 

conduct market tests under conditions that the Postal Service has met in this instance. See 39 

U.S.C. § 3641. The ability to experiment and learn is a critically important feature of any 

enterprise, and one which has thus far been underutilized by the Postal Service since the passage 

of PAEA. Because the Postal Service enjoys a statutory monopoly on letters, customers wanting 

to communicate or advertise via the mail have no alternative. Postal customers vary in their 

ability to substitute electronic and other media for mail. For those customers who may be unable 

to convert, mail’s continued viability is likely to be enhanced if the Postal Service is able to 

innovate and create new products and services. Engagement in ongoing experimentation and 

testing by the Postal Service holds the promise of innovation and improvement in the provision 

of postal services that could benefit all users of the Postal Service, not only those who can 

directly participate in a given market test. 

III. IMPROVED PROCESSES COULD IMPROVE MARKET TESTS 

By definition, market tests are not assured of success. It is therefore important for the 

Postal Service to maintain an ongoing commitment to continued use of the market test provisions 

of PAEA, and for the Commission to continue to encourage Postal Service efforts in this 

direction. While Plus One is a welcome development, we believe that improvements to the 

development, vetting, design, and evaluation processes could facilitate greater and more effective 

utilization of market testing. 
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Plus One should proceed as scheduled for the reasons stated above. However, the 

limitations on the test (Notice at 2-3) hint at some missed opportunities and possible 

improvements. For instance, restrictions on entry point and requirements and participation – 

while perhaps necessary due to operational requirements – will have the effect of limiting 

participation and by extension reducing the opportunity to learn from the proposed experiment.  

Further, the range of prices chosen for the test appear to be unnecessarily narrow as one of the 

stated reasons for varying prices is to learn about price responsiveness. As the Notice refers to 

the attributable cost of a saturation letter, this appears to have acted as a floor. If so, such a floor 

is unnecessary, especially considering that the Postal Service plans to study the cost of Plus One 

during the experiment. Market tests are limited in duration and scope. Those limitations protect 

the Postal Service from any significant financial risks, rendering other undue restrictions 

unnecessary.  

The decision to assign different prices to different regions will allow for some ability to 

observe price sensitivity but could have been improved. Prices will remain static in each of the 

identified geographic areas. Therefore, if there are meaningful regional variations in demand 

characteristics, the Postal Service will be unable to capture them. In other proceedings, (for 

instance, CP2019-155), the Commission has authorized the use of price ranges. In future market 

tests, utilization of ranges rather than fixed rates could provide greater flexibility and an 

improved opportunity to generate useful data. 

PAEA foresaw the benefit of expeditious implementation of limited market tests. 

However, the Plus One test illustrates one of the practical challenges faced by would be 

participants. As the test is designed as an extension of an existing commercial product, its 

implementation will entail necessary software development and updated acceptance processes. 
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PostCom encourages the Postal Service – and the Commission to the extent possible – to explore 

ways to allow for early vetting of possible future market tests to enable greater participation and 

readiness at the time that the test commences. Doing so would also ensure greater fairness by 

levelling the playing field. Would-be participants who learn of market tests at the time of the 

Postal Service’s notice may be at a disadvantage, or incur additional costs, if lead times for 

software development are prohibitive.  

IV. SUMMARY 

For the reasons stated above, PostCom commends the Postal Service on noticing Plus 

One and encourages the Commission to immediately approve this market test.  

Respectfully submitted, 

/s/ Matthew D. Field 

Matthew D. Field 
Ian D. Volner 
VENABLE LLP 
600 Massachusetts Ave., NW 
Washington, DC 20001 
(202) 344-8281 
mfield@venable.com
idvolner@venable.com
Counsel for Association for Postal Commerce
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