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The United States Postal Service (Postal Service) hereby replies to the 

comments received on its Annual Compliance Report (ACR) for fiscal year (FY) 2020. 

Comments came from industry participants, advocacy organizations, and the Public 

Representative. The Postal Service addresses significant concerns below. 

I. Market Dominant Products 

The Public Representative offers a number of observations on Inbound Letter 

Post1 that were largely addressed in the Postal Service’s FY 2020 Annual Compliance 

Report.2 The Public Representative acknowledges the cost coverage improvement for 

Inbound Letter Post in FY 2020, which was the highest in the period from FY 2011 

through FY 2020. In addition, the Public Representative notes that the loss of $31.3 

million for Inbound Letter Post was slightly less than the loss in FY 2011 and 

substantially less than the loss in any year from FY 2012 through FY 2019. The Public 

Representative acknowledges steps that the Postal Service has taken and will take to 

improve cost coverage for Inbound Letter Post but states that the Inbound Letter Post 

product (i.e. inbound letters and flats) probably will not cover its costs, or even improve 

 
1 Docket No. ACR2020, Public Representative Comments, Feb. 2, 2021, at 61-64 (PR Comments). 
2 Docket No. ACR2020, Annual Compliance Report, Dec. 29, 2020, at 7-9 (FY 2020 ACR). 
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its cost coverage in FY 2021, because the Postal Service still relies on rates set by the 

Universal Postal Union (UPU) Convention for Inbound Letter Post. The Postal Service is 

well aware of the challenges, but future action to improve the cost coverage for Inbound 

Letter Post is on the horizon, as discussed elsewhere in this docket.3, 4 

II. Competitive Products 

  In its comments, UPS continues to play the same “games with numbers” that it 

has done in similar comments in the past.5 For example, consider the following from 

UPS’ introductory section: 

Although the Postal Service has repeatedly stated that delivering competitive 
products is a top priority for the organization, and although these products 
now make up 58% of what the Postal Service delivers in volume by weight, 
the Postal Service continues to attribute a low level of its costs to competitive 
products. In FY2020, for example, the Postal Service attributed just 21.8% of 
its costs to domestic competitive products.6 

 
In its 2018 Annual Compliance Determination, the Commission criticized this same 

comparison as “oversimplified,” noting also “that it could be considered misleading 

because it implies a one-to-one relationship between weight and costs.”7 That is still the 

case.  

The juxtaposition of the competitive product share of total weight with the ratio of 

competitive product attributable costs to total accrued costs is inherently misleading 

 
3 Docket No. ACR2020, Responses of the United States Postal Service to Questions 1-38 of Chairman’s 
Information Request No. 1, Jan. 19, 2021, Response to Question No. 36. 
4 Docket No. ACR 2020, Responses of the United States Postal Service to Questions 1-7, 10-11 of 
Chairman’s Information Request No. 7, Feb. 5, 2021, Response to Question No. 11.  
5 See, for example, Docket No. ACR2018, Reply Comments of the United States Postal Service, Mar. 1, 
2019, at 1-2. 
6 Docket No. ACR2020, Initial Comments of United Parcel Service, Inc. on United States Postal Service’s 
Annual Compliance Report for Fiscal Year 2020, Feb. 1, 2021, at 4-5, emphasis in original, footnotes 
omitted (UPS Comments).  

7 Docket No. ACR2018, Annual Compliance Determination Report, Apr. 12, 2019, at 120. 
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because the Market Dominant and competitive shares of total weight necessarily total to 

100 percent. In contrast, because of institutional costs, the attributable costs of Market 

Dominant and competitive costs do not total to 100 percent of total accrued costs. To 

make a valid comparison, it is necessary to exclude institutional costs, in which case the 

attributable costs for total competitive products expressed as a percentage of total FY 

2020 attributable costs shown in the CRA is 42 percent. The impression UPS strives to 

create of a grossly disproportional understatement of the share of competitive products’ 

attributable costs relative to the attributable costs of Market Dominant products is 

illusory, and its efforts to imply that one should expect a close relationship between 

share of weight and share of attributable costs seem to be another thinly veiled attempt 

to lay the foundation for fully distributed costing.8 

Another theme running through the UPS narrative is the false and simplistic claim 

that because total Postal Service losses increased in FY 2020 at the same time as 

package volume increased, it follows that increased package volumes lead to increased 

losses.9 As UPS is well aware, this claim blithely ignores the consequences of all other 

factors operating this past year that also affected postal finances. Because its profound 

effects are both so obvious and so incontrovertible, UPS itself suggests the current 

pandemic as one such factor, but then immediately discounts its importance.10  

 
8 A close reading of the above quote from the UPS Comments shows another reason why the 
comparison made is inapposite on its face. The cited weight percentage pertains to total competitive 
products (domestic and international), while the cited attributable costs percentage pertains solely to 
domestic competitive products. UPS could easily have adjusted either of these figures to present an 
apples-to-apples comparison but chose not to do so. For example, page 3 of the FY 2020 Public CRA 
shows that, in total, the Postal Service attributed 24 percent of its total accrued costs to competitive 
products, while the FY 2020 RPW indicates that the share of total weight of domestic competitive 
products is only 56 percent. 

9 UPS Comments at 2-3. 
10 Id. at 3.  
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In fact, a full investigation of the effects of parcel growth on postal finances would 

require all other factors to be held constant as parcel volumes fluctuated. For example, 

the relentless decline in high-contribution First-Class Mail volume has been occurring 

over the same period of growth in parcels, yet UPS makes no allowance for that factor. 

In contrast, the Postal Service’s costing systems are specifically designed to hold all 

else constant while measuring the cost effects of fluctuations in mail volume of any mail 

category or categories, and yet UPS casts aspersions on the results of those systems 

simply because UPS prefers instead to ignore all other factors.  

 UPS focuses the balance of its comments on other pending dockets. Obviously, 

the merits of the views UPS expresses regarding those dockets will be resolved in those 

dockets, not in this proceeding. One observation made by UPS that does warrant 

response, however, is the claim that “[a]s market dominant volumes and revenues 

continue to decline, a point will inevitably be reached where the fraction of institutional 

costs covered by competitive products will need to increase dramatically if the Postal 

Service is to be fiscally and economically viable.”11 In reality, of course, the share of 

institutional costs covered by competitive products has increased dramatically over 

time, including a substantial increase in FY 2020 commensurate with the notable growth 

in competitive volume. This portion of the business model is working, and contrary to 

UPS’ dramatic profession of an alleged “steadily approaching necessity,” there are 

absolutely no indications that adjustments to the appropriate share requirement would 

be the needed solution to the actual and unrelated structural deficiencies that constitute 

the real challenges to the Postal Service’s fiscal and economic viability. 

 
11 UPS Comments at 6. 
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III. Service Issues 

A. Service Performance 
 
In terms of service performance, FY 2020 was a tale of two halves. The Public 

Representative appropriately credits the Postal Service’s attempt to address pre-

pandemic service performance issues with a degree of success during the first two 

quarters of FY 2020; The National Association of Presort Mailers (NAPM) similarly 

recognizes the improvements shown during the first half of the fiscal year compared to 

the past.12 The Public Representative recognizes certain “clear” performance 

improvements during the first two quarters, including domestic First-Class Mail, 

Periodicals, and USPS Marketing Mail, and concludes that it was also “clear” that the 

pandemic had a “significant adverse impact” on service performance.13 The Public 

Representative further posits that, had the additional challenges of the pandemic not 

been presented mainly during the second half of FY 2020, annual on-time service 

performance might have been maintained or, possibly, improved for the full fiscal year.14 

The Public Representative describes the impact of the COVID-19 pandemic on 

service performance as “undeniable,” outlining evidence of reduced employee 

availability, contract transportation constraints, limitations on access to retail facilities, 

and growth in package volumes.15 NAPM also acknowledges the extraordinary 

challenges that the pandemic presented for the Postal Service.16 Pitney Bowes, Inc., 

recognizes not only the challenges that the Postal Service has faced but also 

 
12 PR Comments at 29, 33; see also id. at 18-19, 27, 31, 35; NAPM Comments at 10-11. 
13 PR Comments at 21. 
14 Id. at 19, 28, 32. 
15 Id. at 6; see also id. at 7-11. 
16 NAPM Comments at 7, 10. 
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appreciates that the Postal Service has provided essential services to help the country 

through the pandemic, despite those inherent and enormous challenges.17 

Frontiers of Freedom observes that the combination of the pandemic and the 

elections led to unprecedented increases in the volumes of certain mail streams that the 

Postal Service delivered.18 The Small Business and Entrepreneurship Council (SBE) 

likewise acknowledges the unprecedented levels of e-commerce packages that the 

Postal Service faced, though its description that those huge volumes of e-commerce 

packages faced gridlock19 was untrue – the system certainly did not come to a halt. To 

the contrary, the American Consumer Institute Center for Citizen Research (ACI) cites 

evidence that the Postal Service’s record in delivering parcels during the holiday peak 

season was quite good, when considering the immense challenges the Postal Service 

faced.20 

For service performance to recover during FY 2021, the Postal Service concurs 

with the Public Representative’s view that it will be necessary for the Postal Service to 

continue its pre-pandemic efforts to improve service performance and to build upon its 

FY 2020 efforts to deal with the effects of the pandemic.21 The Public Representative 

recognizes that, in FY 2021, the COVID-19 pandemic continues to present the Postal 

Service with “serious” challenges,22 including those noted above. At the same time, the 

Public Representative recognizes that the Postal Service is planning to address service 

 
17 Pitney Bowes Comments at 5. 
18 Frontiers of Freedom Comments at 1-2. 
19 SBE Comments at 2. 
20 ACI Comments at 2. 
21 PR Comments at 21, 30, 33. 
22 Id. at 40. 
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performance issues “seriously.”23 Indeed, as the Postmaster General recently noted, the 

Postal Service is currently preparing a new strategic plan that will include new operating 

goals to increase operational precision and performance.  

Some commenters have sought greater amounts of reporting and data,24 but 

simply demanding expanded requirements for reporting of data does not create 

solutions for complex service performance challenges. To the contrary, continued 

expansion of data reporting could be counterproductive, diverting attention and 

resources away from the developing and implementing solutions. 

 Further, the Postal Service is not eliminating its reporting of service performance, 

as some have suggested. In particular, NAPM expresses concern that the Postal 

Service’s Market Dominant Composite indicator may mean that the Postal Service plans 

to report its service performance for all Market Dominant mail only as one composite 

measure.25 That is incorrect. The composite is a tool that helps evaluate performance 

across a range of Market Dominant products. However, that does not mean that the 

Postal Service is eliminating its reporting of performance for individual products. Indeed, 

the Postal Service cannot unilaterally eliminate reporting on the performance of 

individual Market Dominant products.26  

 
23 Id. at 42. 
24 E.g., NAPM Comments at 7. NAPM has, for example, complained that the Postal Service has not 

updated the Commission on its Disruptive Events initiative, on which the Postal Service had previously 
reported. Id. at 12. The Commission, however, can determine when further updates on a matter already 
reported may be worth both its own and the Postal Service’s resources. In any event, in this instance, the 
Commission has already requested an update on this initiative from the Postal Service, see Docket No. 
ACR 2020, Chairman’s Information Request No. 15, Feb. 11, 2021, at Question No. 11, and accordingly 
NAPM’s criticism is moot. 
25 NAPM Comments at 8. 
26 39 C.F.R. §§ 3055.1, 3055.20 - 3055.24; see also infra Part III.C. 



   

- 8 - 
 

Notwithstanding the unprecedented challenges, the Postal Service continues to 

undertake its serious efforts to improve its service performance, which the Public 

Representative observes, as noted above. The Postal Service has analyzed and 

identified many of the root causes that have affected its ability to meet service targets in 

the past.27 Other parties’ comments that the Postal Service has not met certain annual 

targets may be true,28 but such general and conclusory comments are not very useful. 

The Postal Service is keenly aware that it has missed certain service performance 

targets in the past, and it is focused on improving performance in the future, even 

though the challenges of the pandemic persist. 

Beyond identifying its challenges, the Postal Service is continuously striving to 

develop and implement solutions. For example, the Public Representative recommends 

immediate attention to improving international First-Class Mail service,29 yet this is 

already well underway. The Postal Service has recognized that the performance for 

international pieces not only failed to meet targets but also lagged behind domestic 

product performance.30  

Indeed, other comments explicitly laud the Postal Service’s detailed explanation 

in the ACR of measures that it is taking to monitor and improve service performance for 

international First-Class Mail service.31 These measures include better communications 

 
27 See, e.g., Docket No. ACR2020, Library Reference USPS-FY20-29 (Annual Report on Service 
Performance for Market Dominant Products), at 3, 6 (USPS-FY20-29); see also USPS-FY20-29 (FY20 
FCM Q1 SPFC PFCM Root Cause Point Impact Ranking by Quarter for Nation.xlsx; FY20 FCM Q1 SPFC 
PFCM Root Cause Point Impact Ranking by Quarter for Area.xlsx; FY20 Marketing Mail Root 
Cause.xlsx). 
28 E.g., Association for Postal Commerce Comments at 1. 
29 PR Comments at 25. 
30 USPS-FY20-29 (Annual Report on Service Performance for Market Dominant Products, at 8). 
31 Id. at 7-12; NAPM Comments at 7-8. 
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among the International Service Centers (ISCs), the Processing & Distribution Centers, 

and others downstream, which together process and handle the international volumes, 

in order to correct any delays in the process of dispatches of international mail. When 

processing gaps are identified, these are shared with the division directors and 

managers that assist the ISCs in their mail flows. Other initiatives to improve the 

international mail flows include seeking to achieve measured targets for Tour Turnover 

between tours for all operational categories during shift changeover, enhance Measured 

Machine utilization performance compared to machine/operational capabilities, use 

visual service/operational failure analysis (Grid Analysis), and review measured ISC 

Run Plan Generator (RPG) machine run plan performance against plan. 

Contrary to a suggestion that the Postal Service’s detailed plans for improving 

service performance are limited to international mail,32 the Postal Service has 

recognized, and has acted to improve, other flows in need of attention. Notably, though 

exhibiting some modest improvement over past results, Bound Printed Matter (BPM) 

Flats has still lagged behind the performance of other Market Dominant products, many 

of which achieved performance close to their targets even when they were missed.33 

However, a new organizational structure includes a dedicated letter and flat planning 

and implementation group that focuses on stabilizing all letter and flat shape-based 

products.34 These efforts have been centered on moving towards creating specific, 

achievable site-by-site operating plans. This will allow each facility to become precise, 

 
32 NAPM Comments at 8. 
33 USPS-FY20-29 (Annual Report on Service Performance for Market Dominant Products, at 22-23). 
34 Docket No. ACR 2020, Responses of the United States Postal Service to Questions 1 – 21 of 
Commission Information Request No. 1, Jan. 15, 2021, at Q11 (USPS Response to CIR No. 1). 
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efficient, and predictable, thus better meeting the needs of both the network and 

delivery operations. 

Moreover, in FY 2021, the Postal Service plans to continue focusing on the 

improvement of BPM Flats with efforts that include using the Cycle Time Diagnostics 

tool to reduce the time between the actual entry time of mailing to first automation scan, 

thereby reducing the cycle time for machine compatible pieces. Reducing the cycle time 

should help improve service performance. The Postal Service will also optimize flat 

sorting operations, thus stabilizing consistency and improving productivity. This may be 

achieved through initiatives seeking to right-size flat sorting machine sets, refine 

staffing, establish capable operating plans, appropriately extend or modify machines, 

minimize unnecessary handling, and fully leverage visibility tools. 

The Postal Service and the Public Representative alike recognize that the 

effectiveness of its realigned operating units will be critical in helping to improve service 

performance broadly.35 The Postal Service has created two new operating units, 

Logistics and Processing Operations, which consists of the Eastern and Western 

regions, with 12 divisions within each, and Retail and Delivery Operations, which 

consists of the Atlantic, Central, Southern, and Western-Pacific Areas. The legacy 

structure had planning and execution functions decentralized across 7 areas and 67 

districts. Reorganizing into two regions and 12 divisions allows for increased direct-to-

the-plant-manager efficacy and consistency of message and direction. Having a 

structure for logistics and processing separate from retail and delivery also allows 

leadership to focus on a single core function to improve strategic planning and 

 
35 PR Comments at 40; USPS Response to CIR No. 1, at Q10, 12. 
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execution, which in turn should help lead to improved service performance across 

products. 

Through these efforts and others, the Postal Service will continue to develop and 

implement solutions to improve service performance. As noted above, this will be a 

significant focus of the Postal Service’s upcoming strategic plan. Just as the Postal 

Service during the past year delivered unprecedented volumes in certain mail streams, 

including packages and election mail, so, too, will it continue to find ways to serve the 

country’s needs during and after the pandemic. 

B.  Service Performance Targets 
 

NAPM contends that it “does not understand the USPS’ inability to establish 

service performance targets for FY2021” and further states that “the fact that the USPS 

may not reach those targets has never prevented the USPS from establishing 

performance targets in the past.”36 NAPM then speculates that “a lack of FY2021 

service performance targets sends the message that the USPS anticipates and accepts 

lower service performance and/or lacks a recovery plan to return performance to 

acceptable levels.”37 The Postal Service addressed its deferral of service performance 

targets in its responses to Chairman’s Information Request Number 2.38 NAPM’s 

concerns are misplaced. 

As an initial matter, the notion that the Postal Service’s decision to defer setting 

performance targets means that it “lacks a recovery plan to return performance to 

 
36 NAPM Comments at 9.  
37 Id. 
38 Docket No. ACR2020, Responses of The United States Postal Service to Questions 1-7 of Chairman’s 
Information Request No. 2, Jan. 21, 2021. 
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acceptable levels” is false. The Postal Service is both keenly aware of the need to 

address service performance and is focused on doing so. This includes both taking 

steps in the short term to stabilize operations and, as noted above, developing a 

comprehensive strategic plan to address all aspects of operational performance. The 

decision to defer setting the targets was instead an attempt to set meaningful targets 

based on actual operating conditions rather than to set targets that lacked any 

connection to operational realities and would thus be fundamentally meaningless.  

Consideration of operating conditions is made more difficult by the fact that the 

extent to which the current extraordinary conditions resulting from COVID-19 will persist 

throughout FY2021, and the impact they will have, are subject to conjecture. Again, in 

FY 2020, fluctuating employee availability hampered the Postal Service’s ability to meet 

targets for its performance indicators. The COVID-19 pandemic has tended to surge 

unpredictably in different geographical areas. These surges have sidelined large groups 

of employees in specific units and facilities, since positive COVID-19 test results often 

ramify throughout a unit or facility’s employee network. By way of illustration, assume 

that a tow motor operator tests positive. It may prove necessary to quarantine several 

more tow motor operators, all of whom have been in close contact with the first 

operator. That operator may have also come into contact with mail processors, truck 

drivers, and management, forcing yet more quarantines. It is impossible to predict 

where these impacts will occur, how pervasive they will be, or for how long their after-

effects will linger.  

The same is true of air and surface transportation capacity, which has a direct 

bearing on the ability to move mail. COVID-19 caused the number of flights to decline 
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significantly, and this in turn constricted the amount of air space available for the 

transportation of mail, forcing the Postal Service to divert mail to ground transportation. 

At the same time, package volume surged across the industry, and tractor-trailer 

operators found themselves in high demand; trucking firms thus faced employee 

shortages that, due in large part to the pandemic, they could not hire enough 

replacements to fill. As a result, the Postal Service could not contract and staff the 

ground transportation necessary to move packages and mail. That these circumstances 

would affect on-time service performance was, of course, predictable, but the full extent 

of the effects, and the geographical zones where they would fall most heavily on any 

given day, could not be reliably forecast.  

The Postal Service, in short, found itself beset by unknowns, and that is what 

guided its decision to defer establishing service performance targets.  

In any event, NAPM appears to misconstrue the Postal Service’s position on 

service performance targets and to imply that no plans currently exist to set them. As 

the Postal Service explains in its answer to Chairman’s Information Request Number 2, 

it intends to finalize High-Quality Service indicators in the second quarter of FY 2021. 

More specifically, the Postal Service aims to set achievable targets that reflect the 

conditions under which it is currently operating, particularly given the ongoing pandemic. 

The Postal Service will therefore employ criteria that aid in this determination, which 

may include past service performance results under various operating conditions, as 

well as consideration of how long the current operating conditions resulting from the 

COVID-19 pandemic are likely to last, though no final decisions have yet been made.  
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C. The Market Dominant Composite Score 

NAPM references the Postal Service’s FY2021 Performance Plan, which states, 

“The Market Dominant Composite is a new FY 2021 High-Quality Service indicator. This 

composite includes all First-Class Mail, Marketing Mail, Periodicals, Flats, Bound 

Printed Matter Parcels, Marketing Mail Parcels and Library/Media Mail.”39 NAPM 

strongly opposes any hypothetical plan “to report . . . service performance for all Market 

dominant mail as one composite measure.”40 It does so because, in its view, the 

aggregation of service performance results will tend to obfuscate “the actual 

experience” of particular mail classes.41 

The Postal Service will, in fact, continue to report the disaggregated high-quality 

performance indicators found in its FY 2020 Annual Report to Congress: Single-Piece 

First-Class, Presort First-Class, First-Class Mail Letter and Flat Composite, and 

Marketing Mail and Periodicals Composite.42 The Postal Service will also continue to 

report detailed results in its quarterly and annual reports to the Commission.43 Previous 

experiments with composite scores have revealed them to confer an array of benefits: 

they enable the Postal Service to concentrate its focus, streamline reporting, and avoid 

overemphasizing some indicators at the expense of others. The Postal Service simply 

seeks to capitalize on these benefits, even as it continues to monitor the performance of 

individual mail classes.  

 
39 Docket No. ACR2020, Library Reference USPS-FY20-17 (2020 Annual Report and Comprehensive 
Statement of Postal Operations), Dec. 29, 2020, at 17. 
40 NAPM Comments at 8.  
41 Id. 
42 Fiscal Year 2020 Annual Report to Congress (December 11, 2020), at 33.  
43 39 CFR § 3055.1, Annual reporting of service performance achievements; 39 C.F.R. § 3055.30, 

Periodic reporting of service performance achievements.  
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D. Customer Satisfaction 
 

The Postal Service continues to emphasize the need to listen to its customers 

and provide them with the highest levels of service and satisfaction across all classes of 

mail. Accordingly, it carefully reviews the results of each of its customer surveys and is 

considering the customer-satisfaction-related comments made by outside parties in 

this docket. The Public Representative commends the Postal Service for taking 

numerous steps toward improvement and for achieving an increase in customer 

satisfaction scores despite the challenges posed by the pandemic.44 The Public 

Representative notes that six out of the seven customer satisfaction surveys either met 

their corresponding FY 2021 target scores or were within about five points of reaching 

their target scores.45 The Postal Service agrees with this evaluation and looks forward 

to improved scores for all of its satisfaction surveys in FY 2020.  

For the surveys related to the delivery of Market Dominant products, the Public 

Representative agrees that the additional survey questions implemented by the Postal 

Service in FY 2020 will help it improve customer service in the future. The Public 

Representative, however, maintains that the Postal Service should have retained the 

pervious questions about Marketing Mail and Periodicals in residential customer survey 

because these questions pertain to the mail recipient’s satisfaction, and including them 

in the survey would have allowed for a meaningful comparison of customer satisfaction 

across years for Market Dominant products.46  

 
44 PR Comments at 55. 
45 Id. at 53-55. 
46 Id. at 56-57. 
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The Delivery Survey for Market Dominant products, however, measures sender 

satisfaction, not recipient satisfaction. Marketing Mail and Periodicals are only available 

to the Postal Service’s business customers, not its residential customers. The Postal 

Service now does not ask residential customers to provide their satisfaction about 

products they cannot send. Since the Postal Service made this change in FY 2020, 

product satisfaction scores for Marketing Mail and Periodicals cannot be compared to 

Delivery Surveys scores from prior years.  

E.  Customer Access 

The Public Representative observes that the Postal Service underwent an 

increase in wait-in-line times. The PR identifies COVID-19 as the likely cause of that 

increase but observes that the Postal Service’s FY 2020 ACR did not propose any plans 

to reverse the trend.47 The Postal Service acknowledges that that during the pandemic, 

retail lobbies have experienced increased wait-in-line times. The main drivers for this 

are social distancing, increased volumes, and employee availability. To mitigate the 

increased wait-in-line times during the pandemic, the Postal Service will continue to 

leverage employees from alternate locations to meet employee availability concerns, fill 

hiring vacancies, and use technology (e.g. self-service kiosks) and alternate access 

channels.  

The Public Representative also observes that the Postal Service should resume 

its review of suspended offices, but only after new criteria are established in light of the 

pandemic.48 As a result of the pandemic, the Postal Service paused the suspension 

process in FY 2020 and intends to reevaluate the status of each remaining suspended 

 
47 PR Comments at 52. 
48 PR Comments at 48. 
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Post Office sometime in 2021 to determine the proper course of action for each of them. 

Although pausing the suspension process was not accompanied by the opening of 

already-suspended post offices, the Postal Service has continued to show its dedication 

and commitment to sustaining retail access and has proactively responded to the 

effects of the pandemic on customer access. The Postal Service has established 

temporary delivery points and alternate delivery locations, hired postal support 

employees and temporary carrier assistants to replace absent city and rural letter 

carriers, extended carriers’ street times, redirected mail to temporary receptacles for 

some businesses and nursing homes, and adjusted clerk start times. The Postal 

Service will continue to assess and address the evolving and continuing effects of the 

pandemic on customer access and will address them accordingly, while maintaining its 

commitment to providing prompt, reliable, and efficient service. 

 IV. Other Issues  

Finally, the Postal Service notes, as it has in previous years, that some 

comments fall outside of the relatively narrow purpose and scope of this proceeding. 

The Commission must make an annual determination whether mailing rates comply with 

applicable law and whether the Postal Service met the service standards in effect this 

year.49 In the event the Commission finds non-compliance, it may take appropriate 

corrective action.50 Though the Postal Service has chosen to respond to some of these 

comments, where commenters seek to expand the docket beyond compliance for rates 

and service standards, the Commission should either disregard their comments or defer 

them to other, more suitable proceedings. 

 
49 39 U.S.C § 3653(b)(1)-(2). 
50 39 U.S.C §§ 3653(c), 3662(c). 
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V.  Conclusion 
 

The Postal Service appreciates the opportunity to comment on the issues raised 

by the parties in their initial comments. 
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