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Summary ot the Contents of OCA-LR-J-2

The Ottice of the Consumer Advocate (OCA)Y determined that there could be benefit in
finding sources of quantitative information on consumer satisfaction with postal services that
would be alternative to those available solely from the Postal Service, generally obtained through
discovery. (Sce. c.g.. Postal Service Library References J-162 and 1-197). OCA believed that a
possible alternative source would be marketing classes at universities throughout the United
States. Many of these classes train students in the crafting of survey instruments and the proper
administration ol such instruments. Typically. these classes are taught by marketing professors
who are experts in their fields and who would guide and oversee the students” work. OCA
viewed this a win/win endeavor — the students would benetit from having to develop a survey
that measured satistaction with common. widely used products and services (postal) and actually
have those results utilized in a regulatory proceeding (Docket No. R2000-1), and OCA would
have information generated from a large nomber of consumers of postal services.

OCA was fortunate that professors at the University of Southern California shared OCA’s
view that this project could be beneficial in the instruction of marketing students enrolled in the
university, OCA contacted Morley Winograd, Director of the Center of Telecommunications
Management at the Marshall School of Business, who, in tum, put OCA in touch with Professor
Omar El Sawy, Director of Research at the Center. On Friday, September 28, 2001, OCA faxed
a list of possible survey questions ta Professor El Sawy. OCA held a telephone conference with
Professor El Sawy on October 1, 2001.

Soon after, during the week of October 9, Professor El Sawy enlisted Professor Francis

Pereira to work on this project with two of the honors sections of a course called “Business

Decistons Under Uncertainty (BDUU).”  Seventy students were enrolled in the two classes



Professor Pereira divided them into 13 groups. many of which had 3 — 4 students cach. Under
the supervision of Professor Pereira. the students developed a set of common, core questions, and
they were permitted (o add a question or two of their own design. By mid-November, the 13
groups of students had administered the survey. compiled the results, and written reports of the
results. Several groups prepared power pomnt presentations on their results. The students
presented the results to Professor Pereira, in class, on November 19, 2001. A member of the
OCA statf attended the presentations.

Dunng the week of November 26, 2001, all the groups’ reports and power point
presentations were e-matled to OCA. These written reports and power point presentations are
contained in Part 111 of the instant Library Reterence.

Jennette Allen and Stephanie Cheng, two of the students in the class. volunteered to
aggregate the results of all groups and present them as a master report. This was provided to
OCA on January 15, 2002, and is set forth as Part | of the instant Library Reference. At the
present time. OCA plans to have Ms. Allen and Ms. Cheng make an oral presentation to the

Commussion in May of this year on the findings of the two BDUU classces.
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PART I. Report of Jennette Allen and Sicphanie Cheng Aggregating All Business Decisioins
Under Uncertainty Resudts

PART I. WRITTEN REPORT AGGREGATING
THE 460 SURVEY REPONSES COLLECTED

BUSINESS DECISIONS UNDER UNCERTAINTY
CLASS AT THE

UNIVERSITY OF SOUTHERN CALIFORNIA

PREPARED BY:

JENNETTE ALLEN
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DIRECT REPORT
UF
JENNETTE ALLEN AND STEPHANIE CHENG

I, Statemient of Qualifications

Our names are Jennctie Allen and Stephanie Cheng. We are both second year students i
the Marshall Honors Program at the University of Southern California. Jennette Allen s
pursuing a bachelor of science in accounting at the Leventhal School of Accounting: Stephanie
Cheng is pursuing a bachelor ol seicncee 1n business at the Marshaltl School of Business.  During
the Fall 2001 semester. we were enrelled i one of two honors sections of a statistics course
titled “Business Decision Under Uncertainty™ taught by Protessor Francis Pereira. In addition to
pursuing academic endeavors. we are both student Icaders on the USC campus. Jennette Allen is
the Assistant Director of Community Affairs for the USC Student Senate as well as the president
of Trojans for Integrity. and Stephanie Cheng is a resident advisor for the new Parkside
International Residential College as well as a member of the exccutive committees for the
Emerging Leaders Program and the LeaderShape Institute,

II. Purpose and Scope of Report

‘The purpose of this report is to describe the key findings of a survey distributed by eleven
groups of students enrolled in BUAD 309 (Business Decisions Under Uncertainty) as well as the
more detailed findings {from our specific group’s data. The class survey (see Appendix 1)
focused on consumers’ perceptions of the United States Postal Services (USPS) and the proposed
8.8% postage rate increase. In general. we found that consumers are satisfied with the primary
services offered by the USPS. However. consumers indicated that some of their needs are not

being met, such as their need for more postal clerks at the United States Post Offices. Moreover,



consumers’ inability to rate many USPS services and clearly determine that the level of service
has improved over the past five years suggests that consumers are not well informed about the
activities and efforts of the USPS. In our opinion, the USPS should consider increasing its
consumer focus by researching consumer postal needs, making necessary changes, and
promoting its existing services and noteworthy improvements.

HI. Class USPS Survey Results

(1) Sample Demographics. Jennette Allen and Stephanie Cheng compiled the 460 survey
responses collected by Marshall Honors Program students. Due to collection and data entry
errors, we had the following number of respondents and percentages in the following
demographic categories:

Gender (460 Respondents)

Males 48.90%
Females 51.10%
Age Group (420 Respondents)
Under 20 17.60%
20-34 24.70%
35-50 24.00%
50-64 18.00%
Over 65 15.40%

Annual Household Income (456 Respondents)
Under $15,000 14.60%
$15,000 to under $25,000 9.60%
$25,000 to under $50,000 22.30%

Over $50,000 53.20%
Ethnicity (460 Respondents)
African-American 5.20%
Asian-Pacific Islander 18.90%
Caucasian 58.20%
Hispanic 11.50%
Other 6.00%

(1) Statistical Analysis. In general, the data indicated that respondents are satisfied with

the level of service at the United States Postal Services (see Appendix II). However, we would



like to highlight two areas of concern: the lack of consumer awareness and the proposed postage
rate increase. First, responses suggest that consumers are not aware of and/or do not use several
of the services the USPS provides. As seen in Graph 1, a significant number of consumers are
not able to rate USPS services and selected a rating of not applicable. For example, over 65% of
respondents did not or were unable to rate the postal insurance claims process. The inability of
these respondents to rate these services may indicate that consumers are not aware that these
services exist or are not comfortable with using them. Moreover, this data may suggest that
these services are unnecessary; if this is the case, the USPS should consider not offering them in

order to focus resources on its other primary services (i.e. first class mail).

Graph 1
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Second, regarding the proposed postage rate increase, almost half of the respondents did
not view $0.37 for a one-ounce letter as reasonable (see Graph 2). In this instance, we defined
“not reasonable” as ratings of 1 or 2 and “reasonable” as ratings of 4 or 5. Some of our
classmates argued that these responses are related to the increased email usage in recent years
because consumers have now become accustomed to sending written text for free. In addition,

perhaps respondents viewed $0.37 for a one-ounce letter as not reasonable because they are not



aware of the cause of the rate increase. By communicating more clearly and more
publicly to the consumers (i.e. explaining the causes related to postage rate increases),

the USPS can work to increase consumer acceptance of future rate changes as

“reasonable.”
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V. Individual Group USPS Survey Results

(1) Sample_Demographics. Our individual group consisted of Jennette Allen,

Stephanie Cheng, and Lorig Kalaydjian. Lorig designed many of the graphs shown in
this report. For our individual group survey (see Appendix |}, we collected responses

from 93 individuals, whose demographic information is as follows:

Gender
e Males 44 .09%
e Females 55 91%
Age Group
e Under 20 20.43%
o 20-34 17.20%
e 35-50 18.28%
e 50-64 19.35%
e Over 65 24.73%



Annual Household Income

e Under $15,000 10.75%
e $15,000 to under $25,000 1.08%
e $25,000 to under $50,000 1 1.83%
e Over $50,000 76.34%
Ethnicity

e African-American 6.45%

e Asian-Pacific Islander 5.38%
e Caucasian 72.04%
e Hispanic 4.30%
e Other 11.83%

We noted that our analysis would be based on heavily skewed data, since most of our
respondents were Caucasian and individuals with incomes over $50,000.

(2) Statistical Analysis. Based on the responses collected, a significant number

of USPS consumers feel that the USPS’s basic services are good overall. We defined
“good” as ratings of 4 or 5 and “poor” as ratings of 1 or 2 on a scale of 1 to 5 with 1
being poor and 5 being excellent. For example, we can see in Graph 3 that around
79.6% of respondents gave the USPS a rating of “good” for first class mail services, and
approximately 76.3% of respondents gave the USPS a rating of “good” concerning their
ease of buying stamps. Of the 46 individuals who rated timeliness of postal delivery as
“good,” almost 85% also rated first class mail as “good.” Regarding responsiveness to
consumer complaints, 17 respondents rated it as “poor” and another 17 respondents

rated it as “good.”
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Graph 3
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However, we can see in Graph 4 that a noticeable number of consumers are not able to rate
services at the USPS and selected a rating of not applicable. For example, over 75% of
respondents did not or were unable to rate the postal insurance claims process.

Graph 4
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In addition, although the USPS received supportive survey responses regarding the level of

certified mail, priority mail, express mail, and delivery confirmation services, around 30% of
respondents marked “not applicable™ to rate cach of these four aforementioned service
categories. Possibly, consumers are not aware that these services exist, and in this case, the




USPS should attempt to advertise them more. On the other hand, these not applicable
responses could indicate that consumers use these services infrequently, and therefore
the USPS should consider not offering them.

Despite high ratings on specific services, when asked if the level of service at the
USPS overall had improved compared to five years ago, responses (see Graph 5)
appeared mixed with approximately 31% feeling that the level of service at the USPS
had improved (rating of 4 or 5), approximately 29% disagreeing that it had improved
(rating of 1 or 2), and approximately 30% expressing a neutral opinion (rating of 3).' Of
the 29 individuals who agreed that the level of service at the USPS had improved, 15 or
a little over half felt that $0.37 for a one ounce letter was reasonable (rating of 4 or 5)
while 9 felt that it was not reasonable (rating of 1 or 2).

Graph 5
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Additionally, as seen in Graph 8, over half of the respondents felt neutrally (rating
of 3) about the statement that the overall level of USPS today is excellent. Of the 14
people (approximately half male and half female) who disagreed that the USPS today is
excellent (rating of 1 or 2), 78.6% felt the level of service compared to five years ago

had not improved (rating of 1 or 2), 92.9% did not visit the U.S. Post Office frequently
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(responded that they visit never, once a month, several times a year, or once a year),

and 92.9% felt that there were fewer than adequate clerks available.

Grlr'aph 6
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The data also indicates some approaches the USPS can take to improve its
overall rating in the consumers’ mind. First, the data suggests that most respondents
strongly agreed (rating of 4 or 5) that there were not an adequate number of clerks
available at the U.S. Post Office. Of the twenty individuals who responded that they go
to the U.S. Post Office very often {responded that they visit daily, once a week, several
times a week), 75% indicated that the humber of postal clerks available is fewer than
adequate. Of the remaining 73 respondents who do not go to the U.S. Post Office often
(responded that they visit never, once a month, several times a year, or once a year),
approximately 67% felt that the number of postal clerks available is fewer than

adequate.

' In this case, we used a scale of 1 to 5 to rate whether the respondent strongly disagreed (rating of 1) or
strongly agreed (rating of 5) with the statements shown on our attached survey.
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Sccond, responsces indicate that the percentages of individuals willing to purchase stamps

over the Internet (rating of 4 or 5) share an inverse relationship with age. As seen in Graph 9, the

frequency of individuals willing to use the Internet stamp purchasing option starts at a high of

around 63% for the under twenty respondents (which includes a fairly equal number of males

and femalcs) and dwindles to approximately 21.7% for the over sixty-five respondents (which

includes four times as many males as females). Moreover, the sixty-five and older respondents

appear adamantly opposed to using the Internet, as evidenced by the tact that 74% of them felt



strongly aganst purchasing stamps in this manner. Based on these findings, 1t appears that 1f the
USPS decides to allow consumers to purchase stamps over the Internet, it should probably
market this new option to the under twenty demographic. Morcover, all of the under twenty
individuals who responded positively to Intemet buying visit the ULS, Post Oftice refatively
infrequently (responded that they visit never, once a month, several times a year, or once a year).
Therctore, it the USPS targets this population segment with this Internet service, the
organization can potentially build a better business relationship with these consumers and
thereby mcrease 1ts profits over time.

Graph 9

Would Purchase Stamps Over Internet

70

650

50 |

40
30 : -- |
20

Percentage

Under 20 20-34 35-49 50-64 Over 65 1
Age Group

Third. when asked if they would be willing to purchase postal products in excess ot five
dollars from a vending machine, almost half of the respondents agreed that they would most
likely use it (rating of 4 or 5). Of these 44 respondents who said that they would use this
purchasing feature, approximately 84% do not visit the U.S. Post Office frequently (responded
that they visit daily, once a week, or several times a week). Interestingly, exactly twenty-two

males and twenty-two females made these tavorable responses for a total of forty-four supportive
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respondents of which almost 80% had incomes of over $50,000.” We cannot conclude,
however, that an individual with an annual income of more than $50,000 is more likely to
purchase postal products using a credit card than an individual with an annual income of less
than $50,000.

Lastly, regarding the postal rate increase, we attempted to obtain unbiased responses
via separating and strategically organizing a series of three questions. Respondents were
asked to rate the following three statements from strongly agree (rating of 5) to strongly
disagree (rating of 1): (1) | view 3$0.37 for a one ounce letter as reasonable; (2} A $0.03 increase
in the First Class Mail rate would decrease my Postal Services usage; (3) After the last First
Class Mail rate increase, my postal service usage did not change. By not first asking the
respondents to recall past behavior resulting from previous postal rate increases, they would be
more likely to rate the first two statements honestly without being influenced by any feelings
concerning their past actions. This technigue allowed us to capture some insightful data:

Graph 10
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2 Please note that this result may be extremely biased because 67 of the 93 respondents in this non-
random sampie had annual household incomes of over $50,000.
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Second. there is hitle evidence to suggest whether consumers as a whole feel that the
USPS has satistactorily improved. not improved, or stayed the same compared to five years ago.
This fact, in conjunction with the highly disparate satistfaction rates concerning difterent services,
leads us to recommend that the USPS should make a highly-visible eftort to improve consumer
services at the U.S, Post Office, so that consumers arc aware that the U.S. Post Otfice is a
welcoming. hassle-free place in which to conduct business. In addition. the USPS should also be
aware that individuals who view the overall level of service as not excetlent also tend to not visit
the 1.S. Post Otfice frequently and feel that there are fewer than adequate clerks. Possibly, these
people visit the ULS. Post Oftice during their peak USPS usage scasons. Thus in order to
improve the overall impression of the USPS and encourage repeat business, the U.S. Post Office
may want to provide extra clerks and/or extra comfort services (i.e. complementary food and
additional benches) during busier times of the year to make every consumer’s visit a pleasant
one,

Third. in addition to improving consumer service levels, an etfort should be made to
adjust the number of postal clerks at the U.S. Post Office to meet consumers’ daily needs during
peak hours ot operation. The individuals who do not visit the post office often. we nitially
hypothesized, might go during busier times (i.¢. the holidays) and therefore have a misperception
that there were not enough postal clerks available.  However, our survey results indicate that the
consumers who frequently use the services at the U.S. Post Ottice felt more strongly than
consumers who go much less often that there were fewer than adequate postal clerks available.
For instance, one respondent (see Appendix 1) who visits the U.S. Post Oftice trequently
indicated that postal clerks often leave to take their breaks and are not replaced by another clerk

even when there is a long line of people waiting to be served. Hence, this postal clerk issue
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appears to be bothersome for consumers vear-round as opposed to simply a seasonal problem.
Perhaps the USPS should consider analyzing the various levels of congestion within the post
office on a daily andror yearly basis. This data can then be used to adjust and arrange postal
clerks” work schedutes i order to ensure that there are an adequate number of postal clerks
avattable 10 service consumers every day ot operation,

Fourth. based on the survey responses from our sample, we advise that the USPS ofter
and market the sale of stamps via the internct as well as make postal products available in
vending machines that aceept credit cards. A majority of responses we collected were favorable
to having and using both of these services. However. we would advise that Internet stamp sales
should be marketed toward the younger, probably more [aternct savvy consumers based on the
inverse relationship between age and willingness to use this buying feature. One survey of small
businesses by the HOAA provides turther support for the sale of internet stamps in general: 67%
of respondents sand 1t is very likely that they would purchase stamps over the mternet, while only
5% said they would in all likelihood not do so.' Moreover, 98% indicated that they would most
likely use commercial sottware products that would enable postage printing directly from their
computers. Of these affirmative responses tor the use of such software products, 81% indicated
that they would use the software products to print postage on both envelopes and labels.
Ultimately, both these additional purchasing options might lessen the need for the U.S. Post
Office to hire additional postal clerks since consumers will have alternative methods of
purchasing postal products. In turn, these additional conveniences may also tend to improve
consumers’ overall opinion of consumer service in relation to the U.S. Post Office and U.S.

Postal Services.
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And fitih. in regards to the upcoming postal rate inerease of three cents. we noted that
customers clearly do not want the postage rates to rise. One respondent over the age ol 65 said
(sce Appendix V) that she likes everything about the USPS except the fact that the postage rates
are continually rising. and these recent rate hikes have encouraged her not to mail as many letters
as she has in the past. However, if past customer behavior of our entire non-random sample 1s
indicative of future customer behavior. a three-cent rate inercase will not alter most customers’
usage ol the USPS’ services based on customer-provided historical behavior.  Theretore, if the
Postal Rate Commission 1s hesitant 1o agree o future rate increases for fear of a decrcase in
usage. 1t 18 evident from the data gathered that this 1s not a necessary concern at this time. Yet it
shoutd also be noted that past behavior and survey responses, especially from a non-random
sample, are not always accurate predictors of the future. Therctore, a rate increase must be done

with the utmost care and consideration for the customer.
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Appendix |

Class United States Postal Services Survey

1. How would you rate the following postal services or products?
Not Poor Excellent
Applicable
FirstClassMaib . . ... ... .. . .. . ... ® - & + Y ®
Priority Mail . ... ... ... .. ... .. .. ® - - + ' ®
ExpressMail .. ........ . ... ....... © - #* + Y @ Certified Mail .
..................... ® ~ & + ' @
Delivery Confirmation Service . .. .. ... .. ® — & 4 Y @
2. How would you rate the U.S Postal Services on the following?
Not Poor Excellent
Applicable
Timeliness of Mail Delivery . .. ........ @ ~ # + Y @
Responsiveness to Consumer Complaints @ - w + ' ®
Postal Service Insurance Claim Process . (@ - #* 4 ¥ (]
Ease of Buying Stamps .. ... ... . ® - # + ¥ o
Ease of Mailing Packages . . .. .. . . ® - & + v ®
Ease of Picking Up Packages ... ... . . @ - & + Y ®
3. To what extent would you agree or disagree with the following statements?
Not Strongly Strongly
Applicable Disagree Agree
The level of service at the U.S. Post Office
s improved compared to 5 yearsago .. @ - & + Y @
I view $0.37 for a one-ounce letter as
reasonable ... ... ... R ) - #* + v @
if available, | will be willing to purchase
stamps over the Intermet . .. .. . . @ - * + Y ®
| will be willing to use my credit card to
purchase postal products in excess of $5
from a vending machine .. . ... ... . . .. 0] - & + Y o
Overall, | would rate the level of today's U.S.
Postal Servicesas excellent . . . ... ... .. @ - * 4 ¥ o
4, On average, how often do you visit a U.S. Post Office?
Never
Daily

Once a week

Several times a week

Once a month

Once a year

Several times a year

P~ ~<e Mark Only One Response Per Category:

ORONONONONONG




GENDER

Q
O

Male
Female

AGE GROUP

SRORONOR®,

Under 20 years
20 — 34 years
35— 49 years
50 — 64 years
Over 65 years

ANNUAL HOUSEHOLD INCOME

O
O
O
O

Under $15,000

$15,000 to under $25,000
$25,000 to under $50,000
Over $50,000

ETHNIC GROUP

OCOO0O0

African-American
Asian-Pacific Istander
Caucasian

Hispanic

Other
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Question 1

First Class Mail

Priority Mail

Express Mail

Certified Mail

Delivery Confirmation Service

Question 2

Timeliness of Maif Delfivery
Respensiveness to Consumer Complaints
Postal Service insurance Claim Process
Ease of Buying Stamps

Ease of Mailing Packages

Ease of Picking Up Packages

Question 3

Improved Level of Service

$0.37 as Reasonable

Stamps Over Internet

Credit Card Purchases
rall Rating

Question 4

Never

Daily

Once a Week

Several Times a Week

Once a Month

Once a Year

Several Times a Year
Total

Class Group Survey Responses

27
81
127
120
162

129
308

42

60

41
17

13
91
28
147
28
91
403

Appendix Tl

A~ W

51
18
20
oy
32

24
122
96
76
28

26
22
25
19
28

55
95
31
30
61
84

57
68
60
99
56

4
114 1856
102 177
@1 141
103 123
102 a0
4
156 163
102 60
61 24
90 134
121 127
160 92
4
154 132
88 95
79 89
71 79
182 136

103
75
69
91
73

75
23
18
179
81
50

33
37
95
118
56

Total

460
460
460
460
460

Total

460
460
460
460
418
460

Total

[R]
e

460
419
460
420
460






Appendix It

Individual Group United States Postal Services Survey

1. How would you rate the following postal services or products?

Not Poor Exceflent

Applicable

FirstClassMail . ... ... ... ... ... 0 - & 4+ 1 ®
Priority Mail .. ... . . . ... ® - & + ' @
ExpressMail .. ... ... ... ... .. .. .. ® - -« + ¥ o
Certified Mail . ... ... ... ... .. .. ... .. @® - # +- V o
Delivery Confirmation Service . ... ... . ® - * + V 9o
2. How would you rate the U.S Postal Services on the following?

Not Poor Excellent

Applicable
Timeliness of Mail Delivery . . .. . .. o ® - & + Y o
Responsiveness to Consumer Complaints @ - &« 4 ' o
Postal Service Insurance Claim Process . @ - & + Y @
Ease of Buying Stamps . ... ... .. ... .. ® - - + Y @
Ease of Mailing Packages .. .......... ® - & + ' @
Ease of Picking Up Packages .. . . ® - A + ¥ ®
3. To what extent would you agree or disagree with the following statements?
Not Strongly Strongly
Applicable Disagree Agree
1e level of service at the U 8. Post Office

has improved compared to Syearsago .. @ - #* 4 ¥ o
I view $0.37 for a one-ounce letter as
reasonable .. ... ... ... ... . . @ - ~ + Y ]
If available, | will be willing to purchase
stamps over the Internet .. . ... ... ... @® - e + Y o
i will be willing to use my credit card 1o
purchase postal products in excess of $5
from a vending machine .. ... .. . ... ® - # -+ ¥ @
After the last First Class Mail rate increase,
my postal service usage did not change. .. ® - & 4 Y @
A 30.03 increase in the First Class Maii rate
would decrease my Postal Services usage. @ -~ * + Y @

Overali, | would rate the level of today’s U.S.
Postal Services as excellent . . .. ... .. .. ® - A + i (]



* On average, how often do you visit a U.S. Post Office?
O Never
O Daily
O Once a week
O Several times a week
O Once a month
O Once a year
O Several times a year

5. In general, the nhumber of postal clerks available at the Post Office counteris . ..
O Fewer than Necessary
O Adeqguate
O More than Necessary
O Not Applicable

Please Mark Only One Response Per Category:

GENDER
O Male
O Female

AGE GROUP
O Under 20 years
QO 20— 34 years
O 35-49years
O 50— 64 years
O Over 65 years

STATE and ZIP CODE
State:

Zip Code:

ANNUAL HOUSEHOLD INCOME
O Under $15,000
O $15,000 to under $25,000
O $25,000 to under $50,000
O Over $50,000

ETHNIC GROUP
African-American
Asian-Pacific Islander
Caucasian

Hispanic

Other

ONORONORO)






Question 1

First Class Mail

Pricrity Mail

Express Mail

Certified Mail

Delivery Confirmation Service

Question 2

Timeliness of Mail Delivery
Responsiveness to Consumer Complaints
Postal Service Insurance Claim Process
Ease of Buying Stamps

Ease of Mailing Packages

Ease of Picking Up Packages

Question 3

improved Level of Service

$0.37 as Reasonable

Stamps Over Internet

$0.03 Increase

Credit Card Purchases

P~st Rate Increase / Purchases Decrease
all Rating

Question 4

Never

Daily

Once a Week

Several Times a Week

Once a Month

Once a Year

Seveial Times a Year
Total

Question 5
Fewer than Adeqguate
Adequate
Maore than Adequate
Not Applicable

Total

Appendix 1V

Individual Group Survey Responses

0 1 2 3
1 0 2 16
23 1 5 10
30 1 5 11
20 1 3 13
33 3 4 15
0 1 2 3
3 1 8 35
39 4 13 20
70 3 4 10
0 5 4 13
2 1 12 26
11 5 13 28
0 1 2 3
9 12 15 28
0 37 13 18
6 29 8 10
4 33 16 12
5 28 7 9
2 7 5 13
0 8 & 39
2
4
15
1
41
6
24
93
64
20
3
1
93

44
35
28
26
20

28
12

26
23
24

22
17
17
14
17
19
30

5

30
19
18
30
18

18

45
19
12

23
14
27
47
10

Total

93
93
93
93
93

Total

93
93
93
93
93
93

Total

26

93
93
93
93
23
93
23






Appendix V
Individual Group Respondent Anecdotes

B.A. said that most of the people that he speaks with regarding the U S Postal Services are
satisfied with home delivery but are dissatisfied with the level of service at the U.S. Post Office
primarily because of long waits in line. Most of the people he knows do not use services other than
first class mail. He feels that probably very few consumers know that there is a U.S. Post Office in
Santa Ana that collects mail from a box until 9:00 p.m. and that someone can find a postal clerk in
the back of the U.S. Post Office branch to postmark letters until 11:00 p.m. Also, B.A. suggested
that the U.S. Postal Services stop selling stamps by postage amount and start selling them by
function instead.

D H. and M.Y. complained about the long wait in line at the Leisure World U.S. Post Gifice. M.Y.
said that there are benches for consumers, but there are never enough of them for everyone in line.
M.Y. mentioned that clerks often leave to take their breaks and are not replaced by another clerk
even when there is a long line of people waiting to be served.

G.B. said that he has purchased postal products from a vending machine at the post office using a
credit card and that it worked wel! for him.

R.M. said that his U.S. Post Office branch in Sunset Beach does not deliver mail. He picks up at
and delivers mail to the U.S. Post Office. The Sunset Beach residents have voted more than once
to prohibit the U.5. Post Office from delivering mail.

T.R. said that he picks up and delivers mail to the San Luis Rey U.S. Post Office because mail has
been stolen from curbside mailboxes like the one at his home. He also periodically has a dispute
with the U.S. Post Office over whether his mail shouid be addressed to Oceanside or San Luis Rey.

J.A. said that the parking lot at the U.S. Post Office is too small to meet consumer needs, so she
avoids visiting the U.S. Post Office in Mission Viejo whenever possible. Additionally, she has had
difficufties receiving mail in a timely fashion at her college address. Often letters arrive up to a
month after their initial postage.

F.D. said that he is not trying to mail more letters than necessary. Therefore, if the postage rates
increase, his usage will probably not change significantly.

M.M., who sends her son to the nearest U.S. Post Office in Dana Point because the lines are too

long for her, said that her son often returns with a negative story about his experiences at the post
office.

S.C. said that he was very pleased when he went to the nearest U.S. Post Office in Costa Mesa
and saw that a take-a-number machine had been installed. He was less pleased when after taking
number 74 he saw that number 37 was being served. He then waited for the "normal” 20 minutes.

S.D. was pleased with her local U.S. Post Office in Newport Beach. However, during the holiday
season, she mails packages at Mail Boxes etc. because of the long lines at the U.S. Post Office.

S.P. was pleased with the confirmation service.
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I.L. and M.H. said thal they hated the long lines to mail packages at their local branch of the U.S.
Post Office.

M.A. said that when she was at the U.S. Post Office in Mission Viejo, where a take-a-number
machine is used, the postal clerks read the numbers so fast that she had no chance to tell them it
was her turn. She did not feel comfortable approaching a clerk, so she finaily drew another number
from the machine and waited over forty minutes to complete her business. M.A. also said that she
has never had a problem buying stamps at the supermarket or through the mail.

J.V. had a positive image of the U.S. Post Office and no complaints.

R.S. said that she has not been receiving mail at her home address. Her letters often are delivered
to neighbors’ homes or never arrive. For example, one mail-in rebate has been mailed to her home
twice, and she still has not received either rebate letter or check. She is very upset and dissatisfied
with the mail delivery service.

LA, said that she likes the U.S. Postal Services, but does not like the fact that the price of postage
keeps going up alf the time. Due to the continual rise in postage, she plans not to mail as many
Christmas cards this holiday season as she has in the pasi.

J.B. mentioned that she was afraid to mail a letter because she was concerned about getting
anthrax.

T.Z. and H.E. both mentioned that U.S. Post Offices in their respective hometowns in Michigan and
Massachusetts seem to have better consumer service and shorter lines than those that they have
used in L.os Angeles.

C.W. complained that the lines at the U.S. Post Office that he visits in Anaheim Hills, California, are
always extremely long.

D.B. complained about the service and very long waits at the U.S. Post Office that she uses in Los
Angeles. She did not have any positive comments regarding the location or safety of the particutar
postal branch.

J.V. said that the lines at the post office are too fong and it is not worth her time to wait in line to buy
stamps. She prefers buying her stamps from the supermarket because it is more convenient and
does not cost any more.

M.A said that even though shipping boxes home from college using UPS is more expensive, it is
worth the extra $15 if she does not have to wait in line at the post office.

M.D. said that the bulletproof glass at the post office in South Central Los Angeles makes her feel
uncomfortable and she avoids going to the post office at all times.

S.A. said that the constant rate increases were bothersome because they have been raised so
many times that it is difficult to keep track of the current price. Furthermore, she complained that
due to the rate increases, it has become necessary for her to buy one-cent stamps in order for her
old stamps to not go to waste. This is a hassle and has discouraged her from buying stamps in
bulk for fear of the rates changing.
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PART Il. Sample Postal Service Survey Prepared by Students at USC

SAMPLE POSTAL SERVICE SURVEY
PREPARED BY:
BUSINESS DECISIONS UNDER UNCERTAINTY
CLASS AT THE
UNIVERSITY OF SOUTHERN CALIFORNIA
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UNITED STATES POSTAL SERVICES SURVEY

How would vou rate the following postal services or products?

Not Poor
Faicellent
Applicable

First Class Mail @ - - + i L
Prioeicy Mail oo @ - el + 1 L |
Fapress Mail ..o e e © - * + ! ®
Cerufiecd Mail @ - £ + i @

Delivers Confirmation Semviee ... O - A + 1 ®

2. How would you rate the 1.5 Postal Services on the following?

Not Poor
Excellent
Applicable

Pimehiness of Mail Prelivery . @ - * + ¥ L)
Responsiveness 1o Customer Complaints . ® - 1 + ¥ o
Postal Service Insurance Claim Process . @ - * 4 ¥ @
EFase of Buving Stumps 00 © - £ 4 + ! @
Ease of Mailing Packages 0 - #* + i )
Ease of Picking Up Packages .. ® - * + 1 ®

3. To what extent would you agree or disagree with the following statements?

Not Strongly Strongly
Applicable Disagree Agree
Uhe fevel of service at the ULS. Post OfTiee
has tmproved compared 1o 3 years ago 6 — # + ¥ @
I view $0.37 for a one ounce letter as
reasonable o000 @ - & -+ ¥ @
[ available. Twill be willing to purchuse
stamps over the Internet . e @ - F + ' @

T will be withng to use my credit card o
purchase postal products in excess of 3
from a vending machine ... ... . © - * + i ®

After the last First Class Mail rate increase.
my postal service usage did not change. | © - A + 1 @

A 30.03 merease in the First Class Mail rate
would decrease my Postal Services usage. . @ - £l + i ®

Overall. I would rate the levet of today™s U.S
Postal Services as exceilent . .. ... ... ] - F 3 + ¥ .



UNITED STATES POSTAL SERVICES SURVEY

(Continued)

4. On average. how often do you visit a U.S, Post Office?

Newver

Daily

Once a week

Severad times a week
Once a month

Once a year

Several times a year

ONORORONORGRE]

5. In gencral, the number of postal clerks available at the Post Office counter is . ..

O un Necessary
O Adequale
O Morce than Necessary

O Not Appiicable Please Mark Only One Response Per Category:

GENDER

O Male
O Female

AGL GROUP

Ulnder 20 years
20 34 vears
35 49 yeurs
50 b4 vears
Over 65 vears

OQO0QCOC

STATE and Z11* CODE

Statg:
Zip Code:
ANNUAL HOUSEHOLD INCOME

O Under $15,000

O $15,000 to under $25,000
O $25.000 to under $30.000
O Owver $50,000

ETHNIC GROUP

African-Amcrican
Astan-TPacihic Islander
Caucasian

Hispunic

Other

O00CO






PART IIl. Thirtcen Reports Prepared by Student Groups at USC

PART I1l. THIRTEEN REPORTS PRODUCED BY
INDIVIDUAL GROUPS OF STUDENTS
IN THE BUSINESS DECISIONS UNDER UNCERTAINTY CLASS
AT THE UNIVERSITY OF SOUTHERN CALIFORNIA
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Pretace to the Thirteen Group Reports
Part H1 contains the written reports and power point presentations of the groups of
students in the BDUU class that were transmitted to OCA as ¢-mail attachments during the week
of November 26, 2001, No substantive changes have been made to t};ese documents; only minor
tormatting changes have been made to coordinate a large number of incompatible word

processing programs and other software in 4 master Library Reference file.

Summary Tabulation of Consumer Satisfaction Responses
These tables consist of satistaction results obtained from combining percentage figures
from all of the 13 student surveys. Each percentage figure below indicates the level of customer
satistaction associated with the listed class or service,

General Measures ot Satisfaction

General Measure of Satisfaction Percentage of Respondents Satistied
Overall Satisfaction 39.4%
Timehness A 49.2%
T{csponsivencss 22%
Buying Stamps 59.3%
Mailing Packages 46 %
Picking up a Package 40.2%
Value of a $0.37 cent Stamp 27. 7%




Measures of Satisfaction with Specitic Classes/Services

Class of Mail

Percentage of Respondents Satisfied

Express Mail 53.1%
First Class 02.3%
Priority M} . 60 1%

Special Services

Percentage of Respondents Satisfied

Certified Mail 44.8%
Delivery Confirmation 43.2%
Insurance Claims 20.5%
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Project of Alice Ahn. Linda Lee, Wendy Lu, Joann Pack: Written Report

WRITTEN REPORT OF GROUP ONE
BUSINESS DECISIONS UNDER UNCERTAINTY
CLASS AT THE

UNIVERSITY OF SOUTHERN CALIFORNIA

U.S. POSTAL SURVEY ANALYSIS

PREPARED BY:
ALICE AHN
LINDA LEE
WENDY LU

JOANN PAEK
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U.S. Postal Service Survey Analysis

We conducted a survey of 40 people to study their opinions regarding the U.S. Postal
Service. In addition to rating their satisfaction with specific postal products and services,
respondents also indicated their overall level of satisfaction. Another goal of our survey was to
discover their feelings about the proposed postal rate. Furthermore, we investigated their

willingness to purchase stamps online or even to design and print their own e-stamps.

D elivery Confirmation
Service

Certified Mail

AR ERERE

Express Mail

Priority Mail -
First Class Mal A,HIHHIIHIIIII]HIIIII“FP'
] Pl /1"//’ fl_/‘f
0% 10% 20% 30% 40% 50% 60 %

| Pos umatiimctaw (12] O GoadrEncallen (+5] |

In order to address whether the general population is satisfied with the U.S. Postal service, a
change within the original questionnaire had to be made. By placing that as the first question in
the previous survey, the data becomes skewed because the respondent cannot see the totality of
the service which the post office provides. Asking individual sub-categories of the general

service offered, such as express mail, certified mail, etc... causes the respondent to think of the
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services offered by the post office in totality, which creates a more accurate response about the
general satisfaction of the USPS.

The graph above shows the different types of mailing services that the USPS offers and
the corresponding satisfactory rates along with the unsatisfied rates. We decided that any score
higher than a three meant that they were generally satisfied with that particular service. We
added all of the scores higher than three and put that in a percentage to show how many were
overall satisfied with the postal service. In the same way, we also added up the scores than fell
less than three. By doing this, we found the respondents overall unsatisfactory rates of the
different mailing services. This graph clearly shows that the sample population is generally
satisfied with the delivery confirmation service, certified mail, express mail, priority mail, and
first class mail. It can be inferred that the majority of the sample population did not have much
probiems in these different services. The majority have received mail and have gotten their mail
sent to prospective recipients in that manner of service.

Overall, | would rate the level of Postal Service today as excellent.

35%

30%

25%

20%

15%

10%

5%

0% T T T T

1 2 3 4 5
Strongly Disagree Stron gty Agree
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The corresponding graph would then make a lot of sense. It would be safe to hypothesize
that if all the components of the total general service were generally satisfactory, than the
overall sample satisfaction in service should also be satisfactory. What is interesting is that the
over 55% of the people were generally satisfied with the overall service provided by the USPS.
25% were neutral, while the remaining 20% were unsatisfied with the service. From the
previous graph, the percentage of satisfaction ranged from 40%-60%, while the unsatisfied
ranged from 5%-15%. This would signify that those that are neutral range from 25%-55%.

This shows consistency in data which makes it more reliable.

Opinion of Proposed Postal Rate

Strongly Strongly Agree

Another aim of this survey was to determine people’s opinion about the proposed postal

rate. We asked respondents to rate, on a scale of 1 to 5, with “1” being “strongly agree” and “5”
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being “strongly agree,” the statement “I view $0.37 for a one ounce letter as reasonable.” This
graph shows the responses to the proposed rate increase, from 34¢ to 37¢ over the next 1% years.

Looking at the graph, one can see that 35% of respondents neither disagreed nor agreed
with the statement. 20% of those surveyed strongly disagreed and 12.5% disagreed somewhat;
generally stated, 32.5% disagreed with the statement. On the other hand, 30% agreed with that
the proposed price was reasonable—10% of those feeling strongly about it. 2.5% of respondents
abstained by indicating “0,” or “Not Applicable”; this is not shown on the graph.

We considered possible reasons for 32.5% of the sample disagreeing with the statement.
Though one potential reason is general dissatisfaction with the Postal Service, we felt this
argument to be fairly invalid, because as shown by the other graphs, the respondents were mostly
content with the quality of service they were receiving. We concluded that, although over 60%
of respondents rated the First Class Mail service as “Good” or “Excellent,” they did not feel this
service to is reasonable at the new price of 37¢, even if they are willing to accept a 34¢ price tag.

30% of respondents agreed with the postage increase; they feel that 37¢ is a reasonable
price for a one-ounce first-class letter. In speaking with these respondents, they revealed likely
reasons for the rate increase. They cited inflation and the general rise in prices and costs of
business as grounds for raising postage. Since so much correspondence is now sent via
electronic mail over the internet, the amount of letters sent via postal mail has decreased
dramatically; therefore, it 1s to be expected that the postal service would raise postage in order to
still provide the same quality of service for a lower quantity of mail. Those who agreed with the
statement felt that it is only natural for the postal rate to increase—one respondent told us that

she felt even 37¢ was a bargain!
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However, altogether, the sample was fairly evenly distributed over the three positions:
disagree, agree, and neither. 32.5%, 35%, and 30% are fairly close; when working with a sample
of only 40 observations, 2.5% and 5% are only one person and two people, respectively.
Considering the small size of the sample as well as the almost-even distribution, we cannot draw

any definite conclusion about the population and people’s opinion of the proposed postal rate.

Buying Stamps Online

308

Not 1 2 3 4 h
Applicable Stronply Strongly Agree
Disagree

Another important aspect of this project was to examine the public's response to buying
stamps online. Therefore, one question that we paid special attention to was "To what extent
would you agree or disagree with the following statements: If available, I would be willing to
purchase stamps over the internet.” We recorded all of the responses and created a bar graph to
show what percentage answered not applicable (0), or strongly agree to strongly disagree (1-5).

By studying the graph, you can see that there is an interesting distribution of answers.
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We realized that most of the people were strongly opinionated about this survey
question. About half of them responded with not applicable or strongly disagree and the other
half seemed highly in favor of buying stamps online. Few of the surveyed population answered
neutrally. Thus, according to the graph, approximately half of the population would take
advantage of the availability of stamps online, and the other half would not care of this service.

Our group concluded that a large percentage of the American population still does not
own computers, let alone have access to the internet. Since we, ourselves, are bombarded with
images of the internet, we assume that all Americans are exposed to the same culture and
technology. However, we need to realize that this is not the case. Rather, many Americans do
not own personal computers or have access to the internet. Thus, this survey question would not
be applicable to a large part of the total American population. There may also be people who
own computers but have never experimented with buying items online because they would rather
go to the store and pick it up (the traditional way).

There are many factors that affect the population's response to this survey question. Why
would I rather buy stamps online if my postal office is down the street? How much confidence
do I have in the internet? Is it safe to give out my credit card number online? All these
questions are interrelated and must be considered to answer this question about buying stamps
online.

Even though many people had negative opinions about online stamps, there was still a
large percentage of people who would be willing to try this service. If available, why not? If it
is more convenient for customers to shop online, and if they are already accustomed to it, then
they would most likely take advantage of this new postal service. Thus, the overall distribution

of answers is divided in half on the two extremes of the graph.
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Personalized Stamps via Internet

10%

35%

30%

25%

20%

15%

10%

5%

0%

Mot 1 2 3 4 a
Applicable Stronghy Strongly Agree
Disagree

We added the question: “If available, I would design and print my own stamps from the
Internet.” The possible answers ranged from Strongly Disagree (1) to Strongly Agree (5), and
N/A (0). Our question builds upon the question: “If available, I will be willing to purchase
stamps over the Internet.”

It is evident from the bar graphs that the number of postal service customers who are
willing to design and print their own stamps filters from the number of customers who are
willing to buy stamps off the Internet. This is shown through the similar trends of the two
graphs: Both show most people to “Strongly Disagree” with the Postal Services integration onto
the Internet. The number of people not willing to buy stamps online (N/A and Strongly
Disagree) is slightly larger than the number for those willing to buy the stamps online (Agree and

Strongly Agree). Similarly, the number of people not willing to design and print their own
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stamps (N/A and Strongly Disagree) is larger than the number for those who are willing to
design and print their own stamps (Agree and Strongly Agree).

The most important difference to observe between buying stamps online and
personalizing stamps online, however, is the downward shift from 5°s to 0’s. Buying stamps
online received 42% for N/A, Strongly Disagree and 40% for Agree, Strongly Agree (which
shows the two extremes to be almost equal in support). On the other hand, creating personalized
stamps and printing them received 55% for N/A, Strongly Disagree and 24% for Agree, Strongly
Agree (which shows a huge disparity in the opinion of this online service). This is because the
people willing to purchase stamps online must own or have access to a computer and printer
and/or have access to the Internet.

People who are willing to design and print their own stamps off the Internet may need
special postage paper in addition to the computer, printer, and Internet. Plus, these people must
spend their time to create the stamps. Thus, in addition to the technology required to buy stamps
online, a customer must also have extra time to buy the special stamp paper and personalize their
stamps online. This lack of efficiency accounts for the increased number of people who recorded N/A or
Strongly Disagree for creating personalized stamps. Overall, the survey information reflects the
fact that many Americans do not own a computer or the Internet to use online Postal Services,
and, thus, disagree with the statement “If avatlable, I will be willing to design and print my own
stamps.”

In summary, we were able to make several conclusions based on the data collected from
the sample survey about the U.S.P.S. Generally, most services received positive ratings from the
respendents; they are generally satisfited with the postal service. However, responses to the

postal rate increase show any definite leaning either way—from our sample, we cannot deduce
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whether or not the population may feel 37¢ is reasonable for a first-class one-ounce letter.
Lastly, those surveyed were divided on the issue of buying stamps online, but most were hesitant
to spend time, effort, and money designing and printing their own stamps. Since the sample
population is presently satisfied with the U.S. Postal Service, we feel it is unnecessary to make
adjustments in the postal rate or to enhance convenience through the Internet.

**Anecdote:
One woman (Caucasian, 60+ year old, over $50,000 income} strongly agreed to the postal rate
increase to $0.37. She believes that US Postal rate is very cheap compared to the postal service
rates in Europe. She thinks that $0.37 in not only reasonable, but also a very good deal. In
addition, she also said that although she lives in Torrance, she drives to TLAX Post Office every
time because the employees there are much more friendly. Thus, she drives the extra 20-40

minutes just to get better service.,

44






B. Projcct of Jenny Allen. Stephanic Cheng. Long Kalaydjian: Written Report and Power
Point Presentation

WRITTEN REPORT AND POWER POINT PRESENTATION
OF GROUP TWO
BUSINESS DECISIONS UNDER UNCERTAINTY
CLASS AT THE

UNIVERSITY OF SOUTHERN CALIFORNIA

PREPARED BY:
JENNY ALLEN
STEPHANIE CHENG
LLORIG KALAYDJIAN
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/ritten Report

United States Postal Services Survey Results

For our United States Postal Services Survey (see attached survey), we collected responses from
ninety-three individuals, who included respondents from eleven states in addition to California
and Washington, D.C.. When analyzing our demographics, we had the following number of

people in each of the listed categories:

Gender
e Males = 4]
¢ Females =52

Age Groups
e Under 20 =19
e 20-34 =16
e 35-50 =17
e 50-64 =18
e Over 65 =23

Income
e Under $15,000 =10
e $15,000 to under $25.000 = 1
e $25,000 to under $50,000 =11
e Over $50,000 =71

Ethnicity
e African-American = 6
e Agian-Pacific [slander = 5
e (Caucasian =67
e Hispanic = 4
e Other =11
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We noted that our analysis would be based on heavily skewed data. since most of our
respondents were Caucasian and individuals with incomes over $50.000.

A sigmificant number of respondents behieve that the ULS. Postal Services” basic services
are fairly good overall. In this case, we defined “good™ as ratings of four or five on a scale of
onc to five with one being poor and five being excellent.  For example, we can see on the
following page that around 79.6% of respondents gave the U.S. Postal Services @ rating of 4 or 5
tor first class mail services, and over 76.3% of respondents gave the U.S. Postal Services a rating

ot 4 or 5 concerning their ease of buying stamps.

Services Rated Good
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Morcover, from the results shown below, over 75% of respondents were not able to rate the

isurance claim process (rating of not applicable), suggesting that probably few customers have
cver needed Lo use this service because the U.S. Postal Services has satistactorily delivered mail.
The U.S. Postal Services also received fairly supportive survey responses regarding the level of

certitied mail, priority mail. express mail, and delivery confirmation services. Yet we noted that
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around thirty percent of respondents marked not applicable to rate cach ot these four

atorementioned service categories,

Non-Applicable Responses

! i : |
| Priority Mail | — ‘ 1
| ‘ ‘ | ; f :
- Express Mail | j ] i : |
8 : | ! ; ‘
o3 Certified Mail ! |
LT | ; I ;
o ‘ 1 | |
! Delivery Cofirmation Service PR ] |
‘ | !
_ | ] | | | |
Postal Insurance Claims Process | B - ]

I

T |

] T N ] ! ; I
|

1 " I o 1 i
| 0.0 10.0  20.0 300 400 500 60.0 700 800 |

Percentage

f’ossib]y, customers are not aware that these scrvices exist, and in this case the U.S. Postal
Services should attempt to advertise them more.  On the other hand, these not applicable
responses could indicate that customers use these services rather infrequently. and therefore it

may make cconomic sense for the U.S. Postal Services to consider not offering them at all.

Compared to 5 Years Ago
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Despite these high ratings on particular services, when asked if the level of service at the U.S.

Post Oftice had improved compared to live years ago, respondents’ results appeared rather
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mixed with approximately 31% feeling that the level of service at the U.S, Post Oftice had
mmproved (rating of 4 or 5). approximately 29%, disagrecing that it had improved, and
approximately 30% expressing a neutral opmion (rating of 3).  Additionally, over half of the
rcsponldcnts felt neutrally (rating of 3) about the statement that the overall level of U.S. Postal
Services today 1s excellent. Hence there appears to be a desire for an improved level of service,
cspecialty in the U.S. Post Office, and our survey responses suggest some methods that the U.S.

Postal Services can utilize to make these customer-desired improvements.

Overall Rating
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i
First, customers strongly feel that more postal clerks are needed at the U.S. Post Oftice
counters. Of the twenty individuals who“go very often to the U.S. Post Office (responded that
they visit daily, once a week, and several times a week), fifteen or seventy-five percent felt that
the number of postal clerks available are fewer than adequate. Of the remaining seventy-three
respondents who do not go to the post office often (responded that they visit never, once a
month, several times a year, and once a year), torty-nine or approximately sixty-seven pereent
felt that the number of postal clerks available are fewer than adequate. The individuals who do

not visit the post office often, we initially hypothesized, might go during busier times (i.e. the
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holidays) and therefore have a misperception that there were not enough postal clerks available.
However, these survey results indicate that the customers who frequently usc the services at the
U.S. Post Othce felt more strongly than customers who go much less often that there were fewer
than adequate postal clerks avatlable.  Perhaps the U.S. Postal Services should consider
analyzing the various levels of congestion within the post otfice on a datly and yearly basts. This
data can then be used 1o arrange postal clerks” work schedules in order to ensure that there are an

adequate number of postal clerks available to service customers every day of operation.
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Sceond, the U.S. Postal Services should consider selling stamps over the internet.

However, this method of purchasing stamps should be marketed toward the younger, probably
more internet savvy customers because our data indicates that the percentages of individuals
willing to use this purchasing feature (rating ot 4 or 5) share an mverse relationship with age. As
scen i the following graph, the frequency of individuals willing to use the internet stamp
purchasing option starts at a high of around 03% for the under twenty respondents (which
includes a fairly cqual number of males and females) and dwindles to approximately 21.7% for
the over sixty-live respondents (which includes four times more males than temales). Moreover,
the sixty-tive and older respondents appear adamantly opposed to using the internet, as
evidenced by the fact that 74% of them felt strongly against purchasing stamps m this manner.

Would Purchase Stamps Over Internet
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Third, the U.S. Postal Services could otfer customers with the ability to purchase postal
products in excess of five dollars from a vending machine. When asked if they would be willing
to use this option, almost half of the respondents agreed that they would use it (rating of' 4 or 5).

Interestingly. cxactly twenty-two males and twenty-two females made these favorable responses
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tor a total of forty-tour supportive respondents of which almost 80% had incomes of over
$50,000.”
Uinere fere!

Regarding the postal rate increase, we attempted to obtain unbiased responses via
separating and strategically organizing a series of three questions.  Respondents were asked to
rate the following three statements from strongly agree to strongly disagree: (1) 1 view $0.37 for
a one ounce letter as reasonable; (2) A $0.03 increase i the First Class Mail rate would decrease
my Postal Scrvices usage; (3) After the last First Class Mail ratc ncrease, my postal service
usage did not change. By not first having the respondent recall his or her past behavior based on
previous rate increases, it would be less likely to influence his or her feelings about the
upcoming rate inercase.  This technique allowed us to capture some insightful data, shown
helow. which suggests to us that people are strongly opposed to a first class mail postage rate

increase: however. their purchasing behavior of this postal service is not likely to decline.

Opinions on Rate Increase
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¥ Please note that this result may be extremely skewed because 67 of the 93 respondents in this non-random sample
had annual houschold incomes of over $50,000. Hence we cannot conclude that an individual with an annual
income of more than $30.000 is mere likely to purchase stamps using a credit card than an individual with an annuat
income of less than $50.000.
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Demegraphlc Quick Facts

s Total Sample Size = 93 People
« Males =41
= Females = 52

» Fairly Balanced Age Groups
« Under 20 =19

» 20-34 =16
= 35-50 =17
= 50-64 =18
« Over 65 = 23

Demographlc Quick Facts 2

= /1 People had Incomes Over $50,000
= 6/ People were Caucasian

= 41 People visit the U.S. Post Office
Once a Month

w Respondents from 10 States &
Washington, D.C.

= Hawaii, Illinois, Kansas, Massachusetts (2),
Michigan, Missouri, New York (2),
Pennsylvania, Texas, and Washington
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« People do not want rates to increase, but their usage
probably will not change regardless
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LS. Posial Service

The project on the ULS. Postal Service provided much insight into the overall quality of
its products and services. Our data was obtained through a questionnaire distributed to a sample
of 40 individuals, ranging in age, cthnicity, income. and gender, Overall, we put our primary
focus upon the analyzation of age groups and the post oftice. Thus, cach of the tollowing groups
contained 8 respondents (totaling to 40):

Under 20

20-34

35-49

50-64
Over 65

In the survey. the five postal products and services questioned were: tirst class, priority,
express, certified, and delivery confirmation service mail. Figure 1 shows the percentage of
respondents that found the services to be pood or ¢xcellent {a rating of 4 or 5 on the survey). 1tis
important to note that those respondents who answered “Not Applicable”™ were not factored into
the percentage tor cach category. The results show that almost % ot all those surveyed felt that
first class, priority. and express mail were good or excellent. In contrast, less than 50% of people
gave such a rating to certified mail and the delivery confirmation service. The reason for this is
most likely the fact that people are relatively unfamihiar with the latter two services. Because
first class, priority, and express mail are very widely used and recognized, people are more likely
to say that they are pleased with its service. Howcever, since many people were not familiar with
certified mail and the delivery confirmation service, they simply rated it as average rather than to
Just answer “not applicable”.

With respect to approval ratings of various services, there did not seem to be too much

vanation. Thesc include, imeliness of mail delivery, responsiveness to customer complamts,
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Insurance claim process. and case of buving stamps. maling packages. and picking up packages.
As scen in Figure 2, the overall ratings vary onty shightly between an average score of 3 and a
good score ot 4. As was the case with the mail service above, the reason that responsiveness to
complaints and insurance claim process were seen only as average may have much to do with the
fact that most postal customers never encounter one of these situations. Thus, once again, rather
than marking down “not applicable™ the respondent may simply give it a score of average. In
essence, people seem to be relatively pleased with the mail service and products that they
receive, Very few people scemed to be upset with any particular item shown in Figure 1 or
Figure 2. [n addition. age was no atfect upon people’s response in erther of the first two groups
of questions.

Onc ot the more interesting findings of our study on the Post Office is the fact that age
does have quite a large bearing on approval ratings. Figure 3 depicts this finding. With respect
10 E-Stamps, results showed that younger respondents were much more likely to purchase stamps
over the internet than older respondents. For those surveyed under the age of 35, the mean value
was 3.8125- - meaning a very good possibility that they would purchase stamps over the internet
if available. Conversely, those 35 and over responded that they were quite unlikely to use E-
Stamps, with a value of 2.375. With respect to the question, “ view $0.37 for a one ounce letter
as rcasonable”, the results were reversed; those 35 and over agreed, while those 34 and under
disagreed. Interestingly cnough, both groups agreed on the overall level of Postal Scrvices
today—each with a mean value between 3.5 and 3.7.

As a final analysis of the U.S. Post Office, 1t is necessary to look at the frequency of
visits to the post office. This functions as a sort of gauge to determine how often a sample

population may visit a post office. The results, shown in Figure 4, show that the majonity of
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those surveyed visit the post office either once a week or once a month. Oncee again, analyzing
the age group statistics, 1t 1s quite evident that the younger groups were. as a whole. much less
likely to go to the post office---maybe once a month. On the other hand, adults go to the post
office more often for work or personal reasons - maybe once a week.

All in all, it is quite evident that, while age doces play a large factor in approval individual
aspects of the post office, almost every respondent saw the overall level of services at the post

office as “good”.

Percentage of Respondents that Say the Following Services are Good-Excellent {4/5)
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The Umted States Postal Service

The goal of statistics is to generate unbiased and accurate information from raw data.
This quest for “pure” facts can often be hindered by non-sampling crrors, and always by
sampling crrors. It follows that a survey will always have differences from the true population
because inherently it 1s impossible to capture the thoughts and teelings of the entire population
when a sample is drawn.

Although information from a sample will always have a small degree of maccuracy. there
are several ways to attain the most unbiased results possible. For example, the central Limit
thecorem states that a samiple large enough will have the shape of a normal. bell-shaped curve.
This curve almost always accurately approximates the responsces of the population. Although
this Unites States Postal Service study has empirical results for 40 samples, which 1s considered
sufficiently large, there are a significant number of non-response responses to the questions. As
result, many of the graphs for this study do have normal curves, but some form t-curves, which
capture small sample results.

Furthermore, the most common way to attain unbiased information is through the survey
itself. Certain nuances and phrasings will influence people to respond contrary to their true
feelings. Therefore, one must word questions neutrally so they don’t clicit emotions in the
questionnaire-takers that sway their answers. This study used questions standardized across the
BUAD 309 class, which were carefully formulated in hopes ot achieving the highest degree of
neutrality.

To complete this survey, the group of 40 was divided by age groups in to sections of 10

and given to cach member of the group. Those surveyed were parents and family members.



tellow USC students. and individuals from respective work places. We attempted to draw a
judgment sample based on true population demographics.

We found a few potential for sampling biases for this survey. This has to do with the
cthitic backgrounds and incomes for those questioned. Of the 40 survey-takers, 29 had incomes
over 50.000 dollars. Twenty-nine out of 40 survey-takers were also Caucasian. This could lead
to biased results because people from different backgrounds and income levels may have varied
experiences with their local post offices. Another factor here is the areas where the respondents
were from. Had they been from areas of high crime, perhaps trom other parts of the country, or

wealthy suburbia, the results may have been different.

Product Satisfaction
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The above graph compiles the results from the Unites States Postal Service’s “Product

Satistaction” portion of the survey. This graph is skewed to the left, indicating those surveyed
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responded more favorably. For Priority Mail, Express Mail. Certified Mail, and Delivery
Confirmation, the data indicates a positive attitude, with answers primarily in the 4 and 5s. The
First Class Mail feil largely on the 3s and 4s, moving the average to slightly above average
satistaction.

There are many responses in the 07 category because many of those surveyed never use
the products in question. This could be an explanation for why the results are lower for seldom-
used products such as Certitied Mail and Express Mail, which had a “Not Applicable” response
rate of 37.5%. An average postal user is most familiar with First Class Mail, and thus had a “Not
Applicable™ of 7.5%. This disparity in service usage may also have to do with terminology.
When people visit the post oftice, or just use “regular mail,” little thought is given to the specific
name of the product or service being used. They might not recognize the name of a product they
have used in the past on the survey, and thus would mark “not applicable.” Further, products
other than First Class Mail are more expensive, and thus less used compared 1o the others. For

such services, customers often use other companies, like UPS or FedEx.

Service Satisfaction
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For the above graph, the responses are more centered around a response of “average™ or
3. People feel that the Postal services are just average. There are more “poor” and “below
average” responses here, versus the Postal Products portion. Further, this graph resemblces a
normal curve, With all 6 segments of the questions on Postal Services, the highest response rate
(besides Not Applicable) 1s on 3.

For the “Insurance Claim Process,” 31 people choose Not Applicable, indicating that this
is a scldom-used service offered by the United States Postal Services. There is also a high Not
Applicable response rate for “Responsiveness to Complaints.” This could be a result of several
factors. First, customers may not have that many complaints and thus have not gone through the
process, which may be supported by the low number of poor and below average responses,
Secondly, it a customer does have a complaint, often they do not actually report it. Thirdly. if a
complaint 1s voiced, a customer may never see the result it the change is a internal or
administrative one. Finally, customers may not visit the Post Office enough to sce the changes
implemented.

The next set of survey questions deals with the opinions of Postal customers in relation to
various proposals of the United Stated Postal Service.

This graph shows that people generally feel that the level of service basically has not

improved or has just improved a little in the last 5 years. This is important to consider, as the

Level of service improved in 5 years
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United States Postal Service obviously needs to improve their services as indicated by the above
survey results.

This graph shows that people gencrally teel that the level of service basically has not
improved or has just improved a hittle in the last 5 years.  This 1s important to consider, as the
United States Postal Service obviously needs to improve thetr services as indicated by the above

survey results.

Rate post office services as excellent !
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The above graph indicates that 40% of the people feel neutral towards the United States
Postal Services, while a large percentage (30%) agree that the overall post office services are
excellent. It is interesting to note that there are no “Not Applicable” responses found here. This
is because everyone has an opinion on the overall quality of the United States Postal Service.

Issues such as terminology and non-usage do not apply to this question.

Il availabie, 1 will be willing to purchase stamps over the Internet
Income 5 (strongly | 4 3 2 1 (strongly | O {not

agree} disagree) applicable}
Under $15,000 | 1(33.3%) 1 (33.3%) 0 0 0 1 (33.3%)
$15,000 10 0 0 0 0 1 (100%) 0
under $25,000
$25,000 to 0 2(66.7%) 0 0 1(33.3%) 0
under $30,000
Over T{23.3%) 6 (20% 3 3(10%) 6 (20%) 5(16.7%)
$50,000 (10

l‘/“
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The data in this table is relatively inconclusive because our sample is overly representative of the
over $50,000 income category. Most of the respondents that we had resources to survey were
USC students or family members that have an Internet access, so our results are skewed in that
direction. As is apparent in the table, our sample was also too small to actually get meamngful
response data in other income categories. cven if we had attempted a judgment sample based on
income level. We still would have no response data for some of the categories. We postulate that
a census would reflect that respondents in higher income brackets would take advantage of

Internet stamps.

i view $0.37 for a one ounce lelter as reasonable ]
[ncome 5 (strengly | 4 3 2 1 (strongly
agree) disagree)
Under $15.000 | 1(33.3%) P (33.3%) 0 0 1{33.3%)
$15.000 to 0 0 0 0 1(100%)
under $25.000 o )
§25.000 0 |0 v 1(33.3%) 2 0
under $50,000 (66.7%)
Over $50.000 4{13.3%) 0 5(20%) 10 10 (33.3%)
{33.3%

Here again we really don’t have enough respondents to draw a general conclusion.
However, we can be relatively confident that income level doesn’t significantly affect support
against or support for the price increase. In both the two extreme income categories, under
$15,000 and over $50,000, 33.3% of the respondents in their respective catcgories strongly
disagree with the price increase. The table also demonstrates that most of our respondents tended
to answer in the 3 or below ranking. Apparently, people are price-conscious whether or not they

have a lot of money.

70



If avaitabie, ] will be willing to purchase stamps aver the Tnternet
Age 5 (strongly 4 3 2 [ {strongly 0 {not
agree) i disagrec) applicable)
Under 20 3{42.9)% 0 ] 1 {14.3%) 1(14.3%) 2{28.6%)
ears §
20-34 years | 2 (22.2%) 3(44.4%) [0 0 3(333%) 0
35-49 yc:uiﬁ 3(27.3%) 2 (18.2%) 2 (18.2%) 0 3(27.3%) 1 (10%)
50-64 vears | 1 (14.3%) 3(42.3%) | 1(14.3%) 0 0 2 (28.6%)
Over 65 | 0 ' 0 0 2(33.3%) | 2(33.3%) 2 (33.3%)
years

Sample size limits our interpretation here as well, however we can make some
conclusions. All of out respondents that are over 65 years old would most hkely not take
advantage of Internct stamps. However, the prospects are more optimistic for younger people.
About 66.6% ot those between 20 and 34 are very likely (answered 3 or above) to use the
Intemet stamp option. 63.7% of those between 35 and 49, and 70.9% of those between 50 and
64, Any markcting strategy to make Internet stamps work should be aimed at these demographic
groups. Those under 20 may use Internet stamps, but their utitization of the program would most
likely be low until they rcached the 20 to 34 age group when the United States Postal Service
becomes more important to paying bills and sending packages as most people under 20 rely on
parents to take care of such activities.

There are a few ways in which this survey may be improved. For example, the question
on rate increase ts not perfect. Different results may have been obtained had the question
indicated a clear correlation between rate increase and improvement of service, as that is what
the rate increase would presumably do. As it 1s, customers may feel as if the increase will do
little good. This assertion 1s supported further with the question on improvements over the last 5
years. People may feel that if the post office did not improve over the last 5 years, with a

previous rate increase, then there will be little done to make the Postal Service better. Although
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not practical perhaps, several survey-takers requested a place to write free-form answers, In
doing this, the Postal Service may find areas that need improvements that were not taken into
consideration by the creators of the survey. This option might work for surveys such as these.
with a sample size ot 40, Yet. for those made up of 3000 people. it would be very time
consuming to tabulate and interpret. Thus, it is important to create thorough questions from the
start.

There are many conclusions to be drawn from the data collected in this survey. First,
people have a higher satisfaction level with Postal Products, such as difterent mail services. The
level of satisfaction for Postal services, such as case of buying stamps, mailing packages, and
responsiveness to complaints recetved was slightly lower. with the average being 3s. Secondly,
people overall do not support an increase to $0.37 for a First Class Mail stamp. This is despite
their income level and despite the fact that they generally like the services and products offered
by the United States Postal Service. This might be due to the fact that people in the past have
scen little correlation between incercase in price and improvement in services. Also, people in
general do not like price increases. These factors make an increase of three cents difficult to
Justify,

Lastly, with a little more research, we would recommend that the United Stated Postal
Service make stamps available online for purchase. This, however, is tentative because many
people do not have the Internet and/or do not trust purchasing items online. Still, 18 out of 40
support online sales. Overall, peopie secem marginally satisfied with the post office. Results
show that progress does need to be made to the services, but these being made, it 1s assumed that

people would be more likely to support the increased stamp rate.
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The purpose of this survey 1s to examine some of the more important aspects of the U.S. Postal
Services. The survey encompassed various postal services and products. ranging from different
mailing options to customer service 1o the reeent scare of anthrax. Also included was the
prospect of potenttal future changes that the Post Office 1s thinking of implementing. We
distributed forty surveys that covered these key areas: taking into account different income
levels, nationalities. and age groups.

The data concerning the ditterent types of matil services show a fairly clear trend. While
some respondents were either unfamiliar with or had not used the different mail services, the
general trend shown by the other respondents was that they felt all five types of mail services
examined by this survey were good to excellent. Nearly all respondents were familiar with First

Class mail, and the majority of the respondents gave this service a good to excellent rating. A
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large number of the sample was either unfamiliar with or had not used Delivery mail. Of those
that did rate this service, however, the trend again pointed to the fact that most people were

satisfied with their service through this mailing option.
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Stamp Rate Increase
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("nntrasliﬁg sharply with the results concerning satistaction with dii‘fcfcnt mail services, well
over halt of the sample was against a three-cent increase in postal rates for first class mail.
Nearly the same number of respondents rated First Class mail as good to excellent as were
opposced to the three-cent rate increase. This suggests that possibly consumers are satisfied with
the level of service they are receiving, but that they are unwilling to pay more for either the same
or an increased level of service. For reasons that this survey was not designed to answer, most
people are unwilling to support an increase in postal rates on first class mail, which means that
there are other factors that consumers arc considering. In fact, only ten percent of our sample
supported the suggested three-cent increase, while over sixty percent were opposed to this rate

increase.
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In light ‘m“ the recent satety threats at post offices, this survey included a sectton to deten.n.illlc
how safe consumers felt at post offices. Specitically. the survey focused on two arcas—the
postal shootings of a few years back and the recent anthrax attacks through the mail. When
asked if their post office use decreased or would decrease in the future as a result of these two
factors, more than half of the respondents responded that their use did not and would not
decrease. Only a small percentage of the population (between 10% and 15% for cach factor)
gave the opposite response. The data shows that people are still confident in their safety at the
post office. Perhaps, the respondents are confident that the postal service has taken the necessary

steps to deal with both issucs and arc therefore confident that their safcty has not been

compromised.
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Disagree

N/A Disagree Neutral Agree Total
Anthrax 5% 13% 20% 63% 100%
When asked, whether they /agreed disagreed wtth the following statement “Despite the recent

anthrax incidents, [ will continuc to use postal services as 1 did prior to the first incidents”, 63%
of respondents agreed/strongly agreced, while only 13% disagreed. While people are not in a
frenzied state where the anthrax incidents have completely altered the way the general public
lives its life, it 1s in the back of about 33% of our sample’s minds. It the incidents continue, it
might be a good 1dea for the postal service to start a promotional/fecl-good campaign
highlighting that the incidents have only affected the minutest percentage of postal users, and
that the postal service is aggressively trying to contain the problem. Maybe a campaign that
cducates the viewer on what sccurity measures are being taken would best reinforce the postal
service’s Image as a safe orgamzation to do business with. But which demographic this

campaign should target the graph seen above:
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Those under tifty are the most confident that they will continue to use the postal service as they

have before. 18 ot 24 respondents for this demographic stated that they agree/strongly agree that

they will continue to use the postal service as they had prior to the anthrax incidents. On the

other hand, those over fifty were much less confident, as 75% of respondents either disagreed,
strongly disagreed, or where neutral on the issue. Thus any type of ad campaign that the postal
service runs will need to be geared towards the elderly population to allay their insecurities. as

they are the most aftected demographic.
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Comparison of those who make less than $50,000 and more than $50,000 on
the issue of buying e-stamps.
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We chose to discuss the issue of e-stamps because the concept is very resonant as the postal
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service tries to deal with how it will evolve technologically in the 21% century. Based on our
sample, c-stamps seem like a concept whose time may arrive shortly. Of the 21 individuals
surveyed with houschold incomes over $50,000, 15 agreed that they would be willing to
purchase stamps over the Internet. But of those with incomes under $50,000 only 4 out of 19
individuals replied that they would agree to purchase stamps over the Internet, This ts likely
attributed to the fact that those in this demographic either don’t have Internct access, or use it so

infrequently that they are still insecure about making purchases with their credit card over the
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net. Not surprisingly, adl of the wndividuals who agreed that they would use ¢-stamps were
college students-individuals who tend to have more famiharity with the Internet than any other
demographic. But the time of e-stamps should arrive shortly, as more and more people gain
access to the internet and teel more secure in making purchases on-line. Of course this 1sn't to
say that e-stamps will eliminate traditional postage. but it will be an alternative that should be
successtul.

Responsiveness to Customer Complaints

Responsiveness !
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In terms of responsiveness to customer complaints, we found from our survey of forty
people that the Postal Scrvice has been lacking in its ability to respond to customer complaints in
an adequate manncr. Our results show that of the forty respondents; nearly half felt the U.S.
Postal Services were poor in terms of being responsive to customer complaints, while roughly a
quarter of the respondents had either no opinion or felt the question was not applicable to them.
The remaining respondents were split between feeling that the responsiveness of the Post Othice

was either average, or excellent.
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The important aspect to take away from this question is to see that almost sixty percent of
those who did not feel this question was not applicable 1o them telt that the Postal Services
responsiveness to customer complaints was poor. We tound that the majority of those who tilled
out the N/A option of the survey for this question were young people under the age of twenty.,
Since young people tend to have less contact with the mail services than older people, they also
have less knowledge and experience with the various Postal Scervices. The people from the older
demographics were the majority of those who indicated that the responsiveness of the Postal
Services was lacking, so this should sct off a red hight with the Post Office that the
responsiveness of the customer complaint system needs improvement.

In this survey we looked at the difterent services and products oftered by the U.S. Postal Serviee.
The general trends indicate that the largest portion of the sample surveyed was satistied with the
different mailing options provided by the Post Office. However. the same cannot be said for
those surveyed about the possible increase to 37 cents per stamp: perhaps stemiming from the fact
that many are alrcady fecl that the amount they are currently paying tor stamps is sufticient for
the level of service they arc receiving. Overall, those sampled feel that their safety has not been
compromiscd at the Post Office, whether it be in the form of attacks at the Post Oftice or via
anthrax, though a more careful in depth look shows that those over fifty were much less
confident about their safety. The prospect ot e-stamps shows that not surprisingly that those who
are most interested in utilizing this potential service are those that are much familiar with the
Internet, especially college students. Finally, in respect to the responsiveness of the customer
complaint system 1t is very evident that the Post Office still has a way to go betore people will be

satisfied with the manner with which their complaints are
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Written Report

The U.S. Postal Service survey that we conducted was an observational study to
determine the feelings and attitudes about the services and products, as well as to analyze the 37
cent stamp price. Our surveys were administered in-person. over the phone, and through email.
The telephene and in-person surveys helped to better explain questions to the respondents, but
may have been biased if another respondent took a different approach to the question. In
particular, we received questions about “Respectiulness of Mail Delivery™ and what constituted
“First Class Matl”. Also, while analyzing the questions to the survey we concluded that since the
answers were not free response and limited to only 5 answer possibilitics, some respondents may
have felt that none of the choices offered were suitable. This could have resulted in biased
answers to some of the questions because some of the respondents may have felt stitled.

The U.S. Postal Services surveys were administered to a variety of demographic samples.
The demographics conducted included gender, age group, income. cthnic group and U.S. region.
This survey was not a simple random sample because these demographics did not completely
represent the natural population of the United States, with the exception of a 49/51 male to

female ratio. The other demographics are represented with the following graphs:
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While the age group demographic is fairly evenly distributed, it docs not coincide with
the natural U.S. population demographics of age, which shows targer percentages of older age
groups (50 and above). As far as ethnic groups are concerned, it is extremely skewed. showing a
very large pereent of Caucasians. In addition the U.S. regions are extremely skewed with a very

large percent of our sample being from the west, mainly California. Also our regions are skewed

Annual Household Income : Region of Surveyed People
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because not 01.1ly have we not S\-Jrveyé-d- é\;fct’y:statc, but the states that we did survey were
concentrated 1n specific cities; Los Angeles, Las Vegas, Fargo and Hershey in particular.
Income may have been misrepresented, because some students were confused as to whether to
put down their income (many not having one) or their parents’” income. This may seem trivial,
but the mentality of a higher income bracket may be difterent than a lower income bracket,
skewing our results when comparing to annual income.

After taking a look at the demographics, we compared the U.S. Postal services and
products by breaking up the Excellent to Poor (5 to 1) results into Above Average (5 and 4),
Average (3) and Below Average (2 and 1). Looking at the First class, Priority, Express, Certified
and Delivery Confirmation the surveyed sample tended to represent a more positive (average and
above average) fecling towards their satisfaction of U.S. Postal Services. Of the first four
categories listed 92% or more of the sample chose above average or average; while 31% ot the

sample chose “not applicable™ for their answer to Delivery Confirmation service quality. Since
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first class matl demonstrated the largest average and above average responses we conducted a
95% confidence interval for that question resulting in the population mean to be in between 3.73
and 4.19. We can conclude that if we took all possible samples ot size 51 we would find that
95 of 100 intervals constructed would capture this population mean. We can conclude that “4”
will be the most popular rating for First Class Mail. The following graph cvaluates our sample’s
results:

U.5. Postal Services and Producis
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Delivery Confirmation Services along with Postal service Insurance Claim Process had
very high “not applicable” responses, 31% and 43%, respectively. This is an example of one of
the nonsampling errors we encountered for our survey. This nonresponse error formed a bias to
these questions because of the large percentage of respondents who chose “not applicable” to
these services. We feel that we cannot draw adequate conclusions to these two survey questions
because, we cannot assume that the “not applicable” portion would be split evenly among the

above average, average and below average categories.
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In regards to the responsiveness to customer complaints, the majority (38% of the people

surveyed) felt that the U.S. Postal Service was below average m its responsiveness to customer

complaints; however, the sample felt that the U.S. Postal Service was above average in every

other category.

U.5. Postal Services
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With respect to the majority of people surveyed we could make some observations about

how the sample rates responsiveness to customer complaints by how often the respondent visits

the U.S Post office. It appears that people who only visit the Post Office a couple times a year
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have a lower opinion (50%) about the responsiveness to customer complaints than those who
visit more frequently. Also. people who visit the post office weekly or more trequently have a
stronger opinion about the responsiveness, resulting in no “not applicable” results. We feel that
it is possible that people who visit less frequently may be less inclined to complain about, or

have nothing to complain about. thus resulting in more “not applicable™ responses.

Frequence of Postal visits compared to Responsiveness to customer
complaints
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While analyzing the results to the improvements and changes of the U.S. Postal services
and products we observed that people were in tavor of 37 cents for a stamp, lending to the 1dea
of an unbiascd survey.

The question, I view $0.37 for a one ounce letter as reasonable....” took on the following

responscs--29% of the sample disagreed with the statement while 47% agreed with the statement,

while the rest were neutral.
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‘mprovements and Changes in the UU.S. Postal Service
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When conducting and admtinistering this survey we knew that the main purpose was to
gauge the response of the stamp price increase in addition to the overall teelings of the U.S.
Postal services. With that in mind we took several comparisons of the response to the .37 cent
stamp with all of the demographics and concluded that there was a particular relationship

between age and view of the .37 cent stamp. As the ages mcereased the view of the .37 cent

stamp as being reasonable became more and more positive, while as ages decreased the view of

the .37 cent stamp as being reasonable became more and more negative. This relationship could

be because the older generations have experienced more of the benefits and seen more of the

improvements over the years, whereas the younger generations may not appreciate the value of

the U.S. Postal Service because of the increased use of “e-mail” and other electronic sources of

mail.
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How different ages feet about the .37 cent stamp
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After looking at how the ditferent age groups felt about the .37 cent stamp we also
wanted to examine the relationship between the ditferent regions. We found that 83% of our
Midwest sample agreed with the .37 cent stamp, while none of the East coast agreed with this
pricing. The Midwest responses may be considered biased because of the “nice and friendly”
people we surveyed from that particular region of the country or on an optimistic note they may
Just get really good service in that arca. The west was distributed fairly evenly, and this could be
because there were 28 people surveyed from this area. Which could be considered very close to
a large sample and according to the central limit theorem for almost all populations the sampling
distribution of a variable is approximately normal when the simple random size is sufficiently
large. In conclusion, for our survey it is a large enough sample to be considered close to normal
and shows this graphically.

How different regions feel about the .37 cent stamp

1 ‘ ; OAgree
BNeutral |
ODisagree \

! 0% 20% 40% 60% 80% 100%

percentage

89



While conducting the survey we included three of our own questions: “Respecttulness of
Mail Delivery™. “Friendliness of ULS. Postal Workers™, and ** I would rather use the U.S. Postal
service over UPS. FedEx, or another Private Mail Carrier”, This last question was placed right
before the “Overall. | would rate the level of the Postal Service today as excellent” question.
This could have led the respondents into associating the two questions together resulting in
similar results. However, it 1s logical to endorse a private mail carner if one 1s unsatistied with
the overall service of the ULS, Postal service, and the answers would retlect this negative
correlation. The following graph shows that people that rated the U.S. Postal Scervice as excellent
arc very hikely 1o choose the Post Oftice over UPS. FedEx, or another carrier.
Carrier choice in comparison to overatl opinon of excellence

Other carners over Post Oflice ;
CIDeems US Postal Service excellent

ElNeulrai
iDDeems US Postal Service inadegquate |

Neulral toward carriers

US Poslal Service over Other P ]

0% 20% 40% 60% 80% 100%

carrier choice
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In conclusion, of our 51 people surveyed the sample reflected positive feclings overall
about the U.S. Postal Service, and were surprisingly accepting to the 37 cent stammp which would

increase the current stamp price by 3 cents.
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Younger age groups are more likely to disagree
' with increasing the stamp to 37 cents
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The Midwest justifies a 37 cent
stamp
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| How does the American population feel
“about the U.S. Postal Service?

® Overall our results indicate positive feelings
about the U.S. Postal services and products
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Written Report

The United States Postal Service (USPS) 15 discussing the possibility of implementing a
three-cent rate mercase to all first ¢lass mail. Such an mcrease may have an adverse etfect on the
usage of the postal services by the American people. Forty people were sampled to help draw
mferences about consumer response to not only this rate increase, but also the general opinion of
the LISPS.

I. CUSTOMER SATISFACTION WITH FIRST CLASS MAIL

How Would You Rate [1st Class Mail]?

# Responses

Values

The histogram depicting the respondent’s opinions on the first class mail service is
negatively skewed or skewed lett. The left skewness suggests that there are a large number of
lower opintons and a smaller number of higher opinions surrounding the modal class. There are
fourteen responscs to the left of the mode and six opinions to the right. The modal class is four,
corrclating to a response of “good™ on a scale of one, being poor, to five, being excellent. It can
also be noted that there was no non-applicable response; that everyone surveyed had an opinion
regarding this topic. The central location is observed at the mode. In left skewed data sets,

theory states that the mean 1s less than the median, which is 1in turn less than the mode.
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When looking at the

histogram for first class mail as “l view $0.37 for a one ounce letter as reasonable.”

12 . N P e

compared to a possible increase
N postage prices, an mteresting

relationship appears. While

# Responses

twenty-six out of forty are cither

“Satistied™ (4) or “Very : Values

Satistied” (5) with first class

mail, only fourteen out of forty responded that they would find a rate increase reasonable. In
fact, the histogram tor the rate increase resembles a normal curve. This shows that, in general.
the responses center around the “Neutral™ responsc of three.

I1. DEMOGRAPHIC EFFECTS ON REACTION TO FIRST C1.ASS MAIL PRICE

INCREASE

Price Increase - Income

100%
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: 7]
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o
A 40%
i 2
Lo 20%
‘ 0%
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$15,000 $50,000 $50,000

Income Range

The demographics show that those with an income over $50,000 are more likely to view
$0.37 for a one ounce letter as reasonable compared to those with a lower income. This reflects
that the greater onc’s income, the less one would be concerned about a three cent increase in

postage per letter.
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Although many might beliey e that the opinion on price merease would be contingent upon age,

the survey indicates that such a presumption 1s most likely false. On the contrary, the histograms

as separated by age are almost wdentical. The maximum disparity for any given age demographic

between responses of ones or twos versus fours or fives 1s one, with two of the age groups

having identical distributions,

i Price Increase - Age

# Responses

e N2y e O

35-49 50 - 64 65+
Age Range

Unsurprisingly. considering the comparisons drawn, it can be noted that the more
satisfied a respondent is with the USPS, the more likely he or she 1s wiling to accept a price
increase. Therefore, onc casy way to implement a price increase without much objection from

the American public is to attempt to increase their satisfaction with the postal services.

Price Increase - Overall Satisfaction \
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I11. PATRON SATISFACTION WITH STAMP PURCHASES

The histogram for “Fasc of Buying Stamps™ is negatively skewed. while the histogram
for “Buying Stamps over the Internct”™ is positively skewed. The modal class for “Easc of
Buying Stamps™ is four (fourteen responses). which correlates to “Good.” while the modal class
for “Buying Stamps over the Internet” is one (ten responses). which corresponds to “Strongly
Disagree.” When comparing these Two inversely distributed responsces. there is a negative
correlation. The surveyed respondents documented that it is rather easy to buy stamps at a post
office; however, these same participants also expressed the opimon that they would most likely

not partake in buying stamps over the mternct.

How would you rate the [Ease of : “If available, | will be willing to
' Buying Stamps]? : purchase stamps over the
Internet.”
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1v.

SENIOR CITIZENS AND TECHNOLOGY

"If Available, | Will be Willing to Purchase Stamps Over the Internet”

# Responses
(9%
[

20-34

35- 49

Age Range

The surveys indicated that those over tifty years ot age were not inclined to want to

65+

purchase stamps over the internet. This disinterest s expressed by both the fifty to sixty-four

and the over sixty-five categories. In the age groups less than fifty, the distributions of opinions

were fairly evenly distributed

across the scale of one to five. It can be assumed that this reflects the older generation level of

discomfort with the internet, especially in regards to over the intemet purchases. These

respondents’ opinions may be altered in part by a concern about satety of using a credit card on

the internet. Secondly, they are used to relying on other, more traditional means, of completing

daily tasks, like purchasing stamps at the post oftice. It can also be assumed that those in older

age demographics also do not own the up to date and current technology that those in younger

age demographics do. For instance, Generation X has primarily grown up being accustomed to

computers and their applications.
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"I Will Be Willing to Use My Credit Card to
Purchase Postal Products in Excess of $5 from a
Vending Machine"

# Responses
O = RNW s g e

20-34

Age Range

Stmilar trends ecmerged when the group of people over the age of sixty-tive were asked
about the prospect of using credit cards at vending machines to purchase stamps. On a scale of
one to five with one being “Strongly Disagree™ and five being “Strongly Agree.” five people
responded with cither ones or twos, while only two responded with fours or tives. When
compared to those of age between twenty and thirty-four, an mverse relationship s displayed.
This younger demographic was almost twice as likely to respond with fours and fives compared
to ones and twos. This shows that younger peoplc are more comfortable with technology, and
the idea of credit cards used at vending machines might be more effective in arcas predominated
by younger people. One possibility could be on or near a college campus. As time passes and
this younger generation grows up, such options created by technology will become more

plausible.
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V. RESPONSIVENESS TO CUSTOMER COMPLAINTS

Diverging trom what many might believe, the analysis of the responses shows that
younger uscrs of the postal services are morc likely to believe that the USPS 1s not responding to
their needs. This 1s indicated in their response to the prompt, “How would you rate the USPS on
responsivencss to customer complaints?” When responscs of 0 (No Opinion) and 3 (Neutral)
are omitted, the data points to an interesting conclusion. While all four people from age 20-34
said they were either Very Dissatistied (1) or Dissatistied (2). both people over the age of 65

responded that they were etther Very Satistied (5) or Satistied (4).

Responsiveness to Customer Complaints

KR — ) : [ [ — . ﬂ41'5

# Responses

20-34 65+
Age Range

V1. NON-RESPONSE FOR INSURANCE CLAIM

Of our forty surveys administered, twenty-eight respondents answered that insurance
claim process was non-applicable for them. We find this noteworthy because no other question
showed that across our sample people were not familiar with this service. Also, this means that
seventy percent of our sample either do not use or are not familiar with this scrvice. We may
recommend either that the Post Oftice advertise this service or how it may be useful to users or

reevaluate their attention to such a service that 1s either unknown to users or stmply not helpful.
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VII. DEMOGRAPHIC EFFECTS ON REACTION TO PACKAGE RATE INCREASE
To shed light on possible consumer reaction to a price increase on parcel postage, a
question was added to the class survey. In conjunction with the prompts in question number
three, this added prompt asks the respondents to gage therr possible reaction tf the USPS were to
increase parce] postage by 10%. The response histogram resembles a normal curve centered
around the “Neutral” response of three. This question further illuminates that those sampled. n
genceral, are fairly neutral in their opinion about a USPS price increase. However, further

conclusions can be inferred when more m depth analysis, using cross-sections, is conducted.

! If the USPS price of mailing packages increases by
10%, then | will use another carrier (UPS, FedEx, etc.}

15 12
8
| n U | S .
! £ 10 3 ; 8 .
@ 5 .
FE | |
o |
. 0 Y T T |
| 1 2 3 4 5 |
! Values :

When asked if they would consider another N ) o
Package Price Increase - Age
carrier instcad of the USPS increasing their parcel

postage by 10%. those from age 20 to 34 were more \

B4/5

likely to use another service as compared to those over
g1/2]

the age of 65. Three out of four in the younger |

# Responses

demographic responded favorably by choosing either

four or five, while [ive out of six in the older 20-34 B5+
| Age Range
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demographic responded negatively by choosing either onc or two. In conjunction with cconomic
theory. people will seck substitutes when encountered with a price mcerease. The older
ecncration might have more foyalty to their original service provider, the USPS.

Another possibility could be that the older generations have been conditioned to be loyal
to the post office from years of using it.

An interesting observation in this category can be seen when comparing overall
satistaction with the postal service. Since most respondents who indicated high satisfaction with
the USPS would be hesitant to switch carriers when faced with the 10% price increase, the
reasonable assumption would be that the opposite would hold true for those very dissatistied
with the USPS. However. the data in this sample indicates that even these unsatistied customers
have a high degree of loyalty to the USPS. Three out of four of those who are very dissatistied
with the USPS gave a responsc of one (strongly disagree) and two (agree) when prompted with
the possibility of switching carriers when encountered with a price increase for package
shipping, Two conclusions emerge: cither these users remain hopeful that the USPS will
cventually improve and meet their standards, or these individuals made a mistake and actually
intended to select four or five to convey their willingness to change carriers. Such possible
mistakes would fall under the category of errors in data acguisition, which 1s a non-sampling

€ITor.

! Package Price Increase - Overall Satisfaction

B4/5
g1z

% Responses

1 - ? ] 3 . 4 ~ 5 I 104

Overall Satisfaction Score



In conclusion, it 1s rather difficult to make broad gencralizations on the basis of such a
small sample size. While some relationships were apparent, for example the likelihood of older
people buying stamps over the Internet. others were less clear. Other weaknesses in our sample
include lack of variation in regard to ethnie backgrounds and houschold income. If the survey
were re-administered to a large number of a more demographically diverse group of people that
more accurately mimics the population, then perhaps more conclusive correlations could be

drawn from the data.
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SURVEY SAMPLE RESULTS

1. How would you rate the following postal services or products?

0 1 2 3 4 5
First Class 0 1 3 11 19 6
Priority 11 L 11 11 4
Express 14 0 3 8 12 3
Certified 9 0 1 11 14 &
Confirmation 10 0 6 11 8 5
2. How would you rate the U.S. Postal Services on the following?
o 1 2 3 4 5
Timeliness [ 0 2 9 15 12 2
Responsiveness 12 8 7 10 1 2
Insurance 28 3 1 5 1 2
Buying Stamps 0 1 4 11 14 10
Mailing Packages 1 0 4 25 7 3
Pick Up Packages 4 0 12 16 5 3

3. To what extent would you agree or disagree with the following statements?

0 1 2 3 4 5
5 Years Ago 3 6 6 19 6 0
Internet Stamps 1 16 7 5 7 4
Credit Card 1 10 8 6 9 6
Reasonable Price 1 4 10 11 9 5
Other Carriers 2 5 7 12 8 6
Overall 1 5 6 18 7 2

4. On average, how often do you visit a U.S. Post Office?
Never Daily Weekly Weekly+ Monthly  Yearly  Yearly+

| o | 1 12 4 | 16 T o | 7 ]
Demographics
Gender Male 16 female | 24 |
Age 20 - 34 8 35 - 49 16 50 - 64 8 64+ 8
Income 15,000 - 4 $15,000 + 3 1$25,000 + 10 550,000 + 23
Ethnic Group Caucasian 33  |African 3 Hispanic 1 Asian 3
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Power Point Presentation

USPS Survey Results
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“If the price of mailing USPS packages mcreascs by
10%, then I will use another carricr (UPS, FedEx, etc.).”
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Written Report
Postal Survey Project

To conduct this survey. we chose a sample of forty people from five different age ranges.
The purpose of the survey was 1o use the opinions of individuals to evaluate the postal service
and determine a general fecling about changes that may be implemented.
We chose to analyre five questions that we thought were the most important in evaluating what
people think of the postal service. We chose the frequency of visits to the post otfice as the {irst
question to ensure that our data was based on people who were actually knowledgeable about the
services. This question also provides us with an idea of how much weight should be given to the
opinions of those surveyed.

For the questions we chose to analyze. we graphed the data in terms of percent of
cveryone surveyed as well as the pereent of those surveyed in each age group. The first graph
for cach question contains the information from all forty people surveyed. We chose to include
these graphs to give us a general view of all responses to cach question. The second graph for
cach question shows the data divided into age groups, our only control. We chose to calculate
the percentages for these graphs by age group as opposed to by the total number of surveys

because this way we can more casily compare the data across different age groups.

Visits to the Post Office

Never [—
Yearly — 1 _
Monthly | ety
Weekly — 3 ' '

Frequency of
Visits

0 20 40 60
% of All People Surveyed
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A majority of the people surveved visit the post olfice monthly (several times a vear. once a month, several times a

montht

Visits to the Post Office

0 20 40 60 80

>65 .

£0.64 ONever :}

: Age Group 35-49 :;ii?:lyé
‘ 20-34 O Weekly i
Under 20 |
| : :

% of People in Each Age Group

Younger age groups have a higher percentage of people who visit the post office less
often. This could be because they are more accustomed to the internet and email and find these
more efficient alternatives to using the post oftice.

The majority of the two oldest age groups visit the post office cither monthly (several
times a year, once a month, several times a month) or weekly (once a week, several times a
week, daily). This could be attributed to the fact that older people arc ess accustomed to using
the internet and they are morc used to going to the post office to mail a letter. These people may

also have more time on thetr hands to visit the post office.
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If Available, | Will be Willing to
Purchase Stamps Over the Internet

4 or 5 (Strongly Agree)
3 (Neutral}

}

| 1
| | -
] | [ I i

0 10 20 30 40 50
% of All People Surveyed

1 or 2 (Strongly Disagree)

Overall, there are more people who would be willing to purchase stamps over the
internet. however, the difference between “agree”™ and “disagree” is minimal. Also, twenty-five

pereent of the people surveyed took a neutral stance on the question.

if Available, 1 Will be Willing to Purchase
Stamps Over the Internet

B4 or 5 (Strongly Agree) i :

‘1 or 2 (Strongly |
| Disagree) k

% of People in Each Age Group

When broken down by age group, it is clear that older people are less willing to purchase
stamps over the internet while younger people are more likely to use this innovation. For the age
groups of 50-64 and over 65, thosc who disagreed outnumbered those who were willing to use
the internet to buy stamps. On the contrary. a majority of those 20-34 and under 20 strongly

agreed that they would be willing to purchase stamps over the internet. For the age group of 35-
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49_those surveved were equally divided on the issue. The fact that the older age groups were
more likely to disagree with this niew way to purchase stamps can be attributed to their lack of
technological knowledge and comfort with the internet. However. younger generattons are generally more

accustomed 1o using the internet and can sce the convenience 1n this method of purchasing stamps.

| View $0.37 for a One Ounce Letter as
Reasonable

| 4 or 5 (Strongly Agree) ' :
3 (Neutral)

1 or 2 (Strongly Disagree) :
0 10 20 30 40 50
% of All People Surveyed

More people felt that $0.37 for a onc ounce letter is unreasonable than reasonable,

| View $0.37 for a One Qunce Letter as

Reasonable
o | - . _ 1
g over6s - ‘B4 or5 (Strongly |
& | Agree)
bS] '010r2 (Strongly ||
é‘a under 20 | —— ; Disagree)
0 5 10 15 20

% of People ;

The age groups of under 20, 20-34, and over 65 gencrally thought that $0.37 was
unrcasonable. These age groups usually have lower incomes than people 35-49 and 50-64

because they are students, are just starting their carcers, or are retired so they may be more



sensitive to a higher price. Also. people over the age of 65 may be more accustomed to much

lower prices for a stamp. The age groups of 35-49 and 50-64 thought that this price was more

reasonable.
Overall Rating of First Class Mail
4-5 {Good- | I38°/
Fxcellent) °
= 3 (Neutral} ' 58%
® !
1-2 {Poor-Okay} |5%

|
| - ]
0% 10% 20% 30% 40% 50% 60% 70% |

Percentage of All People Surveyed

The majority of people surveyed did not have a strong opinion about first class mail
because as long as their letters or packages are delivered in @ timely fashion they have no reason
to rate the service as poor or excellent. However, the people who telt strongly generally thought

that first class mail was good or excellent.

| rate first class mail as... |

| [@4or 5 (Good-Excellent) |
' 01 or 2 {(Poor-Ckay) |

Age Group
[#+]
5
I
[{e]
B

Under 20 |

0% 20% 40% 60% 80% 100% I
Percentage of People Surveyed in Each Age Group |
i
Opinion on first class mail depends largely on personal experience. We see no direct
correlation between opinion of first class mail and age groups. People who have a strong

opinion gencrally have had either a specific positive or negative experience outside of the regular

mail dehivery.
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Overall Rating of the Postal Service

| |
| | |
4-5 (Good-
Excellent) 38%
g :
= ;
. 3 (Neutral) 45%
-
: ]
1 or 2 (Poor-okay) 18% oo
0% 10% 20% 30% 40% 50% |

Percentage of All People Surveyed

Out ol the participants in the survey, most took a neutral stance on the overall rating of
the postal service. Of those who did have an optmon, more people had a favorable vicew the

postal serviee’s performance.

Overall Rating of Postal Service

!EM or 5 (Good-Excellent) ‘

Age Group ;D1 or 2 (Poor-Okay}

0% 10% 20% 30% 40% 50% 60% 70%

Percentage of People Surveyed in Each Age Group

Analysis of the data through age groups showed that the age groups over 65 and under 20
had the largest percentage of those dissatisfied. The remaining age groups, which fell between

20 and 65, were, for the most part, more than satisfied with the postal service. In the age group
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ot 35-49_ no one rated the postal service as poor. Becaosce there are so many external factors
that may attect one’s opimion on the overall evaluation of the postal service. it s difticult to
explain the reasons for our results. Perhaps analysis of the data considering income levels, race.
gender, or location ot the post office would have provided a better explanation of the data.
Conclusion:

Overall, we found that the maority of those sampled would be willing to purchase
stamps on the internet, disagree with a three cent increase in stamp price. and were satisfied with
Airst elass mail service and the post office in general. However, many people took a neutral

Theretore. it is difficult to arrive

stance which provided an unclear assessment of their feeling
at a concrete conclusion on which actions the post office should take in the future.

There may be several reasons that our data may not be representative of the entire
population. These findings are also not conclusive because the sample was not representative of
the entire population or random. [t may not be representative of the entire population because
most of the surveys were taken by people with common demographics. Also. there were many
variables which were not taken tnto consideration (i.c. mcome, race, gender) when analyzing the

data.
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Power Point Presentation

Visits to the Post Office

65 Emr S
50-64 Fmmmrtartes CJNever
Age Group  35-49 R Leoanrtlzly:
20 [Weekly |
Under 20 i

0 20 40 60 80
% of People in Each Age Group

Frequency of Visits

» Younger age groups visit post office less
often

» Older age groups visit post office more
often
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If Available, | Will be Willing to Purchase
Stamps Over the Internet

@ over 65 | :
g 50-G4 = ‘ 54 OrS(StronglyAgree)‘
6 3 5_49 = = T T Tl T T R TR T i
W 20-34 ‘Ot er 2 (Strongly
2 under20 pEEEmEm——m=s | Disagree)

0 20 40 60 80

% ofPeopte in Each Age Group

Purchasing Stamps Online

s Older people less willing to buy stamps on
internet

* Younger people much more willing to buy
stamps on internet
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IView $0.37 fora One Ounce Letter
as Reasonable

over@5 ! E4 or 5 (Strongly |
50‘64 ﬁ ' Agl’ee) }
35-49 |
20-34 e
under 20

1 or2 (Strongly |
Disagree) 1

Age of People

% of People

Is $0.37 Reasonable?

« Majority of under 20, 20-34, and over 65
say that $0.37 is unreasonable

« Majority of 35-49 and 50-64 say that $0.37
is reasonable
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| rate firstclass mail as...

50-64

35.40 A

Age Group

20-34

Under 290

0% 20% 40% 60% 80% 100%

Percentage of People Surveyed in Each
Age Group

First Class Mail

B4 or 5 (Good-Excellent)
1 orZ (Poor-Ckay)

* Many more people said first class mail was

good or excellent than poor

* Opinions on this service depended largely
on personal experiences, not age groups
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Cwverali Rating of Postal Service

@4 or 5 (Good-Excellent)

Age Grou
9 a 1 or 2 (Poor-Okay)
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Overall Ratings

» Under 20 and over 65 had largest
percentages of dissatisfied people

» Other ages were generally satisfied

» No one 35-49 was dissatisfied
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I. Introduction:

The purpose of this project 1s to get a general overview on public opinion regarding the
level of service the LS. Postal Service provides. as well as the views on the proposed increases
in postal rates from 34 to 37 cents.

We decided 1o focus on some of the more significant aspects that stood out from the
United States Post Office survey conducted. We tried to focus mostly on the general opinions of
the $.37 increase on one-ounce stamps. the overall opintons on the various services offered at the
11.S.P.S., the usage of internet versus the age group of the respondents and if that had any
mfluence on whether people were willing to buy stamps on the Internet. and if the t).S.P.S.
needed any spectltc improvement on a certain service that they provided. Other significant

trends that we noticed will be mentioned further along in this report.

11. Demographics
We surveyed a total of 53 people and broke the audience of our survey into the various

demographics as shown in the graphs below: ethnieity, age. gender. and income.

Ethnicity Age

g Asian Pacific

4% Islander go;, 4% 1%

@ Caucaisan g Under 20
. . m21-34
[OQHispanic 26% [335-49
g African [o0-64
American mOver 65
34% m Other

These are the breakdowns in terms of ethnicity. As you can see, These are the breakdowns in terms of age.
‘There are predominatly more Asian Pacific Islanders and There are a majority of 21-34 vear olds than
Caucasians than any other ethnic group surveyed. any other age group.



Gender

0%

47%
53%

O Gender
g Male
[ Female

Fhese are the pereentages of the male and female
respondents. s vou can see. there is a pretty even

pereentage of males and females

Income

OUnder $15000

8%

m 315000 to under
$25000

0 $25000 to under
$50000

gOver $50000

35%

m No Response

This pie chart shows the breakdown of income Among
the people surveved. There is a majority of $23000 o
under $30000 income group and the $30000 income
group.

111. General Opinions on the Level of Service

Our survey was set up so that the respondents rated the postal services or products on a

scale of 1-3. 1 bomg extremely disatisfied and 5 being extremely satisfied. The respondents also

had the option of answering 0. which meant the question was not applicable to them i.c. they had

never used that service belore.

We broke our data into general categories of Dissatisified. Satisified. Neutral. and Not

Applicable. Dissatisfied consists of those respondents who answered either 1 or 2. Neutral

consists of respondents who answered 3. and Satisifed consists of respondents who answered

with either a 4 or 5.
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Percentage of Total Respondents that are Satisifed with USPS
Services

Heurs of Operation O T =]

Ease cf Picking up Packages [T T 7]

Ease of Mailing Packages [T}

Ease of Buying Stamps [ T T T T T

Postal Service Insurance Claim Frocess pm=———
Responsiveness of Customer Complaints )

Timeliness of Mail Delivery [— - e |

Services

Delivery Confirmation Mail

Cerlified Mall p————"——————

Express Mall [ o

Prionty Mail [ L T T T

First Class Mail [ ey

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0%

pPercentage Percent of Total Respondents

This graph represents the overall satistaction with the various services of the U.S. Post
Office.
Generally. most of the survevers were satisiled with the services or products offered by the
U.S.P.S. However. there were two interesting outliers of the overall satisfaction of the U.S.P.S.
being the “Postal Insurance Claim Process™ and the “Responsiveness of Customer Complaints™.
The first impression that we got was that most respondents were dissatisfied with these services,

however, when investigating the reponses, we came to a different conclusion.
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"Not Applicable” vs. "Dissalisifed” Views on the
Responsiveness of Customer Complaints

Cther

Hispanic

.%‘ @Dissatisfied
= African American .
§=t_:, gaNot Applicable
i}
Asian Fanihc |
Isiander R Rt R R i T RS |
Caucasian —

L
0.00% 10.00% 20.00% 30.00% 40.00% 5000% 6000%

Percent of Total Respondents

We investigated the views on how the people felt on the ULS.P.8” Responsiveness of
Customer Complaints by the breakdown ot the ditferent ethnicities. Asian Pacific Islanders and
Caucasins were not as disatisifed with this service. however a greater percentage responded
with a 0 or “Not Applicable™. On the other hand. a larger percentage of Hispanies and African
Americans answered with a “dissatisifed™ than with a "Not Applicable™.

"Not Applicable” vs. "Dissatisified” Views on the Postal Service
Insurance Claim Process

Other

Hispanic

. Dissatisfied

African American ENot Applicable

Ethnicity

Asian Pacific Islander

Caucasian

0.00% 10.00% 20.00% 30.00% 4000% 50.00% 60.00% 70.00% 80.00%

Percentage of Total Respondents
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By looking at the responses of Postal Service Insurance Claim Process. we found that 4
out of the 5 ethnic groups that we surveved. Hispanie. African American. Asian Pacific Islander.
and Caucasian, all answered “Not Applicable™ as a larger percentage than they answered
“Disatisified”. We came to the conclusion that maybe most of the respondents did not know
about this service or did not use it as they did not find it usetul, This 1s an interesting question
that our group would hke to further investigate.

IV. Opinions on Postal Rate Increase to $.37

Our group decided to investigate on how the ditferent genders viewed the $.37 increase

on a one ounce stamp. This next graph 1s an analysis on the gender views on the $.37 one ounce

stamp as reasonable.

Gender Views on $.37 One Ounce Stamp as Reasonable

Not Applicable -

Satisifed

@ Female
‘pMale

Opinion

Neutral

Dissatisifed

0% 10% 20% 30% 40% 50% 60% 70%
Percentage of Total Respondents
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there is 2 po correlation between people that use the USPS {requently and a dissatisfaction of a
$.37 increase. People that did not use the USPS often were just as disatisifed with a stamp price
increase. Another interesting point that we came to notice was that the income group Under
£15000 seemed less in disagreement towards the increase than people with higher mcomes. This
shows that income does not strongly correlate with the respondents” opinions on the price
increase. However. 1t seems in general that the respondents are in disagreement with a $.37
stamp increase.
V. Willingness to Purchase Stamps over the Internct

We also compare the willingness of respondents to purchase stamps over the Internet

with the age group they belonged to.

Age-Group Vs. Willingness to Purchase Stamps Over the Internet

QOver 65
50-64
} aN/A
S 35-49 DAgree
g m Neutral
— [ Disagree
- 1
Under 20

00% 100% 200% 30.0% 400% ©500% 600% 70.0% 80.0%
Percentage of Total Respondents

As can be seen. the two arc inversely related: as age decreases the willingness to purchase
stamps over the Internet increases. In addition, the age bracket 50-64 and over 65 are not as

receptive to purchasing stamps over the Internet compared to those in the other age brackets. It



is also interesting to note that in the 20-34 age bracket there is an equa) amount of respondents

that are cither unwilling or willing to use the Internet to purchase stamps.

VI. The Effect of Other Means of Communication

We added a question onto our survey requesting our respondents to give an estimated

percentage on how often they used the different means of communications: e-mail. tax. Postal

Services. Other Postal Carriers (i.¢. Fedlx). and Other. We thought that. since these days. many

reople tend 1o use email, fax, ete.. this would affect their use ot the Postat Services and/or their
peop

opinions of it.

First of all. for both ot the above araphs, we grouped 1 — 2 under “Poor.” 3 under

“Neutral.” and 4 — 5 under “Excellent.” This allowed us to better sce the differences between the

data,
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Use of Postal Services Vs. Opinion on
Timeliness of Mail Delivery
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We tried to find out if we would be able to ind a correlation between the two data. j.¢,
for the Iirst graph. i a person used email or fax more than he did the Postal Services. would his
opiion more likely be negative? Would his usage of emaitl or fax be a result of a negative
opinion (would usage be a result of opinion?)? Or. 1o turn things around. would opinion be the
result of usage? Did a person who used Postal Services less be more likely to answer positively
because he had @ less number of experiences with the UL.S.P.S 10 base his opinion on? Did a
person who used the Postal Services more be more likely to answer negatively?

With our surveyv. we found no correlations. Most people tended to answer 3—-neutral.
Only when a person used all means equally did he tend to answer more satisfactorily.

For the second graph. we also thought that. perhaps. if a person had a low opinion on the
timeliness of mail delivery. this was the reason they tended to use other means of communication
more often. From our survey. however. people who used email or fax more often actually tended
to have a higher opinion on the timeliness of Postal Service delivery—and those who did use the

U.S.P.S. had a lower opinion on it.



VIL.  Conclusion

While we attempted to gather a random sample. our data may be skewed by the large
number of responses coming from Caucasians and Asian Pacific Islanders. Another factor that
mayv have atfected our data was the disproportionate age and income groups (i.c. more 20-34
yvear olds and more peoples with incomes over $50000). In addition. a farge number of our pool
of respondents came from the Los Angeles arca. Most Post Oftices in big cities may be less
accommodating because of the large number of people that po there. Therefore. our data may

not retlect the views of evervone the LS. P.S. serves.
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Overall Excelience by Age Group
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With the objective ol evaluating the United States Postal Serviee’s perceived

etfectiveness, the first comparison that is prudent to discuss is the overall public feeling towards

the postal service broken down by age group. We wanted to sce if there was any difference ol

opinion between different ages. and if there was. which ages were more satistied than the others.

We compared the number of responses that were fours and fives and then turned them into

percentages for each of the groups. The graph that we got was bell shaped with the majority of

the data located in the 20-49 age group region. In both of these age groups the percentage that

gave either a four or five was around 80% as opposed to the younger and older age groups that

only had around 17% that gave it a four or five. This comparison showed that there was indeed a

significant difference in opinions between the various age groups. The middle age population

(20-50) seemed to be the most satisfied with the postal service, and the older and younger
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populations were stgnificantly less satisfied. The average response for people under 20 was o 3.
for 20-34 and 35-49 the average was a 3.8, 30-04 was 3.0, and 65 and over was 3.5
The next compartson that we decided to make to measure the overall satisfaction was (o

compare the responses for the overall feeling towards first class mail. the case of mailing
packages. and the overall excellenee of the post office. We thought that those would be good
factors to compare to sce what influenced the public’s opinion towards the post office. The
graph that we developed for this comparison is skewed Jeft. with the majority of the data being
located in the 3.4 and 3 regions. This means the majority of the responses given for these
questions were average or above average. By the similarity of the spread it looks as though there
is a possibility that these three factors are correlated. The average for all three of these questions
was a 3.0. but they had varving standard deviations (which were also tairly close}. The standard
deviations were 1,289 for first class mail. 1.124 for ¢ase of mailing packages. and 830 for
overall excellence. The overall excellence had the smallest standard deviation meaning that the
data varied less than the other two. so the average. 3.6, was a fairly pood estimate.

What 1s interesting in this graph is that both case of mailing packapes and feelings

towards first class mail had the majority of their data in column four. First class mail had 49% ot

Satisfaction Responses
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the data in column 4. and case of matling packages had 40%. meaning that their feelings were
above average. The majority for overall excellence was in column 3. with 45% ot their
respondents giving it an average rating.

One of the most important compoenents of the survey. vet one of the hardest to track and
interpret. revolves around the respondents” opinions on raising the price of mailing a one-ounce
letter [rom its current price of $.34 to $.37. When studyving the respondents™ willingness to do
this, we find some interesting trends. One of the first of these revolves around the correlation
between the respondent’s age and his/her willingness to raise the price. As yvou can scee of Graph
5 below. the distribution is roughty bell-shaped and umimodal. centered on the ages 35-49.
Interestingly. those within the 35-49 age range were lar more likely than other respondents to see

the price 1increase as reasonable.

"$0.37 Reasonable" by Age Group  Graph 5
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Nearly 80% of those in the 35-49 age range thought that $.37 was reasonable whereas all
the other age distributions were 50% or below. The extreme age distributions (above 65 and
under 20) were the least likely to sce the price increase as reasonable. This is probably attributed

to the fact that people in those distributions do not have full-time jobs and thus have a lower

136



income level: they would see the price mercase as more signifhicant compared to working baby-
boomers.

Since the 35-49 age range 1s an active distribution - they are perhups the most polincally
active segment and a large portion of the work-force and management teams ol companices. the
price increase has a greater chanee of being enacted and aceepted even if the other less powerful
distributions. under 20 vears tor example. are opposcd. Overall. however. the mean score of all
respondents was a 2.911 signifving that most people are neutral. not strongly agreeing or

disagreeing with the price increases reasonability.

First Class and Overall Excellence Among Supporters of $0.37

Respcnse
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Another correlation with the respondents” willingness to sce the price increase as
reasonable was their level of satisfaction with the postal service. There 1s a direct retationship
between pecoples” view of the price increase and their perceived level of service. On Graph 6. we
sce that nobody that rated the price increase reasonability as a four or five thought the postal
service was doing an excellent level of service. On the other hand. those satistred with the postal
service saw the increase as acceptable. I the postal service improved its services. perbaps more
people would favor a price increase.  Especially when looking at individual responses. it is
apparent that particular people who were angered at the postal service and gave it constant one or
two ratings, were strongly opposed to the 1dea of raising rates.

The United States Postal Service is looking to enact an automated system of purchasc tor
stamps over the Internet. The proposed system uses a secure server i which stamps can be
purchased over the Internet with the use of a credit card. Determining potential end users
propensity 1o use such a system is key in deciding whether or not to go lorward with
implementation.  In testing for an end users propensity to have a positive inclination to use such
a system we decided their opinion would be basced on certain existing partialities and
predispositions. Currently there is an automated system at certain physical locations where
customers can purchase stamps with a credit card.  This is the closest system currently 1n use to
the new proposed Internet system: with the main correlation being the use of a credit card to
purchase the stamps. We belicve two of the factors determining the effectiveness of the
proposed online system are: people’s proficiency level with the Internet and their comfort level
with using a credit card over an electronic medium. In researching the feasibility on the
customer side of an Internet based stamp purchasing system, we looked at the existing customer

satisfaction with credit card ordering. as well as asking directly it potential customers would usc



an onhine ordering system. This data was then correlated with their age (as there 1s plausibiy a

direct correlation between age and computer proficiency on the population level).

Percentage of Responses by Age Group
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The chart above shows the percentage of people who responded positively (a 4 or 5. with
5 being the highest rating)} in cach age group to both the proposed E-stamps and the current
credit card purchasing system. The credit card approval rate 1s markedly higher in all age ranges.
In fact. the average approval rate of Credit Card billing at physical locations is 207% of the
average positive response to e-stamp ordering. However, when the 65 and over age category is
eliminated. the difference in approval ratings closes by 53%.

The overall trend tends toward a high correlation between positive personal impression of

credit card ordering and a positive opinion of E-stamps (with an exception of the over 65
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category in which no one had a positive response 1o J:-stamps). E-stamp positive opiniens laggeed
13-30% behind credit card opinions in each category but always reacted in the same direction.
Out of a total of 45 respondents, only 22 had a positive opinion of Credit card billing. and only
12 had a positive opinion of e-stamps. From the data set as a whole. the average response from |
(lowest) to 5 (highesty was 2.73 on e-stamp ordering and 3.29 on credit card ordering. with
respective standard deviations of 1.483 and 1.408. The 90% confidence interval is then
calculated to be 2.37<x<3.097 for c-stamps and 2.94<x<3.63 for credit card ordering. This
shows with a high degree of confidence that the population’s response to both ordering solutions
is [ess that positive. [nterestingly respondents age 335-64 had the highest positive response rate.
So while it scems logical to assume young people would be the most likely to use electronic

mediums to purchase stamps. the data does not necessarily uphold this assumption.

Ease of Buying Stamps vs. "4" or "5" Responses on E-Stamps
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*I must be noted that only one person who had a positive response 1o e-stamps voted a | and one person a 2 on the

case of buying stamps guestion.
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Another prominent factor i a customer’'s propensity to usc the Interncet to buy stamps 15 ther
current impression of how easy it 1s for them to get stamps through conventional methods.

The graph below shows the percentage of positive response (4 or 5) on the e-stamp
question cateporized by their opinion on the ease ol buying stamps. For example: 23.54% of
people who voted a 4 on their opinion of the ease of buyving stamps said they had a positive
Inclination (o buy e-stamps.

The general correlation shown in this graph is that relatively few (less than 30%) people
had @ positive opinion of buying stamps on the Internet. The Togical assumption would be that
pcople who like using credit cards (o purchase stamps would appreciate the convenience of the
Internet and also like purchasing over the Internet using the same credit cards.  However.
relatively few people had a high opinion of e-stamps. [t is also notable that the hagher opinion a
person had on the use of a credit card to buy stamps at a physical location. the higher their
positive response rate was o e-stamps. This shows that people who are not satisfied with
existing credit card purchasing options are not likely to view the internet e-stamp purchasing
option as a viable alternative.

In evaluating this discussion of the public opinion of the United States Postal Service one
must keep in mind that ihe data set was skewed to the pimarily Caucasian demographic with an
income above $50.000. Regardless of this innate disadvantage. the data set implies that the U.S.
Postal Service customer has a neutral to good opinion of overall service. of the overall timeliness
of the postal service. and over 50% said that a postal rate increase would not affect their usage
patterns. In the process of researching, the most often voiced complaint was not the Postal
Service’s service on the whole but rather the individual customers experience at the individual
postal precinets.  Perhaps more attention should be given to the customers experience at the

Postal Otfice rather than to package services to increase the public’s overall satisfaction.
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The results of the first question helped to show that people tend to agree with or like the United

States Postal Office and its various functions. For example. in the following graphs. the “good

rating” (3 or higher) far outweighed the bad in any of the services. Priority Mail received the

highest ratings and Delivery Confirmation Service the lowest: that. however. was most likely due

to the large number of people who had never used the service.

Opinion Towards Services of the Post Office
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What can be deduced from this. then. is that most people are happy with the service they receive:

they find what they are offered at the Post Office adequate. The Post Oftice therefore doesn't
have to do much in way of improving its actual dehivery services.

The actual opinion of the “service” (the way by which it performs its services) offhc post
office was not as overwhelmingly in favor as the various “services” that the post office offers.
Although. for the most part. people did rate the various tasks as “good™ (again, a 3 and above)

there were many more “poor” complaints than previously.
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This would perhaps indicate that although people use and enjoy what the Post Office has to ofter.
they are not as pleased with how they oller it: “Responsiveness 1o Customer Complaints™
received the lowest ol all of the ratings. (Although the favorable “Postal Insurance Claims
Process™ was very low. this 1s due to the large amount of people who have not used the service.)

{iiven. then. this generally tavorable opinion of the Post Ofltice leading into question three.,
we would expect that the trend would continue. [t does. for the most part, although the negative
(in this casc “Disagree™) ratings occur with greater frequency. Although most people agree that
the Postal Service has improved over the past several years. there are some people (9, to be

exact) who feel that is has not improved.
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The mostintegral portion of the question i1s the one that asks how one agrees with the

statement T view a $.37 increase in the price of stamps as reasonable.” The survey found that

the majority of the people - 24 - agree or strongly agree with this statement: they are willing to

pay a price increase. Yet 17 people (419) disagree or strongly disagree with this statement.

This reveals that the Post Office will have trouble winning over the hearts of the people should

they choose to

implement this price increase. The question becomes. then. who does it need to

win over—in other words, 18 there any gender or age that would be more willing to pay?
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Opinion Towards Various Aspects of the Post Office
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O N/A

The level of the Poseal Service has improved compared 10 3 years ago.
If cvailable, 1 will be willing to purchase stamps over the internel
will be witling to use my credit card to purchase postal products in excess of 53

from a vending machine.

fview 8.37 for a one-ounce letter as reasonable.
Overall, Twould rate the Postal Service today as excellent.

The following graph shows the effect of age on the opinion to the post office. As can be seen. both

ages are supportive of the Post Otfice: however, individuals under the age of 34 are much less likely to

support it than those thirty-five and older. Although the survey showed that more 0-34 vear olds are

“favorable to the past office.” they are less Hkely to be “indifferent™ (a ~37) than their older counterparts.
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Eifect of Age on Opinion Towards Post Office
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Surprisingly. the survey also showed that women are more likely to be unfavorable to the
post otlice than men. although the results were very close to each other. Women were much
more likely to be “indifferent”™ to the post office. but men were more likely to be favorable. as a
whole.

Edfect of Gender on Opinion Towards Post Office
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When this s compared with the willingness to pay the increase. men were, expectantly. much
more willing to payv the increase than were women {although not by very much). This is in
keeping with the expected trends from the “Effect of Gender on Opinion Towards the Post
Office ™ —since men have more tavorable feelings towards the post office. they would be much
more willing to do see it improve and become even better. Since women have more negative
feelings towards the Post Oftice. they would be lTess willing to put any more money into it

Effect of Gender on Reasonability of Increase
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Therefore. if the post office is pushing to get this increase through. they will have thc hardest
time convincing women and the younger generation. and should cater any campaign in that
respect 1o these people.

Yet why are people unwilling to pay the price increase? Most people agree that the

Postal Office provides a decent service to them and are responsive to their needs; they. as noted
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carlier. are pleased with what the Postal Service has to offer them. Would there be anything that
would make people more willing to pay the increase?

In order to find this out. we chose to investigate the reliability of the postal service.
something that has been the punch line of numerous jokes over the vears. The question was
asked. ~On average. how reliable would you say the U.S. Postal Service 1877 The options of
“Very Rehable” “Somewhat Reliable.” “Somewhat Unreliable.” “Very Unrehable.” and “Don’t
Know™ were given. The resulis came out as such:

Reliability of Post Office

25
Very reliable  Somewhat  Somewhat Very Bon't know
reliable unreliable unreliable

The results weren t quite as expected. Given the overall faverable reviews of the Post Office
carlier, we were surprised to find the large number of people who found the post oftice either
“unrcliable™ or cven those people who found 1t “very unreliable.”™ Twelve people—out of 41—
sald that the Post Office did not meet their standards on rehiability. This. then, can be considered
a serious problem. something that defimtely necds to be dealt with.

The natural progression then became. Vif a three-cent raise in the price of a first-class stamp
would incrcase reliability. how willing would you be to pay?” The results showed that most

people would not be any more or any less willing to pay. There was, however. a significant
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amount whe would be fess wilfing o pav il itinereased rebiability. This, at first. was puzzling.
What we determiined. however, 1s something that was mentioned earlier: people with negative
feelings towards the post office would generally have negative feelings across the board. And.
when taking this survey. they would mark anything that would portray the post office ina
negative light, hence the perplexing rating: people who are opposed to the increase will be
opposed to it no matter what.

Willingness to Pay Increase
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same

Finally. we thought it necessary to view the eftect that any new services the Post Office could
employ that would have a positive effect on its overall usage. As shown earlier, people
responded quite favorably to the idea that they would be able to buy postal products in excess of
$5 in a vending machine; this is something that the US Postal Service should look into
implementing. They also responded quite favorably to the idea of E-Stamps. electronic stamps
that are purchased over the internct. Since that seemed like a very intriguing idea. we decided to
Jook at the whole “internet revolution,” and see its effect on the Post Office and see 1f the Post

Office could benefit from becoming an integral part of 1t.
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The question was asked of the respondents. ™ To whar extent has clectronic mail (e-mail)
atfected the volume of tirst-class postal stamps vou purchase in a month”?” The results are as
follows:

Effect of E-mail on the Post Office
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As can be seen. E-mail has had a direct effect on the entire United States Postal Service—a large
number of people said that there purchase of stamps decreased in volume. This is something that
the Post Office cannot ignore. As technology progresses. they stand to lose a lot of money as a
result of e-mail decreasing the purchase of postal stamps.

The idea of E-Stamps. then, scems very intriguing. Yet will that do much to help bolster the
sail of postage stamps? Will that reach those people who are less likely to buy stamps?

The next graph helps to answer that question. It shows the effect that age has on e-mail and

the willingness to use e-stamps.
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E-Stamps and Age
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As can be expected. those 34 vears and vounger are much more likely 0 say that E-mail
has decreased the volume of stamps that they have bought. But what is really interesting is the
fact that they still aren’tas willing to purchase stamps over the internet as those 33+, Although
they are “favorable™ to this idea. the older generation, who hasn™t been as affected by e-mail
{and. as shown are carlier, are more favorable 1o the Post Office in general) are more favorable to
the idea of e-stamps. What can be interpreted from these results is that the younger generations
sees e-mail as an alternative to the Post Office in general, and are not too willing to replace that.
35+ year olds. however, favorable to the Post Office and its reliability. don’t. perhaps. see the
Post OMfice being replaced by email. and would be more willing to do other. new and innovative
ideas to bring it together. Perhaps, also, they would be willing to spend the time to order such
stamps on the computer; 34 year olds and younger simply don’t mind using e-mail for the

majority of their postal needs.
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total surveved because i someone did not have an opinien about the product (such as delivery
confirmation mail) ther ihey essentially didn’t use it. This way. we tound the proportion of
people who enjoyed the product who actually used it. Our results are i the table below. As vou
can see. First Class and Priority Ml had the best results with about two-thirds of all users
enjoying the service. Less than a third of all users of Delivery Confirmation Service and
Certified Mail received less than a third of gave these products satisfactory ratings although it is

important to note that almost all the other ratings for these two products were 3’ s—just average.
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Postal Service’s Service Ratings
The second area of questions pertained to the postal service’s service quality. For this part we
applied the same methods as the previous one, finding out which services were rated the most

satisfactory by combining all 4’s and 57s. For this section. the results were more varied in
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ratings {rom 1-5. The highest roted services were ease of buving stamps. timeliness ot delivery.
and case of mailing packages. Survey participants gave these services a litthe over 30 percent of
a positive vote. The lowest rated services. cach receiving about 1/3 positive votes. were ease of
picking up packages. insurance claim processes. and responsiveness 1o complaints. The results

arc shown 1n the table below.

% of Favored Responses
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Ease of Picking
Up Packages
Insurance Claim
Process
Responsiveness
to Complaints

Postal Service Changes
The third section dealt with changes with the postal service. The most relevant question here
was how people felt about the increase in postage 10 $.37. Of the people survey, over half of the
respondents (53%} felt that $.37 was a reasonable price for standard postage while a little less
than one-third of all respondents (32%) felt that the price hike would be too expensive.
Regarding the usc of purchasing stamps over the Internet. 25% respondents did not care about .
Of the 30 holding an opinion. a little over half (53%) felt that they would probably purchase

stamps that way while a little over a quarter (26%; said that they would not use the service.



Ilsing a credit card for stamp purchases was highly reearded as well with 60% of respondents
saying that they would be willing to use credit cards tor purchases ot over $5. In contrast. only
20% ot people surveyed were opposcd to the idea. Regarding changes in quality in the postal
service most either held no opinion or were neutral in 1 As for the rest, 28% did not feel that
postal service quality improved in the past five vears while only 21% felt that it did. On the
bright side however. most people feel that the overall quality of the postal service 1s quite
excellent, with only 7.5% ol the respondents disagreeing with the statement. In contrast. 42.5%
felt that the service was excellent.

Frequency of Visits to the Post Office
Of our respondents. we recetved a good variety of people regarding their number of visits to the
post office. 33% ol respondents visited the post office weekly. 27% visited it monthly. 37%
visited it several times a vear. and only 3% visited 3t several times a week.

Electronic Stamp Usage

This question held a lot of importance in the questionnaire and was somewhat related to section
37s question ol purchasing stamps over the Internet. Responses to this question were quite varied
with 6 respondents having no preference for it. 29% being extremely Iikely 1o use the service.

and 47% being unlikely to use it. The table below shows our findings.
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E-Stamp Usage

O # of people

Designing Your Own Stamps

The final question we had on our survey dealt with how likely people would use a service that

altowed them to create their own stamps. Results for this question were slightly more positive

than the ones with F-stamps. with 37% of the people telling us that they would likely use the
service. Only 26% said that they would probably not use the service and 5 people had no

opinion regarding the scrvice. The following table shows our results.

157



Designing Stamps Service

JE. N WY

ONPROOON M

O # of People

Conclusion
People seem 1o be generally satistied with all aspects of the post office. E-stamp usage seems to
be met with moderate appreciation while the ability to design vour own stamps is met with an
even greater feel. The price hike seems to be generally accepted. with over halt of the
respondents teeling that it s a fair price to charge. Lastly. survey participants feel that the case

of buying stamps. mailing packages. and receiving them on a timely
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Power Point Presentation

Greg Gilreath, Anand Mahéndta,
Brian Tom, & Doug Weitzbuch

% of Favored Responses
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First

% of Favored Respol aken from all Excellent and Good responses,
divided by the total number of people holding an opinion for the product.
(“No response”™ results were taken out)
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% of Favored Responses
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%% of Favored Responses taken from all Excellent and Good responses,
divided by the total number of people holding an opinion for the service,
{"No response” results were taken out)
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M.

Group Thirteen Project of Danielson: Power Point Presentation

POWER POINT PRESENTATION OF GROUP THIRTEEN
BUSINESS DECISIONS UNDER UNCERTAINTY
CLASS AT THE

UNIVERSITY OF SOUTHERN CALIFORNIA

PREPARED BY:
MR. DANIELSON

161



Power Point Presentation
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Service Quaity and Stanrp Pric
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