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COMMENTS OF THE 
NATIONAL ASSOCIATION OF PRESORT MAILERS  

(January 30, 2020) 
 

The National Association of Presort Mailers (“NAPM”) respectfully submits 

these comments on the Postal Service’s Annual Compliance Report for Fiscal Year 

2019 (“ACR”), filed December 30, 20191.   

About NAPM.  NAPM membership includes 86 company members 

representing 112 mailing sites producing mailings in 40 states. NAPM represents mail 

owners preparing their own mail, mail service providers (MSPs) that presort and 

commingle client mailings, and vendor solutions providers to the mailing industry.  Our 

MSP members interact with, and collect mail from, tens of thousands of business mail 

consumers and combine their mail together to present it as a single mailing to the 

Postal Service so that the client can receive the benefits of workshare postage 

discounts with minimal involvement with the complex mailing standards required of the 

Postal Service. Collectively, NAPM represents over 45 percent of the total commercial 

First-Class Presort Mail volume and over 60 percent of the USPS’ total IMb Full-

Service volume.  While NAPM members present a significant volume of First-Class 

Mail, its members also present a growing volume of Marketing Mail. 

                                                
1 Order No. 5381 (Dec. 30, 2019) (Notice of Postal Service’s Filing of Annual Compliance Report). 
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The members of NAPM are valued partners with the Postal Service, delivering 

high quality mail to the Postal Service with accurate addresses, high quality barcodes, 

and high density preparation levels, transported and entered where the Postal Service 

wants it, bypassing many initial processing functions.  Our members are highly 

engaged in programs and initiatives that help reduce the USPS’ costs.  Beyond the 

core worksharing activities for which postage discounts are designed to compensate 

them for their work, our members also have a high participation level in optional 

programs such as Seamless Acceptance for which no compensation is received.  The 

mail data that is provided to the Postal Service through Seamless Acceptance and 

IMb Full-Service support a long and growing list of USPS programs designed to 

reduce costs, improve efficiency, and improve service performance.   

Our members are committed to ensuring mail remains profitable and in the 

Postal system. We are true partners with the Postal Service: we sell their products, 

our customers are their customers, and just like the Postal Service, without mail we 

don’t have a business. 

 
 

I. FIRST-CLASS MAIL RATES  
 
The ACR highlights a continuing need for the Postal Service to pass through 

the full value of the workshare-related costs avoided when setting workshare 

discounts.  The passthrough for First-Class Mail 5-digit automation letters in 2019 

was only 76.3% and after implementation of the Jan. 2020 pricing changes will still 

only be 78.9%.  While NAPM greatly appreciates the Postal Service’s revision of its 

January 2020 FCM 5-digit Automation Mail letters price, the pass through still 

remains significantly below 100% which means that mailers/MSP are not being fairly 

compensated for the work they are performing for the USPS, and the USPS is not 
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fully incenting preparation of the most efficient and profitable mail for the USPS, nor 

is it receiving the most profitable mail possible. 

The below chart shows the variance in passthroughs over the past 9 years for 5-digit 

automation letters in FCM and Marketing Mail [The R2020-1 cost avoidance on the below 

chart has been updated to reflect the ACR2019 cost avoidance as reported in USPS-FY19-

3].   

Docket 
First-Class Mail Presort Letters Marketing Mail Letters 

Discount Cost Avoided Pass-through Discount Cost Avoided Pass-through 

R2020-1  $           0.030  $           0.038 78.9%  $           0.025  $           0.029 86.2% 
ACR2019  $           0.029  $           0.034 76.3%  $           0.025  $           0.029 86.2% 

ACR2018  $           0.030  $           0.034 88.2%  $           0.023  $           0.027 85.2% 

ACR2017  $           0.030  $           0.032 93.8%  $           0.020  $           0.025 80.0% 

ACR2016  $           0.023  $           0.034 67.6%  $           0.019  $           0.026 73.1% 

ACR2015  $           0.025  $           0.036 69.4%  $           0.017  $           0.026 65.4% 

ACR2014  $           0.025  $           0.031 80.6%  $           0.018  $           0.022 81.8% 

ACR2013  $           0.024  $           0.029 82.8%  $           0.019  $           0.020 95.0% 

ACR2012  $           0.024  $           0.025 96.0%  $           0.018  $           0.020 90.0% 

 

As stated many times in past proceedings and as reinforced by the 

Commission’s own orders, future rate adjustments should reflect a greater emphasis 

on pricing efficiency by fully incentivizing the most efficient preparation of mail.  

Indeed, the PRC has recognized this need for the Postal Service to better utilize its 

existing pricing flexibility through workshare incentives in its proposed rules in its 10-

year review of the USPS rate system (R2017-3) by proposing workshare rules that 

conceptually drive better passthroughs of costs avoided to incent the most efficient 

and cost-effective mail preparation for the USPS.  NAPM believes that making 
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changes to ensure that the USPS implements workshare discounts that are closer to 

100% passthrough can be done by the PRC under its existing statutory framework 

and that these types of changes should be decoupled from the larger PRC 10-year 

rate system review and implemented on their own to drive better USPS profitability 

and efficiency. 

As compared to 5-Digit FCM Presort Letters, the USPS loses money on every 

piece of AADC mail.  It currently costs the USPS 3.8 cents to sort from benchmark to 

5-digit (the cost avoidance), but the USPS charges only 2.9 cents (the discount).  

With 4.4 billion pieces of First-Class Mail sorted only to the AADC level in FY2019, 

that results in an additional $35 million+ in costs to the USPS. These costs could be 

avoided if the Postal Service utilized its pricing flexibility to drive more efficient 

behavior (e.g., 5-digit presort). 

Presorted First-Class Mail continues to experience better service performance 

than Single Piece First-Class Mail.  Providing the pricing incentives to move more 

mail from Single Piece into presort brings a net result of lower costs for the USPS 

and improving service performance for that mail, thus improving the end user 

customer experience.  Improved service performance also brings cost reductions to 

the Postal Service through reduced handling of customer complaints, and helps grow 

use of the mail by improving customer experience.  NAPM members could sell 

presort services to even more businesses if the incentive reflected the full costs 

avoided by the Postal Service, which would move more mail out of FCM Single Piece 

and into the more efficient automation-compatible, barcoded, IMb Full-Service 

mailstream. 

We further note that the above-mentioned arguments for passthrough closer to 

100% on workshare discounts apply to other workshare categories in First-Class 
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Mail, such as the Automation AADC category, where passthrough for FY2019 was 

only 64% of avoided costs.  This category is particularly important to smaller and 

medium-sized Mail Service Providers as they work to bring mail from local 

businesses out of Single Piece and into the FCM Presort/IMb mailstream.   

The USPS in its ACR points out that “a wider gap between Metered Mail and 

Mixed AADC prices encourages more mail to be entered as Presort mail at the 

Business Mail Entry Unit, which creates efficiencies such as reducing the amount of 

mail that requires processing on the Advanced Facer Canceler System (AFCS), 

since Presort Letters can bypass the AFCS.”  It further noted that “This reduced the 

amount of mail that requires processing on the AFCS, which allowed the Postal 

Service to decommission more AFCS and AFCS 200 machines in FY 2019 than 

would have been possible otherwise.”   

This same rationale applies to the AADC Automation letters category in that 

bringing the passthrough closer to 100% provides more incentive for NAPM 

members to bring that mail from Single Piece into Presort/IMb, and build further 

density at the AADC vs. Mixed AADC presort level, which further benefits the Postal 

Service.  In addition, assuming that the Postal Service was able to reduce labor 

hours/workforce as a result of decommissioning the AFCS equipment, bringing more 

mail into presort enabled the USPS to further reduce its costs and increase 

efficiency. 

 

II. IMB FULL-SERVICE INCENTIVE 
 
NAPM commends the Postal Service for continuing to recognize the value of IMb 

Full-Service by maintaining the incentive levels for both First-Class Mail and Marketing 

Mail, the latter of which the USPS increased in its 2019 price change. It appears from 



P a g e  | 6 
  

the USPS Billing Determinants data that is publicly available, that the percentage of 

Marketing Mail moving into IMb Full-Service increased in FY2019 following the 

implementation in January 2019 of the increased incentive.  Although the Postal 

Service does not specifically report on the IMb Full-Service incentive in its ACR, it is 

part of the information relative to rates associated with postal products per 39 U.S.C. 

3652. 

NAPM emphasizes the value of IMb data to the Postal Service and the need to 

continue the IMb Full-Service incentive not only to continue to drive increases in 

adoption and support continued use of IMb Full-Service, but also to compensate 

mailers and Mail Service Providers for the ongoing costs to support IMb Full-Service 

which continue to this day.  The data supplied by our members and others serves as 

the foundation for a growing list of programs and initiatives that are designed to help 

the Postal Service reduce costs, improve efficiency, and improve service performance.  

As the value of the data increases and as the Postal Service moves into a Seamless 

Acceptance environment, additional incentives will need to be developed to equitably 

compensate mailers and mail service providers for the costs incurred to support these 

new initiatives. 

Without the mailing data supplied by NAPM members and others utilizing IMb 

Full-Service and Seamless Acceptance, there would be no Informed Delivery mailer 

campaigns, no Informed Visibility, no internal Service Performance Measurement 

system, no elections/ballots mail tracking, and a host of other USPS programs would 

not be possible or would be significantly negatively impacted without such data.  

Accordingly, it is critical that the USPS continue to support IMb Full-Service industry 

participation by maintaining the existing price incentives.  
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III. MARKETING MAIL DROP SHIP DISCOUNTS 
 

NAPM members continue to grow their USPS Marketing Mail business, 

providing services for a growing volume of Marketing Mail. A significant percentage 

of the Marketing Mail volume prepared by NAPM members is drop ship entered at 

the DSCF, so drop ship discounts are important to our members and designed to 

offset their transportation costs at the same time as reducing the USPS’ costs. 

The Postal Service in its FY2019 ACR noted that: 

“When Docket No. R2020-1 prices take effect in January of 2020, these 
passthroughs will decrease to 95.2 percent for DNDC, and 108.3 percent 
for DSCF. Therefore, the Postal Service believes no further action is 
necessary to bring the DNDC Dropship Letters passthrough into 
compliance with the statute. With regard to DSCF Dropship Letters, the 
Postal Service plans to recommend to the Governors that they realign the 
discount with its cost avoidance in the next market dominant rate case, 
subject to adequate pricing flexibility, operational efficiencies, and 
changes in cost avoidance.” 
 

NAPM appreciates the USPS’ plan for no further reduction for the DNDC 

Dropship Letters discount, but the USPS’ plan on the DSCF Dropship Letters 

discount is not clear.  For NAPM members and others that drop ship to the DSCF, 

they have had little recourse so far but to absorb higher postage costs as the 

discount is further reduced because their customers will not tolerate the negative 

impacts on USPS delivery service performance that occur when mail is entered at or 

closer to origin and dependent on the USPS to transport it further within its network.  

Origin-entered and DNDC dropship mail pieces experience inconsistent and 

unpredictable service performance as well as adding days to the delivery timeframe 

because of the longer service standards, harming the mail sender’s experience as 
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well as consumer experience when Marketing Mail is delivered after the sale or 

promotion has ended.  Reducing the drop ship discount essentially amounts to a 

cost increase for Mail Service Providers and mailers in order to maintain acceptable 

levels of service performance for their customers. 

In addition, if the DSCF discount continues to be reduced, some mailers/MSPs 

ultimately will be forced to make the economic decision – despite the negative 

service consequences – to move mail back to origin entry or DNDC entry, depending 

on which facility is less expensive to get to, or they could end up deciding to raise 

prices to the end user in order to maintain DSCF entry because they can no longer 

continue to “eat” these additional costs. Mail entered at origin or DNDC increases 

the Postal Service’s transportation costs.  Some migration from DSCF to 

DNDC/Origin entry has already occurred, as can be seen when the data is analyzed 

at the specific product category vs. looking at total Marketing Mail combined.  For 

example, for FY2019 compared to FY2018, the percentage of Marketing Mail Carrier 

Route (letters & flats) entered at the DNDC and origin facility increased by a half 

percent, and the percentage entered at the DSCF decreased by over a half percent2.  

Looking at data for all Marketing Mail letters, there was a slight increase (about 0.1-

0.2%) in the percent of pieces entered at the DNDC vs. the DSCF in FY2019 as 

compared to FY2018.  While these amounts may not seem significant, it should be 

noted that the DSCF discount was only further reduced in January 2019, and mailing 

plans typically have very long lead times before changes can be effected so the 

cumulative impact of the discount reductions may not yet be seen.  In addition, the 

more the discount is reduced, the more mailers/MSPs will be forced by simple 

                                                
2 USPS Billing Determinants, FY2018 and FY2019 
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economics to change their mail entry behaviors.  There is a “tipping point” of 

economics of drop ship that takes into account the transportation costs for industry 

compared to the discount achieved…once this “tipping point” is reached, more 

mailers/MSPs may make the economic decision to alter their drop ship practices in 

ways that will negatively impact the USPS as well as end users by reducing their 

service performance and satisfaction with USPS service. 

The other component negatively impacting both the industry and the Postal 

Service is that transportation costs are rising.  According to research from the 

American Transportation Research Institute3 in 2018 “[t]he average marginal cost 

per mile incurred by motor carriers rose to $1.82, a 7.7% increase from 2017’s cost 

of $1.69.”  The rising cost of transportation negatively impacts both mailers/MSPs 

that are drop-shipping mail into the USPS’ network, as well as the Postal Service if it 

has to transport more mail farther within its network because that mail is entered at 

Origin/DNDC instead of the DSCF.  Rising transportation costs also play into the 

economic decisions that mailers/MSPs make around whether to drop ship mail to a 

DSCF or DNDC.  As transportation costs rise and the DSCF discount is reduced, the 

economic calculation that guides the net cost of drop ship changes, thus driving drop 

ship behaviors. 

NAPM urges both the Postal Service and the Commission to closely monitor 

the impact of this migration from DSCF to DNDC/Origin drop ship as well as the 

increases in USPS transportation costs, as well as considering the negative impact 

on service performance for these pieces.  These factors should be taken into 

account when the USPS determines the discount impact for the next price change.  

                                                
3 “An Analysis of the Operational Costs of Trucking”, Published Nov. 2019 by the American Transportation 
Research Institute 

https://truckingresearch.org/wp-content/uploads/2019/11/ATRI-Operational-Costs-of-Trucking-2019-1.pdf
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NAPM supports not further reducing the DSCF discount based on the negative 

impact it would have on USPS operational efficiencies and costs. 

 

IV. SERVICE PERFORMANCE 
 

The PRC in its Order 5337 as part of its 10-year review of the rate system 

(R2017-3), in response to comments that the proposed rules establishing additional 

rate authority for the USPS based on service standards, and not performance, states 

that “for…the accountability for achieving those standards, the Commission 

determined that the existing review of service performance in the ACD provides a 

basis for accountability.”  NAPM disagrees that the review of service performance in 

the ACD is holding the Postal Service accountable for failure to improve service 

performance, since it has not proven effective. 

As can be seen from the below USPS service performance scores for the past 

nine years for specific products/service standard levels, performance has not met 

the USPS’ targets in most categories for the past 5 Fiscal Years and performance in 

FY2019 declined in every category compared to the prior two Fiscal Years, 

demonstrating another downward trend in service.   First-Class Mail service 

performance last met the USPS’ targets in FY2014 and then in only one Presort 

category. 

  



P a g e  | 11 
  

USPS Annual Service Performance for Market-Dominant Products 
Category  FY 2011  FY 2012  FY 2013  FY 2014  FY2015 FY2016 FY2017 FY2018 FY2019 

First-Class Mail 

  Single-Piece Overnight 96.2 96.5 96.1 96.0 95.6 NR NR NR NR 

  Single-Piece Two-Day 93.4 94.8 95.3 94.9 93.2 94.7 94.7 93.8 92.0 

  Single-Piece 3-5 Day 91.2 92.3 91.6 87.7 76.5 83.7 85.6 82.5 80.9 

  Presort Overnight 90.8 96.8 97.2 97.0 95.7 96.2 96.5 96.0 95.5 

  Presort Two-Day 89.1 95.7 97.0 96.4 93.6 95.1 95.6 94.9 94.1 

  Presort Three-Day + 90.6 95.1 95.1 92.2 87.8 91.7 93.7 92.0 92.0 

Marketing Mail 

  Origin Entry 38.4 56.5 63.3 63.5 59.6 65.9 69.8 66.4 66.2 

  Destination Entry 70.8 82.0 88.8 89.9 89.1 92.3 93.7 91.6 91.9 

Package Services  76.7 87.2 87.5 86.3 84.0 82.5 89.6 89.2 87.3 
NR = Not Reported 
 
Color Key:   Annual performance scores shown in red were below target, scores shown in green were at or 
above target 

 

The above performance trends demonstrate that the PRC’s increased efforts 

and requirements in the ACD process to hold the USPS more accountable and 

require additional reporting/data around service performance issues have not been 

successful in driving improvements in service performance.  Each year, the PRC 

concludes in its ACD that the USPS did not meet service performance targets and 

then makes recommendations including implementing additional USPS reporting 

requirements to help identify performance issues and drive improvement, but the 

process has not changed the fact that customers are receiving reduced levels of 

USPS service at increasing USPS postage prices. 

NAPM members advise us frequently that their mail owner business customers 

consistently look for and evaluate alternatives to using the mail after they experience 

issues with USPS service performance.  When the USPS can’t meet its service 
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standard commitments and the end result is unpredictable, inconsistent service 

performance that impacts the customer’s ability to use the mail for timely 

communication and marketing purposes, it drives users out of the mail.  In addition, 

for those that remain using the mail, there are additional expenses that mailers and 

MSPs incur associated with USPS service performance issues – tracking pieces, 

investigating delays, contacting USPS customer support, communicating with end 

user customers, and in some cases changing mailing plans in an attempt to allow 

even more time for USPS delivery. 

In addition, the USPS in its FY2019 Performance Report states that “[D]uring 

FY2019, natural disasters and industrial incidents negatively disrupted the network 

and contributed to a lower level of service performance. These disruptions included 

hurricanes, tropical storms, wildfires, an unusually large number of named winter 

storm events, toxic spills (e.g. mercury), and a malicious actor that inducted multiple 

improvised explosive devices into the network.”  The PRC in its FY2018 

Performance Report and Plan Analysis noted that “In the FY 2018 Report, the Postal 

Service explains that considerable service disruptions occurred during the first half 

of FY 2018 because of “extreme weather and natural disasters[,]… including three 

major hurricanes, wildfires, mudslides, heavy rainfall, ice, and snow.”  It also noted 

that the USPS “will be working on an initiative in FY 2019 to identify mail impacted 

by unforeseen events that are outside of the Postal Service’s control.”   

The USPS in its FY2020 Performance Plan said that this Fiscal Year it will be 

launching a “Disruptive Events” initiative “to identify mail affected by unforeseen 

events outside of management’s control…[which will] use data to identify and flag 

mail pieces impacted by unexpected events, such as weather, outside of the Postal 

Service’s control.”  How does the PRC plan to ensure the accuracy of and utilize this 
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“disruptive events” data in service performance measurement reporting, or to identify 

service performance issues that arise from incidents beyond the USPS’ control, such 

as natural disasters, vs. service performance that is within the USPS’ control?    

The USPS also in its FY2019 Performance Report states that “[A]side from 

unforeseen weather events that impacted our network, our analysis on causes for 

service failures identified that transportation failures accounted for nearly half of all 

failures in FY2019.”  Since it does not appear that the USPS presented any such 

data for FY2018 around transportation failures contributing so significantly to service 

performance failures, we would like to understand what changed in FY2019 that led 

to these significant transportation failures. 

 

 

V. BUSINESS CUSTOMER SATISFACTION 
 

For NAPM’s members, the USPS’ Business Mail Entry Units (BMEUs) are 

largely the primary local USPS contact, tasked with not just accepting/verifying 

commercial bulk mailings, but with providing the associated education, training and 

customer support.  The USPS reported customer satisfaction of 96% for FY2019 for the 

BMEU metric.  NAPM would like to better understand how this customer satisfaction 

metric is administered.  The USPS in Library Reference USPS-FY19-38, USPS Market 

Dominant Product Customer Satisfaction Measurement Survey Instruments, states that 

the survey methodology for BMEU is “BMEU group emails invitations.”  Please clarify 

what this means – how are survey respondents selected for the survey?   

In addition, BMEUs only represent a portion of the USPS’ 

acceptance/verification process – most larger business mailers and Mail Service 

Providers have a Detached Mail Unit (DMU) with USPS acceptance personnel located 



P a g e  | 14 
  

onsite at the business location.  Are these sites included in the BMEU customer 

satisfaction survey or is that customer satisfaction measured elsewhere?  The DMU 

often represents the primary USPS customer support for these larger mailers/MSPs 

and customer satisfaction with DMUs should be included in the metric.  

Many larger businesses are customers of NAPM members, and issues with 

customer satisfaction with the USPS may result in a decline in mail usage, and 

therefore decline in the volume of mail processed by mail presort providers.  In the 

USPS Library Reference USPS-FY19-38, USPS Market Dominant Product Customer 

Satisfaction Measurement Survey Instruments, it shows that the Large Business Panel 

survey asks questions about satisfaction with different USPS products.  For the survey 

results in FY2019, 8.3% of respondents were somewhat, mostly or very dissatisfied 

with First-Class Mail, but there does not appear to be a follow-up question to identify 

the cause of the dissatisfaction with each product.  NAPM recommends that the USPS 

explore adding follow-up questions to the survey to identify the causes for product 

dissatisfaction so that it can explore product improvements to drive increased mail 

usage.   

In addition, the FY2019 Large Business Panel results show that 36.52% of 

survey respondents were somewhat, mostly or very dissatisfied with “service and 

product offerings.” The survey does not appear to specifically ask about service 

performance, but this appears to be the closest question around the businesses’ 

satisfaction with USPS service performance.  NAPM recommends that specific 

question(s) around service performance be included and that the response be 

correlated to the specific product category (e.g., First-Class Mail or Marketing Mail) for 

which the respondent is providing the rating.   
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Similarly, in the Business Service Network (BSN) customer satisfaction survey, it 

might be helpful for the survey to identify the reason/issue the customer was contacting 

the BSN about, with service issues being one of the options.  Business customer 

satisfaction with USPS service performance is an important metric that should be 

measured and there currently does not appear to be a mechanism to do so since the 

USPS’ service performance measurement system does not look at satisfaction on a 

business user level.   

 
VI. USPS FINANCIAL HEALTH 

 
The USPS in its FY2019 Performance Report stated that “[a]lthough revenue 

and volume are closely linked to the strength of the U.S. economy and customer 

utilization of the mail, we have proactively targeted opportunities to grow our business. 

We continue to focus on our customers’ needs and have increased our investment in 

mail and package innovation. However, we also recognize that revenue growth is 

constrained by laws and regulations restricting the types of products, services, and 

pricing we may offer to our customers, and the speed with which we can bring new 

products to market.” 

NAPM disagrees with the USPS’ premise that there is not more it can do to grow 

its mail volume and that “laws and regulations” totally restrict what the USPS can do in 

terms of enhancing existing products and services, moving towards more efficient 

pricing through workshare, or developing new products and services.   

The USPS further stated that it “anticipate[s] that the volume of First-Class Mail 

will continue to decline in future years with the ongoing migration to electronic 

communication and transactional alternatives resulting from technological changes. To 

address the long-term trend that such changes have had on our First-Class Mail 
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revenue and volume, we have focused on providing new services and innovations with 

Marketing Mail.”  NAPM urges the Postal Service to renew exploration of new products, 

services and enhancements to its First-Class Mail offerings.  We do not believe that the 

declines in First-Class Mail are totally due to electronic diversion nor is continuing 

significant decline a fait accompli.  

We know from our members’ discussions with their business customers who are 

the primary users of commercial First-Class Mail, that there is much the USPS could do 

to retain and grow this volume.  Improving service performance alone would help retain 

and drive volume growth and there are more ways the USPS could grow First-Class 

Mail.  The USPS’ existing sales force appears to be focused on promoting and 

supporting its Shipping/Parcels business, which the USPS needs to maintain for that 

side of the business.  But there is no equivalent USPS group dedicated to promoting 

and supporting its Market Dominant mail products, particularly First-Class Mail.  There 

are USPS efforts focused on growing Marketing Mail volume (e.g., Informed Delivery, 

direct mail promotion, election/political mail support etc.) but there do not appear to be 

similar efforts targeted at First-Class Mail. 

Further the USPS does not consider that the bulk of commercial First-Class Mail 

is now commingled by businesses such as NAPM members and often new programs 

and initiatives designed to grow or retail mail volume do not take commingle processes 

into account, creating barriers to entry for a significant portion of mail volume that is 

commingled. 

Within the existing First-Class Mail volume, the USPS could do much more to 

drive costly Single Piece First-Class Mail into the more profitable to the USPS category 

of First-Class Mail Presort.  Through better designed and new workshare incentives, 

through eliminating barriers that impede our members’ ability to bring more customer 
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mail into the presort mailstream (e.g., restrictions on mail entry hours, lack of USPS 

support of MSPs, limitations on payment methods such as VAR, etc.), and through 

better support of and partnering with Mail Service Providers – who act as the front line 

sales force for postal products and services to many businesses – the USPS could do 

much more to stem First-Class Mail volume declines. 

NAPM would also like to better understand the Postal Service’s revenue 

projections in its FY2020 Performance Plan.  The USPS states, “First-Class Mail 

revenue is estimated to remain flat. Marketing Mail revenue is estimated to decrease by 

$0.4 billion, as we expect the CPI-U price increase to only partially offset a decrease in 

volume.”  We find these projections concerning and would like to understand better 

how they have been developed.  There are two significant mail volume events 

occurring in FY2020 that should boost revenues for First-Class and Marketing Mail:  the 

2020 Census, and the Presidential election. 

According to the published Census plans for 2020, an invitation to respond to 

the 2020 Census will be sent by mail to 95% of all U.S. households, which would be 

about 122.15 million pieces of First-Class Mail [according to Statistica there were about 

128.58 million households in the U.S. in 2019].  Even if all these pieces were mailed at 

the lowest possible First-Class Mail rate (FCM 5-digit auto letters) of $0.389 per piece, 

that would mean over 122 million additional pieces of FCM in FY2020 for about $47.5 

million in additional FCM revenue.  And that is just the first Census mailing – according 

to its published operational plans, the initial letter will be followed up with a reminder 

letter, a reminder postcard, another reminder letter & questionnaire, and another 

reminder postcard.  While each of these subsequent mailings would be to reduced 

number of households (e.g., only those that have not responded), it still will be a 

significant volume of FCM in 2020.  Yet the USPS in its 2020 performance plan 
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forecasts FCM revenue to be flat for 2020, even after it saw FCM revenue growth of 

$0.6 billion in FY2019 over the previous year.  We would like to better understand how 

the USPS developed this forecast and the basis for its revenue predictions. 

In addition, the USPS in its 2020 performance plan forecasts a decrease in 

Marketing Mail revenue of $0.4 billion, despite seeing only a $0.1 billion decrease in 

FY2019 compared to the previous year.  With 2020 being a Presidential election year, 

anticipated to bring a significant boost of political and election Marketing Mail volume, it 

is difficult to understand this forecast of volume decline.  Again, more detail underlying 

the Postal Service’s revenue and volume forecasts would be helpful to understand and 

support its performance plan. 

 
VII. CONCLUSION 

 
NAPM appreciates the Commission’s consideration of these comments.  

NAPM’s members continue to work closely with the USPS through our public-private 

workshare partnership, delivering to the USPS high value data-rich mail that is more 

profitable to the USPS and creates a better customer satisfaction experience for 

business mail users.    

We continue to advocate for passthrough closer to 100% of the USPS’ avoided 

costs for workshare mail discounts to increase the incentive for more efficient, data-

rich mailings that benefit all – the Postal Service, our members, and business 

customers using the mail.  We also appreciate the USPS’ continued IMb Full-Service 

price incentive and hope that the USPS will employ additional new and innovate price 

incentives in the future to expand its use of our public-private partnership. 

NAPM urges the USPS and the PRC to more deeply explore the negative 

impacts of further reduction to the DSCF drop ship discount for Marketing Mail, given 
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the significant increases in transportation costs that result for both the Postal Service 

and the mailing industry when reducing the discount drives different and less efficient 

mail entry behaviors.  The service performance needs of the end business customers 

often mean that NAPM’s members must eat these additional costs or risk losing 

business but ultimately if the discount is further reduced they may need to make hard 

economic decisions that will result in increased costs for the USPS and/or business 

mail users. 

NAPM is concerned with the continued degradation of USPS service 

performance for First-Class Mail and some categories of Marketing Mail, and urges 

the USPS to explore new ways to identify and resolve service issues.  While we 

appreciate the PRC’s extensive efforts around service performance measurement and 

requiring additional reporting and data from the USPS around its performance, these 

processes have not been successful in driving service improvement. 

NAPM also supports enhancing the USPS’ customer satisfaction tools and 

metrics to better identify root causes of dissatisfaction from large businesses using the 

USPS, and we would like to better understand the customer satisfaction tools being 

used to measure satisfaction at the BMEU and DMU level. 

In looking at the USPS’ financial health elements of its 2019 report and 2020 

plan, NAPM does not agree with the premise that there is little the USPS can do to 

grow or retain its volume.  We think there is a great deal the USPS can do in this 

regard – at minimum it can improve workshare passthroughs to incent more efficient 

mail behaviors, as well as consider new price incentives around new or enhanced 

public-private partnership activities.  We would also like to better understand the 

rationale for the USPS’ volume projections for 2020, which appear inconsistent with 

likely boosts in volume from the Census and Presidential election mail. 
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NAPM continues to appreciate the efforts by the Commission to review the 

USPS performance and plans through the Annual Compliance Review/Determination 

process. 

 
Respectfully submitted, 

  
 

 
 
Robert Galaher 
Executive Director and CEO  
NATIONAL ASSOCIATION OF PRESORT MAILERS 
PO Box 3552 
Annapolis, MD 21403-3552 
(877) 620-6276 
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