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I. INTRODUCTION 

On August 13, 2019, the Postal Service filed a notice, pursuant to 39 U.S.C. 

§ 3641 and 39 C.F.R. part 3035, announcing its intent to conduct a market test of an 

experimental product called Plus One.1  Plus One is an advertising card that will be 

mailed as an add-on mailpiece with a USPS Marketing Mail Letters marriage mail 

envelope containing multiple advertising mailpieces.2  Marriage mail is a service 

                                            

1 United States Postal Service Notice of Market Test of Experimental Product – Plus One, August 
13, 2019 (Notice). 

2 Notice at 1.  The Plus One mailpiece must be part of the same mailing as the marriage mail 
envelope, and the Plus One advertiser must advertise or have advertised within marriage mailings.  Id. at 
2. 
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provided by mail service providers that combine various advertisements into a single 

mailpiece.  Id. at 1. 

The Commission finds that the Plus One market test meets the requirements of 

39 U.S.C. § 3641 and 39 C.F.R. part 3035 and therefore authorizes the market test to 

proceed.  The Plus One market test will begin on October 1, 2019, and expire on 

September 30, 2021, unless extended or cancelled.  The Postal Service shall file data 

collection reports within 40 days after the close of each fiscal quarter during which the 

market test is conducted. 

II. BACKGROUND 

On August 13, 2019, the Postal Service filed the Notice proposing the Plus One 

market test.  The Postal Service asserts that it is critical to continue innovating mail as 

an advertising channel given that small- and medium-sized businesses have many 

advertising channels to reach potential customers.  Id.  The Postal Service explains that 

Plus One will benefit small- and medium-sized businesses, mail service providers, and 

the Postal Service.  Id. at 2. 

The Postal Service states that it will test four different price points between 8.5 

cents and 10.0 cents.  Id.  For purposes of the market test, the Postal Service divided 

the United States into four geographic areas:  West (including Alaska and Hawaii), 

South, Midwest, and Northeast.  Id.  Each geographic area was designed to contain 

destinating sectional center facilities (DSCFs) that serve each of four tiers of population 

density: 

 Large (6,600 to 47,362 individuals per square mile) 

 Mid-tier (1,000 to 6,600 individuals per square mile) 

 Small (185 to 1000 individuals per square mile) 

 Sparse (fewer than 185 individuals per square mile) 
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Id. at 2-3.  Each geographic area has been randomly assigned one of four prices:  8.5 

cents (West), 9.0 cents (Northeast), 9.5 cents (Midwest), and 10.0 cents (South).  Id. at 

3.  The Postal Service filed an accompanying workbook listing each 3-Digit ZIP Code 

and its associated price.3  The Postal Service asserts that “the varying prices will 

generate valuable market insights that will inform the Postal Service’s pricing decisions 

if it chooses to convert Plus One into a permanent product.”  Notice at 3. 

The Postal Service intends for the market test to run for 2 full years beginning on 

October 1, 2019.  Notice at 5.  To better understand the results of the market test, the 

Postal Service asserts that it will collect the following data on a quarterly basis:  

volumes by location, revenue collected from the add-on Plus One piece, number of 

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

also states that it will collect data on the attributable costs of Plus One, including 

administrative costs.  Id. at 6. 

III. PROCEDURAL HISTORY AND COMMENTS 

The Postal Service filed the Notice and accompanying workbook on August 13, 

2019.  The Commission noticed the filing and gave interested persons the opportunity to 

submit comments on whether the Postal Service’s filing is consistent with the 

requirements of 39 U.S.C. § 3641 and 39 C.F.R. part 3035.4  On August 27, 2019, 

Chairman’s Information Request No. 1 was issued to clarify the market test.5  The 

Postal Service filed responses to CHIR No. 1 on September 3, 2019.6 

The Commission received comments from the Public Representative, Valpak 

Direct Marketing Systems, Inc. (Valpak), and the Association for Postal Commerce 

                                            

3 Id. Excel file "NoticeAttachment.xlsx." 

4 Notice and Order Concerning Market Test of Experimental Product—Plus One, August 15, 2019 
(Order No. 5200). 

5 Chairman’s Information Request No. 1, August 27, 2019 (CHIR No. 1). 

6 Response of the United States Postal Service to Questions 1-4 of Chairman’s Information 
Request No. 1, September 3, 2019 (Responses to CHIR No. 1). 
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(PostCom).7  All commenters support the market test and ask the Commission to 

approve it. 

The Public Representative concludes that the proposed market test complies 

with the requirements of 39 U.S.C. § 3641(b).  PR Comments at 1-3.  He agrees with 

the Postal Service’s assertions that Plus One is a significantly different product than 

those offered within the 2-year period preceding the market test because Plus One will 

give letter mailers an additional advertising option, whereas the only similar option 

(Detached Marketing Labels (DMLs)) is only available to mailers of flat-shaped 

mailpieces.  Id. at 2.  The Public Representative asserts that Plus One will not create 

market disruption because Plus One should cover costs and will not compete with small 

businesses.  Id. at 2-3.  He agrees with the Postal Service’s assertion that Plus One is 

correctly categorized as Market Dominant.  Id. at 3.  The Public Representative 

encourages the Postal Service to provide timely notice if it seeks to extend the Plus One 

market test or request an exemption from the revenue limitation.  Id. at 3-4.  He 

supports the reporting metrics proposed by the Postal Service and recommends the 

Commission require the Postal Service to file quarterly reports.  Id. at 4. 

Valpak asserts that the market test meets all statutory and regulatory 

requirements and should proceed expeditiously.  Valpak Comments at 3.  It comments 

that that the Plus One experimental product will provide many local businesses with 

their first introduction to advertising through direct mail.  Id. at 2-3.  It supports the 

market test because Plus One may help the Postal Service identify new customers and 

grow stand-alone volumes as well.  Id. at 3.  Valpak suggests caution when interpreting 

results of the market test.  Id.  It notes that because Plus One is a Market Dominant 

product, the Postal Service should consider demand elasticities when setting future 

rates.  Id. at 3-4. 

                                            

7 Public Representative Comments, September 5, 2019 (PR Comments); Comments of Valpak 
Direct Marketing Systems, Inc., September 5, 2019 (Valpak Comments); Comments of the Association for 
Postal Commerce, September 5, 2019 (PostCom Comments). 
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PostCom supports the Plus One market test and asserts that the Postal Service 

has complied with all relevant statutory requirements.  PostCom Comments at 1-2.  It 

comments that engaging in ongoing experimentation and testing through market tests 

will help the Postal Service innovate and improve the provision of postal services, which 

will benefit all mail users.  Id. at 2.  However, PostCom highlights some missed 

opportunities and possible improvements for the market test.  Id. at 3.  For example, 

PostCom comments that restrictions on entry point, requirements, and participation will 

limit participation and reduce the opportunity to learn from the market test.  Id.  It asserts 

that the range of prices chosen for the market test appear to be unnecessarily narrow, 

and the Postal Service should have used price ranges rather than fixed rates to provide 

greater flexibility and an improved opportunity to generate useful data.  Id.  It also notes 

that implementing the market test will require necessary software development and 

updated acceptance processes, which could discourage businesses from participating 

in the market test.  Id. at 3-4. 

IV. COMMISSION ANALYSIS 

Based on a review of the record—including the Postal Service’s filing, comments 

received, and Responses to CHIR No. 1—the Commission concludes that the Plus One 

market test meets the requirements of 39 U.S.C. § 3641 and 39 C.F.R. part 3035.  

Accordingly, the market test is authorized to proceed.  Below the Commission analyzes 

applicable statutory and regulatory provisions to show that the Plus One market test 

meets these requirements. 

A. 39 U.S.C. § 3641(b) Requirements 

The Postal Service may not test an experimental product under 39 U.S.C. § 3641 

unless the experimental product satisfies three requirements in section 3641(b).  As 

discussed below, the Commission finds that the Plus One experimental product meets 

these three requirements. 
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1. Significantly Different Product 

An experimental product may not be tested under 39 U.S.C. § 3641 unless “[the 

experimental] product is, 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 [market] test.”  39 U.S.C. § 3641(b)(1).  The Postal Service asserts that Plus One is 

significantly different from all products offered by the Postal Service within the last 2 

years.  Notice at 3.  It acknowledges that the inspiration for Plus One arose in part from 

the DML option developed for flat-shaped USPS Marketing Mail Saturation mailpieces.  

Id.  However, the Postal Service asserts that Plus One is different because it is for use 

by mailers of letter-shaped mailpieces and thus serves a different market with different 

cost characteristics.  Id. at 3-4. 

The Postal Service describes several material differences between Plus One and 

DMLs.  Id. at 4.  Both the Plus One card and host mailpiece must be entered at the 

DSCF for automation processing, which differs from the requirements for DMLs.  Id.  

Further, unlike DMLs, Plus One mailpieces may arrive on a different day than the host 

mailpiece.  Id.  Plus One also has different size, thickness, and content preparation 

specifications than DMLs.  Id. 

All commenters agree that Plus One is a significantly different product.8  That 

Plus One was developed for letter-shaped mailpieces differentiates Plus One from 

DMLs, which were developed for flat-shaped mailpieces.  The different processing and 

mailing requirements for Plus One further distinguish the two products.  For these 

reasons, the Commission finds that Plus One is significantly different from all other 

products offered by the Postal Service within the past 2 fiscal years and therefore 

satisfies 39 U.S.C. § 3641(b)(1). 

                                            

8 PR Comments at 2; PostCom Comments at 1; see Valpak Comments at 3-4. 
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2. Market Disruption 

The Plus One market test may not proceed unless the Commission finds that the 

“introduction or continued offering” of Plus One will not create market disruption, which 

is defined as “an unfair or otherwise inappropriate competitive advantage for the Postal 

Service or any mailer, particularly in regard to small business concerns … .”9  

“Introduction or continued offering” requires the Commission to evaluate market 

disruption both at the beginning of the market test and throughout the duration of the 

market test to ensure continued compliance with 39 U.S.C. § 3641(b)(2).  Based on the 

record before it, the Commission finds no indication that the introduction of Plus One will 

cause market disruption. 

The Commission applies a four-step framework for analyzing market disruption.10  

The first step of the market disruption analysis is to identify the relevant market for the 

Plus One market test.  Order No. 2224 at 9-10.  For market tests, the relevant market is 

identified by examining the description of the experimental product and the geographic 

area(s) where the Postal Service intends to offer the experimental product during the 

market test duration.  Id. at 9.  In this case, Plus One is an addressed advertising card 

that may be mailed as an add-on mailpiece with a USPS Marketing Mail Letters 

“marriage mail” envelope and will be offered throughout the United States.  Notice at 1-

2.  Thus, the relevant market for the Plus One market test is an addressed advertising 

card that may be mailed as an add-on mailpiece with a host marriage mailing offered 

throughout the United States. 

The second step of the market disruption analysis is to identify businesses that 

offer similar products or services in the relevant market.  Order No. 2224 at 10.  CHIR 

No. 1 asked the Postal Service to identify businesses offering similar services to Plus 

One, as well as the price ranges each business charges for the similar service.  CHIR 

                                            

9 39 U.S.C. § 3641(b)(2).  “Small business concern” is defined in 39 C.F.R. § 3001.5(v). 

10 Docket No. MT2014-1, Order Authorizing Customized Delivery Market Test, October 23, 2014, 
at 9-12 (Order No. 2224). 
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No. 1, question 4.a.  In its response, the Postal Service states that doorknob hangers 

provide delivery of stand-alone advertisements, which it asserts is more similar to solo 

direct mail advertising than cards associated with a host mailpiece.  Responses to CHIR 

No. 1, question 4.a.  It states that it has not analyzed how much doorknob hangers 

charge.11  Although it identifies DMLs as a significantly different product than Plus One, 

the Postal Service also acknowledges DML has some similarities to Plus One.  Notice 

at 3; Responses to CHIR No. 1, question 4.a.  It asserts that marriage mailers, mail 

service providers, marketing mail print shops, and other businesses offer DMLs in 

connection with Carrier Route Saturation Flats mailings for advertisers to use as 

marketing cards.  Responses to CHIR No. 1, question 4.a.  It states that DMLs are used 

as the address carrier for the host mailpiece with a price of 4.0 cents in addition to the 

price of the host Carrier Route Saturation Flat mailpiece.  Id. 

The third step of the market disruption analysis is to evaluate whether the 

introduction or continued offering of the experimental product will create “an unfair or 

otherwise inappropriate competitive advantage for the Postal Service or any mailer” with 

regard to the businesses identified in step 2.  See 39 U.S.C. § 3641(b)(2); Order No. 

2224 at 10.  In this case, the Commission must determine whether Plus One will provide 

an unfair or otherwise inappropriate competitive advantage with regard to other 

providers of advertising cards that may be mailed as an add-on mailpiece with a host 

marriage mailing.  The Postal Service asserts that Plus One “will not create an unfair or 

otherwise inappropriate competitive advantage for the Postal Service or any mailer” as 

required by 39 U.S.C. 3641(b)(2).  Notice at 4.  It explains that it chose prices that more 

than cover the costs for Saturation Letters (7.7 cents) and 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.  It asserts that Plus One will create 

                                            

11 Id.  In Docket Nos. MC2012-14 and R2012-8, the Public Representative provided an analysis 
of the price and quality levels offered by private door hanging businesses.  See Docket Nos. MC2012-14 
and R2012-8, Public Representative Response to Notice of Inquiry No. 1, July 2, 2012, at 17 (PR 
Response to NOI No. 1). 
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more advertising opportunities via the mail for small businesses, which will foster a 

market more responsive to small business needs.  Id. at 4-5. 

All commenters agree that the Plus One market test will not create market 

disruption.12  The Public Representative comments that Plus One should cover costs, 

and a comparable option is already available for flat-shaped mailpieces.  PR Comments 

at 2.  Valpak asserts that because market tests are limited in duration and revenue, they 

present “little risk of harm to either the Postal Service’s finances or the marketplace.”  

Valpak Comments at 1.  PostCom states that the Postal Service has adequately 

explained how Plus One serves a specific unmet market need by providing existing 

users of marriage letter mail the opportunity to refine and improve their offering to 

current and prospective clients.  PostCom Comments at 1. 

The Commission has analyzed the Notice and the accompanying workbook 

listing each 3-Digit ZIP Code and its associated price.  Based on this review and 

evaluation of the comments and Responses to CHIR No. 1, the Commission finds that 

the introduction of the Plus One experimental product “will not create an unfair or 

otherwise inappropriate competitive advantage for the Postal Service or any mailer” 

because there are no other providers of advertising cards that may be mailed as an 

add-on mailpiece with a host marriage mailing.  Because Plus One serves a different 

market than door hangings and DMLs, offering Plus One should not cause market 

disruption for businesses offering door hangings and DMLs.13 

The fourth step of the market disruption analysis involves examining the impact 

of the market test on “small business concerns,” as defined in 39 C.F.R. § 3001.5(v), in 

the relevant market.  Order No. 2224 at 11.  In this case, “small business concerns” 

mean Courier and Express Delivery Services companies with 1,500 or fewer employees 

and Local Messengers and Local Delivery companies with annual receipts of $30 million 

                                            

12 PR Comments at 2; PostCom Comments at 1; Valpak Comments at 1. 

13 The Public Representative's analysis in Docket Nos. MC2012-14 and R2012-8 supports this.  
See PR Response to NOI No. 1 at 17. 
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or less that meet certain criteria.14  In Responses to CHIR No. 1, the Postal Service 

asserts that Courier and Express Delivery Services and Local Messengers and Local 

Delivery companies do not normally deliver advertising mail to consumers.  Responses 

to CHIR No. 1, question 4.b.  It notes that these small business concerns are not 

subject to the constraints of Plus One, which would also involve a host marriage 

mailing.  Id.  The Postal Service asserts that there should not be a substantial impact on 

small business concerns because the Plus One market test will be subject to applicable 

revenue limitations.  Id.  It notes that Plus One will benefit small businesses offering 

goods and services to the public by offering an inexpensive way to advertise to the 

public in a localized area.  Id. 

The Public Representative asserts that small businesses such as Courier and 

Express Delivery Services and Local Messenger and Local Delivery companies mainly 

deliver time-sensitive documents and packages and do not usually deliver advertising 

content.  PR Comments at 2-3.  Thus, he concludes that the market test should not 

adversely affect small business concerns.  See id. 

The Commission finds the Postal Service’s assertions about the market test’s 

impact on small business concerns are reasonable.  While not dispositive, no small 

business opposes the market test.  Furthermore, 39 U.S.C. § 3641 and 39 C.F.R. part 

3035 contain additional safeguards to ensure that market disruption will not occur.  

Market tests are limited in duration, and the Commission is authorized to limit the 

amount of revenues the Postal Service may obtain from any particular geographic 

market as necessary to prevent market disruption.  39 U.S.C. §§ 3641(d), (e)(1); 

39 C.F.R. §§ 3035.10, .17.  If necessary, the Commission may also cancel the market 

test or take other action that it deems appropriate.  39 U.S.C. § 3641(f); 39 C.F.R. 

§ 3035.12. 

                                            

14 39 C.F.R. § 3001.5(v); 13 C.F.R. § 121.201, Sectors 48-49, Subsector 492 (applicable Small 
Business Administration size standards). 
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Applying the framework discussed above, the Commission finds that the record 

contains no indication that the introduction of Plus One will “create an unfair or 

otherwise inappropriate competitive advantage for the Postal Service or any mailer, 

particularly in regard to small business concerns … .”  39 U.S.C. § 3641(b)(2).  Plus 

One therefore satisfies the “market disruption” condition in 39 U.S.C. § 3641(b)(2). 

In accordance with section 3641(b)(2), while this market test is on-going, the 

Commission will evaluate whether the “continued offering” of the Plus One experimental 

product creates market disruption.  To assess continued compliance with section 

3641(b)(2), the Commission will review data reported by the Postal Service as part of 

the market test’s data collection plan.  See Section IV.B.3, infra. 

Both Postcom and Valpak comment on the market test’s pricing.  Postcom 

asserts that the range of prices appears unnecessarily narrow and that prices are 

assigned to geographic regions, but remain static.  PostCom Comments at 3.  As a 

result, PostCom contends that the Postal Service will be unable to capture data on 

demand elasticity by region.  Id.  Valpak comments that because Plus One is a Market 

Dominant product, the Postal Service should consider demand elasticities when setting 

rates.  Valpak Comments at 3-4.  The Commission recommends that the Postal Service 

consider PostCom and Valpak’s comments as the market test progresses.  If the Postal 

Service decides to change the market test, the Postal Service must notify the 

Commission at least 10 days before implementing any material changes to the market 

test or the services offered under the market test.  39 C.F.R. § 3035.6.  Material 

changes are changes that may affect compliance with 39 U.S.C. § 3641 and include, 

without limitation, adjustments to prices, geographic scope, eligibility for service, and 

termination date.  Id. 

3. Correct Categorization 

Section 3641(b)(3) of title 39 of the United States Code requires that the Postal 

Service correctly identify the experimental product as either Market Dominant or 

Competitive consistent with the criteria under 39 U.S.C. § 3642(b)(1).  Section 
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3642(b)(1) states that Market Dominant products are products that “the Postal Service 

exercises sufficient market power that it can effectively set the price of such product 

substantially above costs, raise prices significantly, decrease quality, or decrease 

output, without risk of losing a significant level of business to other firms offering similar 

products.  The competitive category of products shall consist of all other products.”  39 

U.S.C. § 3642(b)(1). 

The Postal Service asserts that Plus One is properly characterized as Market 

Dominant because it is an add-on to the Market Dominant product USPS Marketing Mail 

Letters.  Notice at 5.  The commenters agree with the Postal Service’s assertion that 

Plus One is correctly characterized as Market Dominant.15  The Commission finds that 

the Postal Service has properly identified Plus One as a Market Dominant product and 

therefore satisfies the “correct categorization” condition in 39 U.S.C. § 3641(b)(3). 

B. Other Statutory and Regulatory Requirements 

1. Duration 

A market test may not exceed 24 months in duration unless the Commission 

authorizes an extension for up to an additional 12 months.  39 U.S.C. § 3641(d); 

39 C.F.R. §§ 3035.10-.11.  The Postal Service states that it intends for the market test 

to begin on October 1, 2019, and to run for 2 full years.  Notice at 5.  The Plus One 

market test is approved to begin on October 1, 2019, and will expire 2 years later on 

September 30, 2021, unless the market test is extended or cancelled.16 

The Postal Service states that it may seek to extend the market test or file a 

request to add Plus One to the Market Dominant product list.  Notice at 5.  The Public 

Representative encourages the Postal Service to provide timely notice if it intends to 

extend the Plus One market test beyond the original duration.  PR Comments at 3-4.  If 

                                            

15 PR Comments at 3; Valpak Comments at 3; see PostCom Comments at 1-2. 

16 See 39 U.S.C. § 3641(d)(2) and 39 C.F.R. § 3035.11; 39 U.S.C. § 3641(f) and 39 C.F.R. 
§ 3035.12. 
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the Postal Service seeks to extend the market test beyond September 30, 2021, it must 

file a written request for extension at least 60 days before the market test is scheduled 

to expire.  39 U.S.C. § 3641(d)(2); 39 C.F.R. § 3035.11.  An extension request must 

meet the requirements of 39 U.S.C. § 3641(d)(2) and 39 C.F.R. § 3035.11.  If the Postal 

Service seeks to add Plus One to the Market Dominant product list as a non-

experimental product based on an experimental product, the Postal Service must file a 

request that complies with 39 C.F.R. § 3035.18. 

2. Exemption from Revenue Limitation 

Total revenues anticipated or received by the Postal Service from a market test 

in any fiscal year may not exceed $10 million, as adjusted for inflation, unless the 

Commission grants an exemption.  39 U.S.C. § 3641(e); 39 C.F.R. §§ 3035.15-.16.  The 

Postal Service asserts that volumes and revenues for Plus One are difficult to predict.  

Notice at 5.  It asserts that if revenues approach the limitation, the Postal Service 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.  Id. 

The Public Representative encourages the Postal Service to provide timely 

notice once it is clear that the revenue limitation will be reached.  PR Comments at 3-4.  

If the Postal Service seeks an exemption from the revenue limitation, the Postal Service 

must file its request for exemption at least 45 days before it expects to exceed the $10 

million revenue limitation, as adjusted for inflation.  39 C.F.R. § 3035.16(e).  The 

inflation-adjusted market test revenue limitations are available on the Commission’s 

website.17  The request for exemption must meet the requirements of 39 U.S.C. 

§ 3641(e)(2) and 39 C.F.R. § 3035.16. 

  

                                            

17 12-Month Average Change in CPI-U, last updated on August 14, 2019, available at:  
https://www.prc.gov/sites/default/files/140819%20CPIweb.pdf. 
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3. Data Collection Plan 

The Notice includes a proposed data collection plan for the Plus One market test 

as required by 39 C.F.R. § 3035.3(a)(2)(vi).  Notice at 5-6.  The Postal Service 

proposes to collect quarterly data on: 

 Volumes (broken down by geographic location) 

 Revenues collected from the add-on Plus One mailpiece18 

 Number of participating customers 

 Average size of mailing 

 Attributable costs, including the market test administrative costs 

 
Id. at 5-6.  The Postal Service states that it may report these data to the Commission on 

request.  Id. at 6.  The Public Representative recommends that the Commission require 

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

individually.  PR Comments at 4. 

Consistent with 39 C.F.R. § 3035.20, the Postal Service must file the information 

in the data collection plan in quarterly data collection reports.  See 39 C.F.R. 

§ 3035.20(d).  Data reported must be disaggregated by the four geographic pricing 

areas for each of the five categories of data identified above.  The Postal Service must 

file data collection reports within 40 days after the close of each fiscal quarter during 

which the market test is conducted. 

The Commission will rely on the data collected by the Postal Service in its 

quarterly reports when evaluating any request for an extension or request to add Plus 

One to the Market Dominant product list as a non-experimental product based on an 

experimental product.  See 39 C.F.R. §§ 3035.11, .18, .20. 

                                            

18 Revenues from the host mailpiece will not be counted for purposes of the market test because 
it is not a new mailpiece.  Id. at 6. 
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V. CONCLUSION 

For the reasons discussed above, the Commission finds that the Plus One 

market test meets the requirements of 39 U.S.C. § 3641 and 39 C.F.R. part 3035.  The 

Plus One market test is therefore authorized to proceed.  The Plus One market test will 

begin on October 1, 2019, and expire on September 30, 2021, unless extended or 

cancelled.  The Postal Service must file data collection reports, as described in the body 

of this Order, within 40 days after the close of each fiscal quarter during which the 

market test is conducted. 

VI. ORDERING PARAGRAPHS 

It is ordered: 

1. Based on the record before it, the Commission finds that the Plus One market 

test is consistent with 39 U.S.C. § 3641 and 39 C.F.R. part 3035 and authorizes 

the market test to proceed. 

2. The Plus One market test will begin on October 1, 2019, and expire on 

September 30, 2021, unless the market test is extended or cancelled as 

described in the body of this Order. 

3. The Postal Service shall file data collection reports, as described in the body of 

this Order, within 40 days after the close of each fiscal quarter during which the 

market test is conducted. 

4. Revisions to the Market Dominant product list and the Mail Classification 

Schedule appear below the signature of this Order and are effective immediately. 
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5. The Secretary shall arrange for publication in the Federal Register of an updated 

product list reflecting the change made in this Order. 

By the Commission. 
 
 
 

Darcie S. Tokioka 
Acting Secretary 
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CHANGE IN PRODUCT LIST 

 

The following material represents changes to the product list codified in Appendix A to 

39 C.F.R. part 3020, subpart A--Mail Classification Schedule.  These changes reflect 

the Commission’s order in Docket No. MT2019-1. The Commission used two main 

conventions when making changes to the product list.  New text is underlined.  Deleted 

text is struck through. 

 

Appendix A to Subpart A of Part 3020—Market Dominant Product List 
***** 
Market Tests* 

Plus One 
***** 
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CHANGES TO THE MAIL CLASSIFICATION SCHEDULE 

 

The following material represents a change to the Mail Classification Schedule.  The 

Commission uses two main conventions when making changes to the Mail 

Classification Schedule.  New text is underlined.  Deleted text is struck through. 

 
Part A—Market Dominant Products 
1000 Market Dominant Product List 
***** 
Market Tests* 

Plus One 
 

***** 
1800  Market Tests 
***** 
1801  Plus One 
 

Reference 
Docket No. MT2019-1 
PRC Order No. 5239, September 20, 2019 

Expires 
September 30, 2021 

 
***** 

 


