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Pursuant to sections 25 and 26 of the Rules of Practice of the Postal Rate Commission, Mail Advertising Service Association International (“MASA”) hereby submits interrogatories to United States Postal Service witness Joseph L. Poellnitz.  For purposes of these interrogatories, “MOL” refers to the MOL Service that is the subject of these proceedings.

MASA/USPS-T2-1.  Explain in what respect the costs in your testimony are conservatively high, as indicated in your testimony at page 4 note 6, and why you did not explicitly provide for contractor profit.

MASA/USPS-T2-1.  With respect to your testimony at pages 7-8 and note 11 concerning printing costs:

a. Confirm that, if a print site has insufficient printing capacity to meet the demand created by Mailing Online, it cannot satisfy the excess demand by using a printer from another print site.

b. Confirm that, if each of several print sites has demand that exceeds the capacity of their existing printers, each of the sites will have to acquire an additional printer.

c. Explain why you deviated from the methodology used by witness Seckar in determining the number of printers required each year for MOL.

d. Confirm that rounding up to the next full printer at the network level -- the methodology that you used – is less conservative than rounding the number of printers to the next highest integer at the site level – the methodology used by witness Seckar.

MASA/USPS-T2-3.  With respect to your testimony at pages 9-10 and note 18 concerning inserter costs:

a.
Confirm that, if a print site has insufficient inserting capacity to meet the demand created by Mailing Online, it cannot satisfy the excess demand by using an inserter from another print site.

b.
Confirm that, if each of several print sites has demand that exceeds the capacity of their existing inserters, each of the sites will have to acquire an additional inserter.

c.
Explain why you deviated from the methodology used by witness Seckar in determining the number of inserters required each year for MOL.

d.
Confirm that rounding up to the next full integer at the network level -- the methodology that you used – is less conservative than rounding the number of inserters to the next highest integer at the site level – the methodology used by witness Seckar.

MASA/USPS-T2-4.  Confirm that all volume projections used in developing your cost estimates were derived from the study that was the subject of witness Beth Rothschild’s testimony in MC98-1.

MASA/USPS-T2-5.  Confirm that volume projections affected your estimates of costs associated with impressions, inserters, transportation, paper, envelopes and volume variable information technology.  Did volume projections affect any other cost estimates?

MASA/USPS-T2-6.  State whether you adjusted the volume projections in the study that was the subject of witness Rothschild’s testimony in MC98-1 to account for each of the following:

a. The effect on volume of the anticipated availability during the experiment of additional features and capabilities, such as full color printing, first class single piece mailings where the address is different for each piece, nonprofit standard mail (A), priority mail, express mail and international rates;

b. The effect on volume of the availability of some of the capabilities of MOL earlier during the experiment as a result of the delay in its implementation;

c. Increasing public familiarity with and use of the internet since the date of the study, or since the termination of MC98-1; 

d. The effect on volume of the proposed increase of the duration of the experiment to three years; or

e. The volume achieved during the market test.

With respect to each item, if you adjusted the volume projections to account for the item explain how you did so, and if you did not adjust the volume projections explain why not.

MASA/USPS-T2-7.  Describe the advertising plan contemplated as part of MOL II.  Include in your description the advertising media that will be used and the time period and geographical areas in which the advertising will run during the duration of the experiment.

MASA/USPS-T2-8.  Identify any marketing study conducted to determine the extent of the advertising necessary to reach the volumes predicted in your testimony and the testimony of witness Plunkett filed in support of the Request.  If a marketing study has not been performed in connection with the volume estimates, describe any other marketing study that has been performed.  Include in your answer a summary of the results of the study.

MASA/USPS-T2-9.  Does the Postal Service intend to engage in advertising that would not be specific to MOL, but which it believes will serve to increase MOL usage?

MASA/USPS-T2-10.  Does the Postal Service intend to engage in any Internet product advertising that is not MOL specific?  If so, please describe the advertising.
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CERTIFICATE OF SERVICE


The undersigned hereby certifies that the foregoing Mail Advertising Service Association International’s Interrogatories to United States Postal Service Witness Joseph L. Poellnitz was served upon all participants of record in this proceeding in accordance with Section 12 of the Rules of Practice this 16th day of December, 1999.
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