
BEFORE THE 
POSTAL RATE COMMISSION f(Ect\‘i”‘, . . 

WASHINGTON, D.C. 20268-0001 
ius 25 12 21 phi “IN 

%3?,1:,i. 

Postal Rate and Fee Changes, 2000 
Docket No, g~o&jL’t ,. ! ,F’ I 

NEWSPAPER ASSOCIATION OF AMERICA 
INSTITUTIONAL RESPONSE TO INTERROGATORY OF 

UNITED STATES POSTAL SERVICE (USPS-NAA-I-2) 
August 25,200O 

The Newspaper Association of America hereby provides the attached 

institutional responses to the interrogatories of the United States Postal Service 

(USPSINAA-1 and 2) filed on August 11,200O. 

Respectfully submitted, 

NEWSPAPER ASSOCIATION OF AMERICA 

By: 
Robert J. Brinkmann 
NEWSPAPER ASSOCIATION OF AMERICA 
529 14th Street, N.W. 
Suite 440 
Washington, D.C. 
(202) 638-4792 

William B. .Baker 
WILEY, REIN & FIELDING 
1776 K Street, N.W. 
Washington, DC 20006-2304 
(202) 719-7255 

CERTIFICATE OF SERVICE 

I hereby certify that I have this date served the instant document on all 
participants of record in this proceeding in accordance with section 12 of the Rules of 
Practice. 

August 25,200O 

f&g& ,e- ,&& 

William B. Baker 



USPSINAA-1. Please refer to the supplemental response of the 
Newspaper Association of America to VP-CWINAA-Tl-l l (c), filed on August 4, 2000. 

(a) Confirm that the attachment to this interrogatory represents the contents 
of the website http://www.naa.org/marketscope/databanWnppvolume.htm. 

(b) If subpart (a) is confirmed, attach a copy of the attachment to this 
interrogatory to the response to this interrogatory. 

(4 If subpart (a) is not confirmed, attach a correct copy of the website page 
(referenced in the supplemental response to VP-CWINAA-Tl-11 (c)) to the 
response to this interrogatory. 

(d) Define the following in the chart: 

(i) Total Retail 
(ii) Total Retail Sunday 
(iii) Total Retail Daily 
(iv) Total National 
(v) Total National Sunday 
(vi) Total National Daily 
(vii) Grand Total 
(viii) Grand Total Sunday 
(ix) Grand Total Daily 
(x) Full Run 
(xi) Partial Run 

RESPONSE 

(a) Confirmed 

(b) Done 

(4 N/A 

(4 The NAA survey did not define these terms. Nor is there any formal 

industry definition. Accordingly, in responding to our survey, each newspaper 

defines these terms as it sees fit, and does not provide the definition that it uses 

to NAA 



Generally speaking, however, retail advertising is advertising from stores 

located in the local market. Generally speaking, national advertising is 

advertising received from national manufacturers. 

With this in mind, the definitions for the Newspaper Preprint Insert Volume 

Table (http://www,naa.org/marketscope/databank/nppvolume.htm) are as 

follows: 

0) 

(ii) 

(iii) 

(iv) 

(4 

Total Retail is the projected number of insert pieces in U.S. daily 

and Sunday newspapers for the calendar year defined as retail by 

the newspapers in the survey sample. 

Total Retail Sunday is the projected number of insert pieces in U.S. 

Sunday newspapers for the calendar year defined as retail by the 

newspapers in the survey sample. 

Total Retail Daily is the projected number of insert pieces in U.S. 

daily newspapers for the calendar year defined as retail by the 

newspapers in the survey sample. 

Total National is the projected number of insert pieces in U.S. daily 

and Sunday newspapers for the calendar year defined as national 

by the newspapers in the survey sample. 

Total National Sunday is the projected number of insert pieces in 

US. Sunday newspapers for the calendar year defined as national 

by the newspapers in the survey sample. 
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(vi) Total National Daily is the projected number of insert pieces in U.S. 

daily newspapers for the calendar year defined as national by the 

newspapers in the survey sample. 

(vii) Grand Total is the projected number of insert pieces in U.S. daily 

and Sunday newspapers for the calendar year which includes 

Retail and National, daily and Sunday. 

(viii) Grand Total Sunday is the projected number of insert pieces in 

U.S. Sunday newspapers for the calendar year which includes 

Retail plus National for Sunday newspapers. 

(ix) Grand Total Daily is the projected number of insert pieces in U.S. 

daily newspapers for the calendar year which includes Retail plus 

National for daily newspapers. 

(4 Full Run is the projected number of insert pieces in U.S. daily and 

Sunday which run in all zones distributed by the newspapers in the 

survey sample. 

(xi) Partial Run is the projected number of insert pieces in U.S. daily 

and Sunday which are distributed only in a subset of all the zones 

by the newspapers in the survey sample. 
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USPSINAA-2. Please refer to the supplemental institutional response to 
VP-CWINAA-Ti-l l (c) filed on August 4,200O. 

a) Who within NAA made the decision to discard data for 1998? Identify by 
name and tile, and provide all of the reasons why the 1998 data were 
discarded. 

b) Provide the1998 data for preprint inserts. 
c) Explain why data for inserts are not available for 1999 and 1998, yet quarterly 

newspaper advertising expenditures for these years have been published. 
d) State whether quarterly newspaper advertising expenditure data is collected 

separately from information about insert volumes. 
e) Confirm that quarterly newspaper advertising expenditures for 1998,1999, 

and 2000 l(p) are available through the NAA’s website at 
http://www.naa.org/marketscopelQuarterlyTotals-new.htm. If not confirmed, 
please provide the correct website address for quarterly newspaper 
advertising expenditures. 

f) Confirm that Attachment 1 to this interrogatory contains an accurate summary 
of the NAA’s information on quarterly newspaper advertising expenditures. If 
not confirmed, state what Attachment 1 contains. 

g) If subpart (f) is confirmed, attach a copy of Attachment 1 to this response. 
h) If subpart (f) is not confirmed, provide the correct copy of quarterly newspaper 

advertising expenditures on the NAA website. 
i) Confirm the authenticity of the NAA press release, which is marked as 

Attachment 2 to this response. 



USPSINAA-2. Please refer to the supplemental institutional response to VP- 
CW/NAA-Tl-1 l(c) filed on August 4,200O. 

(a) Who within NAA made the decision to discard data for 1998? Identify by 
name and title, and provide all of the reasons why the 1998 data were 
discarded. 

(b) Provide the 1998 data for preprint inserts. 

(cl Explain why data for insetis are not available for 1999 and 1998, yet 
quarterly newspaper advertising expenditures for these years have been 
published. 

W State whether quarterly newspaper advertising expenditure data is 
collected separately from information about insert volumes. 

W Confirm that quarterly newspaper advertising expenditures for 1998, 
1999, and 2000 1 (p) are available through the NAA’s website at 
http://www.naa.org/marketscope/Quarterly Totals-new.htm. If not 
confirmed, please provide the correct website address for quarterly 
newspaper advertising expenditures. 

0-I Confirm that Attachment 1 to this interrogatory contains an accurate 
summary of the NAA’s information on quarterly newspaper advertising 
expenditures. If not confirmed, state what Attachment 1 contains. 

(9) If subpart (f) is confirmed, attach a copy of Attachment 1 to this response. 

(h) If subpart (f) is not confirmed, provide the correct copy of quarterly 
newspaper advertising expenditures on the NAA website. 

(0 Confirm the authenticity of the NAA press release, which is marked as 
Attachment 2 to this response. 

RFSPONSE 

(a) The 1998 data were incomplete and therefore unusable for reliable 

projections for the 1998 calendar year. The number of responding 

newspapers were approximately 100 fewer than the level that NAA 

believes is necessary for a reasonable projection. In addition, a number 

of the newspapers that did respond did not answer all of the questions on 
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the survey. These omissions would further have impaired the 

development of a reasonable estimate. Accordingly they were not found 

suitable as a basis for projecting the estimated volumes, although they 

were not physically destroyed. 

Instead of sending an additional mailing, NAA decided that the best 

way to receive improved responses would be to gather data for a 

representative sample of newspapers for the calendar year 1998 during 

the annual effort gather 1999 data. That survey was conducted 

throughout the spring and summer of 2000 and will be available by 

September, 2000. 

This decision was made by James Conaghan, Vice President, 

Market & Business Analysis, N/U. 

(b) Objection filed. 

(4 Insert piece volume data is gathered only annually via a specific survey 

instrument. In contrast, quarterly data on advertising expenditures is 

gathered via a different, quarterly survey in which preprint data is already 

lumped into the appropriate retail and national categories by the survey 

respondents, and is not identified separately by the respondents. 

(d) See (c) above. 

(e) Quarterly newspaper ad expenditure data is available at 

http://www.naa.org/marketscope/QuarterlyTotals-new.htm. 

(9 Confirmed. 



03) 

(h) 

0) 

Done. 

Not applicable 

Confirmed. Note that by far the slowest rate of growth (0.5 percent) 

reported in the press release was for retail advertising, for which 

saturation mailers compete more directly with newspapers. 
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~pj: Preliminary estimates 

Last Update: June 2000 
Source: Market and Business Analysis, NAA 

Email: robemtmnaa.ora 

Return to the MarketScoDe Home Paae 
02000 Newspaper Association of America. All rights raaerved. 
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Ad Spending In Newspapers Up 5.7 
Percent In 1 st Quarter 2000 

Up IS. 7 percent, national advertising has 
largest quarterly percentage 

NEWS RELEASE 

Debra Gersh Hemandez 
Director of Public Relations (703) 902-1737 
E-mail: m 

Vimna, Va. -Newspaper advertising 
expenditures for the first quarter of 2000 
totaled $10.8 billion, an increase of 5.7 percent 
over the same period last year, according to the 
Newspaper Association of America. 

National advertising continued to surge in the 
tkst quarter, with a gain of 18.7 percent, 
reaching S1.8 billion, its largest quarterly 
percentage gain since 1983. Firstquarter 
numbers ahow retail up 0.5 percent to S4.6 
billion and classified up 6.7 percent to S4.4 
billion &see attached table). 

“The continuing and phenomenal growth in 
national advertising this year is a strong 
testimonial to advertisers’ faith in the selling 
power and brand-building of newspapers,” said 
NAA Resident and CEO John F. Stmm. 
“Newspapers are working hard to become 
easier to do business with, and our progress is 
evidenced in these numbers.” 

Within the classified category in the tirst 
quarter. automotive was $1.1 billion, up 7.6 
percent over the same time period last year 
real-estate advertising dipped 4 percent to $667 
million; recruitment grew 11.7 percent to $2 
billion; and ah other classified ads gained 1.7 
percent to S556 million. 

“The jump in recruitment advertising growth 
tbis quarter is another demonstration of tbis 
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industry’s strength,” said NAA Vice 
President/Market and Business Analysis Jim 
Conaghan. “Despite speculation about the 
impact of the Internet in this volatile category, 
the printed newspaper continues to be the 
central marketplace for recruitment 
advettisers.” 

NAA is a nonprofit organization representing 
the SS7-billion newspaper industry and more 
than 2,000 newspapers in the U.S. and Canada. 
Most NAA members are daily newspapers, 
accounting for 87 percent of the U.S. daily 
circulation. Headquartered in Tysons Comer 
(Vienna, Va.), the Association focuses on six 
key strategic priorities that affect the 
newspaper industry collectively: marketing, 
public policy, diversity, industry development, 
newspaper operations and readership (added 
February 1999). Information about NAA and 
the industry may also be found at the 
Association’s World Wide Web site on the 
Internet @ww.naa.org). 
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