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This report documents the design, implementation, 
and findings of the Postal Fiscal Year (PFY) 2001 
Household Diary Study (HDS). The HDS is a 
continuous study which measures household mail 
volumes, mail behavior, and service preferences. This 
study addresses three significant segments of mail 
volumes: (1) household-to-household (2) household-to- 
nonhousehold and (3) nonhousehold-to-household. 
The fourth mail volume segment, nonhousehold-to- 
nonhousehold mail is outside the study’s scope. The 
HDS is administered by the Demand Forecasting & 
Economic Analysis section of the United States Postal 
Service (LJSPS) Finance Department. 

Background 
The purpose of the HDS is to gather information on 
the volume of mail sent and received by US .  
households. USPS conducts the study in order to 
track the flow and volume of mail for key mail 
classifications, the uses of the mail, and how these 
relate to socio-demographic information about the 
households. The HDS also collects data on level of 
use of mail alternatives. I t  is based on a stratified 
random sample of 5,300 households annually. 

Demand Forecasting & Economic Analysis (in the 
USPS Finance function) has administered the HDS 
h c e  ita inception in 1987. The study has been 
conducted annually since then, following the USPS 
heal year calendar. PFY 2001 began on September 
4,2000 and ended on September 2,2001. The “Postal 
Fiscal Year“ is made up of 13 four-week USF’S 
accounting periods and is divided into four quarters. 
Each of the 6rst three quarters is twelve w e k a  long 
and contains three accounting periods. The fourth 
quarter is sixteen weeks long and contains four 
accounting pericds. 

This information is used for the volume forecasting, 
planning, marketing and ratemaking functions of 
USPS. In addition to the issues that relate to 
traditional mail volumes, USPS has been increasingly 
interested in tracking the adoption and use of 

electronic communications technologies. The HDS 
tracks the use of e-mail, online shopping and online 
bill payments, among other technologies. USPS uses 
these data to assess what impact these technologies 
have on traditional mail volumes to and from 
households. 

How many moil pieces originate and destinate 
in U.S. households annually? 

What ore moior trends in moil flows between 
households and businesses? 

Whot USPS services do households use for their 
personol ond business communications? 

What ore First Class Mail usage potterns? 

Are moil usage levels for bill poyments 
changing in the U.S.? 

What ore Direct Moil volumes and how ore 
these affected by household dernogrophics? 

Whot ore household members’ ottitudes toward 
odverfising mail and their in-home responses 
to it? 

What ore total Periodicals Volumes delivered 
by USPS and received by households? 

What is the overall picture of Pockage volumes 
ond the characteristics of USPS customers? 

How is new technology changing mail usoge 
levels and household behavior? 

NuStats, a full service survey research h n  located in 
Austin, Texas, conducted the PFY 2001 HDS. This 
report presents findings from that study. Where 
appropriate, data from PFY 2001 is compared to 
previous years to identify underlying trends in 
household mail usage and receipt. Except where 
noted in this report, the survey questions have 
remained consistent between PFY 2001 and PFY 
ZOO0 studies. All survey instrument m&cations, 
data collection, and data analyses were conducted by 
NuStats, under contract with the USPS. 
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Study Design 
’ne objective of the HDS is to collect data to support 
e estimation of household-based mail flow demand 

models and support analyses of mail-use 
characteristics of U S .  households and businesses. 
The household is the basic interviewing unit in this 
study for all elements of the survey. 

The HDS study uses a two-stage survey design in 
which Stage 1 is an  interviewer-mediated household 
interview and Stage 2 is a self-completion mail diary. 
Appendix B contains the survey instruments. 

1 Household Interview ’, . ’ I 
The household interview collects information on 
household and personal demogrophics. recoll of 
moil sent ond received, odoption ond use of 
communicotions technologies ond attitudes about 
moil received. 

e PFY 2001 study was conducted using a multi- 
mode approach that sought to minimize response 
bias, improve data accuracy through efficient data 
checking and householder re-contacts, and to provide 
immediate telephone assistance to householders 
during their diary week. The HDS study design has 
the following key elements: 

An address based sample frame. 

Data is collected via computer assisted telephone 
interviewing (CATf). Households without phones 
&e recruited to participate through the US. 
Mail. Household interview data checks are 
automated during the interview proceea ihlf ,  
and, subsequent to the interview, checked and 
clarified within days of collection. 

If a household agrees to participate, they are 
mailed a self-administered diary packet. The 
packet includes a thank you letter, full 
instructions, logs for recording mail sent and 
received, and contact information in case the 
household has questions. 

A toU-free “hotline” is staffed to answer 
participant questions before, during, and after 
their diary weeks. Questions are answered 
immediately. 

. Diary packets were mailed hack to NuStats in 
postage-paid Priority Mail envelopes. Returned 
diary packets immediately go through a three- 
stage edit and review process. The gap between 
diary completion and data checking takes just a 
few days. 

Stage 1: Household Interview 

The household interview was used to collect 
information as noted above and t o  “recruit” the 
household to participate in stage two -- the mail 
diary. In total, 9,991 households were recruited to 
participate in the mail diary stage. 

Households completed the recruited interview via 
computer assisted telephone interviewing and the 
diary package was mailed to the household via 
Priori ty Mail. This diary package contained 
instructions, diaries for seven days, a card to identify 
the choice of incentive and a Priority Mail return 
envelope. To enhance participation, respondents 
were given a choice among four incentives: $25 cash, 
$25 donation to the Lance Armstrong Cancer 
Foundation, USPS Tour de France Team T-shirt, or 
USPS Tour de France cap. While most respondents 
chose the cash incentive, the choice of cash versus the 
donation was associated with household income. 

Stage 2: Mai l  Diary Package 

Households were sent diaries along with instructions 
and a toll-free “help” telephone number. The night 
before the assigned diary week was to begin, a 
reminder call was made to each household to coniirm 
receipt of the packet and to answer any last minute 
questions. If the packet was not received by this 
time, the address was re-coniirmed, a new diary week 
was assigned, and the packet was re-sent. 

Households were instructed to endose pertinent 
information fiom each mail piece received in the 
returned diary packages to enable NuStata editors to 
verify or clarifg quantity and classes of mail recorded 
in the diaries. A three-stage editing process was used 
to check the accuracy of the diary information 
recorded by each household. First, returned diary 
packets were culled for those that represented a 
reasonable attempt to complete the diary. Second, 
the d k y  information recorded for each day was 
checked to assure sufficient and logical answera and 
to verify recorded information against mail markings 
returned in the package by the householder. Third, a 
second editor re-checked the diary information 
recorded for each day as noted above. This second 
edit was a quality control check that assured the 
accuracy of the data. During the editing pmeess, 
correction callbacks were made to households to 
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cla&y information or to fill-in missing information. 
About four percent of returned diaries did not pass 
the edit checking process. Over half required some 
form of respondent re-contact to clarify or  correct 
diary information. 

Of the 9,991 households recruited to receive a diary 
package, 5,353 actually returned acceptable’ 
completed diaries to NuStats for a completion rate of 
54 percent. 

Sample Design 
The sample was designed to allow projections of 
results to all U S .  households. An address sample 
was provided by USPS and matched for known 
telephone listings. Generally, the study was 
conducted using telephone sampling for household 
selection and screening, followed by diaries mailed to 
eligible households and completed by each household 
unit. Households without telephones were contacted 
via the U S .  Mail. The sample design involved a 
three-stage psobability sample with stratification by 
county clusters a t  the primary sampling stage and by 
a single connt,y a t  the secondary stage. At the third 
stage, household clusters were selected. The sample 
was continuously “fielded,” throughout all 52 weeks of 
the year. AUocations were temporally 
disproportionate in order to ensure greater amounts 
of data collection during peak mail flow periods. 
While Table A below indicates a small undercount 
between completed and required households, these 
differences are reconciled by the fact that for all four 
quarters, the number of completed households was 
higher than required. 

Quorfer 1 1,940 3,549 1,790 

Quarter 2 1,400 2,556 1,660 

Quarter 3 600 1,219 659 
- 

Quarter 1 .  September 4, 2000 ~ November 26, 2000 

.Quarter 2: November 27,2000 - February 18,2001 

Quorter 3: February 19,2001 -May 13,2001 

Quarter 4: May 14,2000 - September 2,2001 

Stage I: Primary Sampling Unit (PSU) 
Definition and Selection 

The Primary Sampling Units (PSUs) were clusters of 
counties. The 30 largest Metropolitan Statistical 
Areas (MSAs) were treated as  individual units (each 
was a cluster of counties) and each was a self 
representing PSU. The other 288 MSAs were 

Quarter 4 

TABLE A 

Sample by Postal Quarter 

1,360 2,337 1,244 

Totlll 5,300 9,991 5,353 

sampled proportionately to their population; 
approximately 20 of the MSAs were individually 
sampled. The remaining counties of the US (all 800+ 
non-metropolitan counties) were area-clusters 
sampled in proportion to the population. There were 
a total of 87 PSUs categorized into three strata: 

2.  1. 

3. 

Large Metro areas - all 30 largest MSAs, 

Other Metro areas - 21 (out of 288) other MSAs, 
and 

Non-Metro areas - 36 non-metropolitan counties 
or groups of counties (out of 800+). 

Stage 2: Setondory Sampling Unit (SSU) 
Definition and Selection 

The Secondary Sampling Unit (SSU) was a county. 
Sampling of SSUs was by probability of selection 
according to population (number of households). 
Selection was from the national sample of PSUs and 
was stratified by geographic region and then by size. 

This insured tha t  the SSU selection was properly 
allocated to the geographic regions. Not every SSU 
was fielded every Postal Quarter (reporting pericd), 
but every Postal Quarter had a national probability 
sample of SSUs. 

Stage 3: Tertiary Sampling Unit (TSU) 
Definition and Selection 

The final (Tertiary) Sampling Unit (TSlJ) was a 
household cluster. Clusters contain approximately 10 
households and are defined by estimated income 
classification, as defined by zip d e  average income 
estimates. 

The probability sample of households was drawn by 
the USPS from the national database of addresses 
following specifications produced hy NuStats. The 
probability sample households were drawn using a 
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highly stratified geographic design to ensure that the 
final sample would he representative of households 

.mprising the five geographic regions: East, 
Jrtheast, South, Central, and West. Technical 

documrntation for the sampling plan can he found in 
Appendix C. 

Andy tic Weights 
Analytical wights  permit an  analyst to use and 
combine subsets of the sample in the proper 
proportions to calculate correct inferences about the 
comparable groups in the population. From a finite 
population sampling theory perspective, analytic 
weights are needed to develop estimates of population 
parameters and more generally, to draw inferences 
about the population that was sampled. Without the 
use of analytic weights, population estimates are 
subject to biases of unknown (possibly large) 
magnitude. Weighting compensates for these 
"departures" from simple random sampling. 
Different weighting schemes were used for the 
Household Interview and the Mail Diary data sets. 

Household Interview 

An analytic weight was applied to the Household 
Interview (recruitment) data to compensate for 

'fferential response rates (or nonresponse) across 
First, a nonresponse adjustment was 

calculated within cells formed by cross-classifying 
region and PSU. Second, the data were adjusted to 
US.  population parameters for household income. 
The documentation for these adjustments can he 
found in Appendix C: Technical Documentation of 
Methods. 

mple cells. 

Mail Diary 

Post processing adjustments were used to align the 
sample to known population distributions from 
ceneus or other reliable data. First, the sample of 
households reporting mail diary data were expanded 
to represent all U.S. households (105.5 million 
households). In addition, adjustment factors were 
applied to the diary data to compensate for under- 
reporting of mail volumes by households participating 
in the survey. Three types of adjustment pracesses 
were used. 

Adjustment factom were calculated using data 
from the City Cost Camer and Rural Carrier 
Costing System for PFY 2001. For the fist time, 
specific adjustment factors were calculated for 
each class of mail volumes reported received by 
households. 

The principle that total incoming and outgoing 
domestic household mail should equal each other 
over time was used to calculate a factor that 
would adjust outgoing mail to equal incoming 
mail volumes. 

The diary data were adjusted to compensate for 
expected underreporting of bill payments. 

Documentation for the adjustments made to the mail 
diary data can he found Appendix C. 

Report Orgonizotion 
This report focuses on the analyses and results 
pertaining to the PFY 2001 Household Diary Study. 
Its contents are organized as follows. 

PFY 2001 Household Diory Study: '. 
Chopier 1 - Toto1 Mail Overview. This chapier 
presents aggregate moil flows across 011 classes. 
Chapter 2 - Firsi-Closs Mail. This chopter 
examines First-Class moil received and sent by 
households in 2000. 
Chapter 3 - Standard Mail (A). This chapter 
presents details on Stondord Moil (A) volumes. 
Stondord Mail (A) consists of moil pieces sent 
Presorted Standord, Bulk Rote, or nonprofit. li 
also consists of unsolicited publications ond 
packages. 
Chopter 4 - Dired Mail Advertising. This chapter 
presents a n n u a l  Direct Moil Advertising volumes 
for PFY 2001, os well os demographic fodors 
influencing these volumes os ihey pertain to U.S. 
households. 
Chapter 5 ~ Periodicals. This chapter presents 
Periodicals Volumes. Periodicals moil, formerly 
Second Class, consists of daily or weekly 
newspopen, weekly or  monthly magazines, and 
ony other periodic newspaper or magazine 
delivered to households by the USPS. 
Chapter 6 - Pockoges. This chapter presents or 
overall picture of Packoge volumes, includinc 
classifications, delively method, use of special 
services, omong others. 
Chopier 7 - Electronic Communication. Thi! 
chapter presents informotion collected during ihr 
HDS pertaining io emoil usage, Internet usage, 
ond other forms of electronic communication. 
Chapter 8 - Summory and Conclusions. Thi! 
chapter summorizes the moin findings of the 
HDS. 
In addiiion io these specific chapters, ihe repor 
contoins three oppendices: 

Continued M mai page 
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Appendix A ~ Comparative Tables 1987, 2000, 
2001. This appendix provides a cross-reference 
to data tables in the PFY 1999 Household Diary 
Study report and presents the tables themselves, 
comparing data from 1987, 1999, and 2000. 
Appendix B - Survey Instruments. This appendix 
contains the Household Interview telephone script 
and the Mail Diary materials. 
Appendix C - Technical Documentation of 
Methods. This oppendix provides detailed 
documentation of the survey methods, including 
sampling plan, data collection, dota processing, 
sample demographic profile, and data weighting 
and expansion procedures. 
Appendix D ~ Revenue, Pieces and Weight 
Volume Table. This appendix provides estimates 
of total mail volumes sent to households and 
non-households. 
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Chapter 1 : Total Mail Overview 
The USPS is the cornerstone of communications in 
the IJnited States. Households rely on the services 
of t.he USPS to interact with family, friends, 
businesses and public agencies. Households keep 
track of their finances, learn about new services, 
purchase products and keep informed of current 
events. Businesses send huge volumes of mail for 
the purpose of bill collection, advertising and other 
tasks. Households interact with the government 
about taxes, elections and other public matters 
using USPS. The USPS is also the hidden engine 
driving the growth of America’s much-touted on-line 
marketplace; while consumers can use new 
technology to purchase everything from steaks to 
clothes to flowers, lnternet companies need reliable 
delivery in order to remain in business. 

Analyzing types and patterns of postal 
communications among diEerent types of 
households is the purpose of this report. This study 
wiU help USPS develop strategies for increasing 
market share as well as  for meeting future mail 
growth. The household mail examined includes all 
mail received via First-class or Standard Mail (A), 
as well as periodicals and packages. Mail 
originating in households includes all First-class 
mail as well as packages sent. 

This chapter examines commercial and household 
mail volumes in the United States; specScally, mail 
flows between households and businesses, trends, 
and volumes by postal classification and sector. 
This chapter also introduces advertising mail 
volumes and attitudes of households in relation to 
advertising mail. 

Tofu1 Household Moil 
First, total mail volumes are assessed by presenting 
each sector as a percentage of total domestic mail. 
This section applies three categories for different 
mail users: households, nonhouseholds and the 

Federal government. The five sectors in which 
these users interact are: (1) Household-to- 
household, (2) Household-to-nonhousehold, (3) 
Nonhousehold-to-household, (4) Government-to- 
household, and (5) Nonhousehold-to-nonhousehold. 

1 .  Household-to-Household (HH-to-HH) 

2. Household-to-Nonhousehold (HH-to-NHH) 

3. Nonhousehold-to-Household (NHH-to-HH) 

4. Government-to-Household (Govf-to-HH) 

5. Nonhousehold-to-Nonhousehold (NHH-to-NHH) 

These sectors are used to distinguish a households 
personal greetings from their business transactions, 
and, further, interactions with the government. 
Household-to-household mail is sent by households 
and received by households. This includes letters, 
invitations, announcements and greeting cards. 
The diary study is a very reliable measure of mail 
volumes because these communications exist in a 
closed loop: what is sent by one household is 
received by another. 

Household-to-nonhoushold mail is predomiuantly 
bill payments for everything from credit cards to 
mail orders to utilities. Nonhousehold-to-household 
mail is the reverse communication and while it 
includes bills, it can also include products or 
services requested hy the household, such 88 an 
investment portfolio or periodicalsz. A 6nal sector, 
nonhousehold-to nonhousehold, cannot he calculated 
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HH~to~NHH 

using the household diary and is therefore 
represented a s  the residual amount of total 
domestic mail. 

Total domestic mail received by households in PFY 
2001 was 144 hillion pieces, compared to a little 
over 140 billion pieces last year. The percentage of 

'a1 domestic mail household-to-household was 3.8 
cent in 2001, or 8 billion pieces annually (See 

~ ' igure  1.1). Data from the 2000 study will be 
discussed only when there are significant 
differences with this year's study. Indeed, in the 
aggregate, compared to last year, proportions tend 
to remain the same as volume increases. For 
example, in Total Domestic Mail Sectors, household- 
to-household mail increased slightly to 3.8 percent. 
Household -to- nonhousehold and government-to- 
household mail decreased slightly (-3 percent each). 
The largest change occurred in nonhousehold-to- 
household, with a decline of 1.9 percent from 2000. 

In 2001, households sent an average of 4.2 pieces 
per week and received an average of 26.0 pieces3 
pieces per week, compared to 3.7 and 20.5 pieces per 
week in 1987 respectively (See Table 1.1). These 
volumes demonstrate. a marginal decrease in mail 
pieces sent and a marginal increase in mail pieces 
received per household per week since PFY 2000. 

Households sent 571 million packages in 2001, 
compared to 638 million in 2000. Households use 
USPS 80.8 percent of the time, a decrease from last 

2.1 2 9  2.0 

FIGURE 1.1 

Percentage of Total Domestic 
Moil by Sector, Postal Fiscal 
Years 1987,2000 ond 2001 

NHH-lo-HH 

TABLE 1.1 

Pieces per Household per Week, Total Domestic Mail by k t o r ,  
Post01 Fiscal Years 1987,2000 and 2001 

18.5 23.4 23.9 

Govf-io-HH 
I I 

0.4 0.8 0.7 

Total 

year (almost 90 percent of the time) and when 
compared to 1987 estimates4. 

22.6 28.5 28.8 

Tofu1 Mlril Received by 
Postul CIussificotion 
The classifications featured in the hods of this 
report indude: First-class, Standard Mail (A), 
Package SeMces and Periodicals. First-class mail 
is d e h e d  as  anything sent regular or presorted 
First-class, automation presort. automation carrier 
route, and any cert&ed, registered or insured 

4 . 4 - r d i ~  m m s  ~nterseareh corpontio~ rormerb, cub= ~esearch 
%-h the mtal in 1987 WM 81 7. See Appendix Tabk A57. 



pieces. First-class totals exclude expedited mail 
(e.g. Express or Priority). Standard Mail (A) is 
defined as all presorted standard, bulk rate or 
nonprofit pieces, a s  well a s  packages sent 
standardbulk rate, standardbulk rate enhanced 
carrier route, nonprofit and nonprofit enhanced 
carrier route. Package Services includes all 
packages sent parcel post, DBMC5 parcel post, 
bound and printed matter, special standard and 
library rate. Finally, Periodicals include all daily 
and weekly (or other periodic) newspapers or 
magazines. 

The amount of mail households receive in an 
average week has increased over all postal 
classiiications, except Periodicals, between 1987 and 
2001 (See Table 1.2). First-class and Standard Mail 
(A) mail pieces represent the largest increases (2.45 
and 3.87 pieces per week, respectively) since 1987. 

Further analysis of each of these classifications by 
sender type (See Table 1.3) shows that the Financial 
sector prefers First-class mail while the 
SocialINonprofit sector is more likely to opt for 
Standard Mail (A). It is reasonable given credit 
card companies' and banks' need for security and 
timeliness, compared to the financial constraints on 
the nonprofit sector. A similar ratio between 
Standard Mail (A) and First-class mail usage exists 

First-Class 

Periodic& 

Standord Moil (A) 

Package Services 

Tom1 

in the Merchants category. Merchants (primarily 
department stores) are more than four times as 
likely to use Standard Mail (A) as First-class, and 
they send American households 5.45 pieces per 
week using this method. 

8.64 10.56 11.09 

1 ~ 6 9  1.32 1.37 

9 7 7  12.75 13.64 

0.06 0.1 I 0.08 

20.16 24.74 26.18 

TABLE 1.2 

Pieces per Household per Week by Postol Classification 

Merchonk 5.0 1.31 20.7 5.45 I 

TABLE 1.3 

Percentage of Total and Pieces per Household per Week, Fin-Clorsand Standard Moil (A) by Moior Business I Orgonizotion 

I Finonciol I 15.2 I 4.00 I 0.8 I 2.30 I 

I MonufaChJren I 0.8 I 0.22 I 0.8 I 0.22 I 
I Government I 1.9 I 0.51 I 0.8 I 0.20 I 

2 0 0 1  H O U S E H O L D  D I A R Y  S T U D Y  Chopter 1 s  T o t a l  M m i l  O r e r r l c r  9 



h 
Y 
a, 

25 
m 

& 4  z 
0 
L 
$ 3  2 

: I  

0 
I 
m a 
- 2  

a, 
a .- 

0 
Finontial Merrhontr kMrm Monufodureir Government SdfNcnpioht 

Major BusinesslOrganirotion 

FIGURE 1.2 

First-Clorr ond Stondord Moil 
(A) Pieces Per Week by Moior 
BurinerrIOrgonizotion, 2000 
ond 2001 

Figure 1.2 compares these figures from 2000 and Government advertising in both sectors was down, 
2001 for each of these classitications, by sender. perhaps reflective of the increased government 
While overall trends among the various major communications in 2000, with the Census and the 
organizations remain the same as  last year, there presidential election. 
are a few noticeable changes. First, Financial 
husinesses use both First-class and Standard Mail 

Mail from the 
Second, for 

Merchants, Standard Mail (A) advertising 
increased, while First-class advertising decreased 
slightly. Third, First-class advertising for 
SociaVNonprofits decreased almost by half, yet 
increased slightly for Standard Mail. Fourth, 

Table 1.4 demonstrates that households' responses 
to advertising mail also vary by postal classification. 
Standard Mail (A) is the most read classification of 
advertising mail, up 4.2 percent from last year. 
Reading patterns for First-class and Standard Mail 
(A) advertising differ, with 47.1 percent of Standard 
Mail (A) advertising read by a t  least one household 
member, compared to 42.9 percent of First-class. 

more this year than last year. 
;mice sector shows the same trend. 

TABLE 1.4 

Household Reading Pmerns of Advertising Moil by floss, 2000 ond 2001 

352 34.1 37.9 26.7 25.3 42,2 

10.0 7.7 8.8 9.2 8.9 7.2 

Read by one membar 
of HH 
Read by more tho" 
one member of HH 

L d e d  d, not nod 15.6 16.1 14.7 17.1 14.0 18.5 

Discorded, not read 19.4 22.7 17.8 21.6 27.8 32.2 

Set aside for later 5.1 3.8 7.3 7.2 3.7 3.4 

DWRF 7.7 14.5 17.3 7.1 18.9 13.4 

d 100.0 100.0 100.0 100.0 100.0 100.0 - 
. a : f i d C ! o s m ; l & ; n i o g ~ o g ( l 9 . 1  BiOimJ,sbmbrd(41(72.2&IkrJ, ordUmddrerredMo;l(lI.I Biilim) 

N o h t : ~ & m t r h  I C 0 h m d c w d ; o g  
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These percenL3ges jump to 54.3 and 50.2 percent 
respectively if it includes mail that is not discarded 
but “set aside for later.” 

More Standard Mail (A) advertising is being read by 
one or more members of a household (up 4.2 percent 
from 2000) while fewer households are reading 
First-class advertising (down 9.3 percent from 
2000). 

A third (32.2 percent) of unaddressed mail is 
discarded by households, far more than First-class 
and Standard Mail (A). Nevertheless, the portion of 
advertising mail “looked at  but not read” is 
relatively equal across all classifications. 

Likeliness to read advertising mail also seems 
dependent on additional factors, including income. 
Figure 1.3 shows that 18.5 percent of households 
with annual incomes under $25,000 say they 
usually read their advertising mail. Not reading 
advertising mail at a l l  is relatively consistent across 
income levels. Additional analysis on reading 
patterns is contained in Chapter Four. 

Attitudes Toward Advertising Mail 
Advertising is still the greatest proportion of mail 
received by households, accounting for 58 percent of 
the total mail received by households in PFY 2001, 
the same proportion a3 in 2000. Total advertising 

FIGURE 1.3 

Household Reading Ponerns 
by Household Income 

volume in 2001 was 83.3 billion pieces, and will be 
discussed in  more detail in  Chapter 4. After 
advertising, b a s  are the second largest proportion 
of mail received by households, representing 13 
percent of total household mail or approximately 18 
billion pieces annually. 

Households have shown less interest in advertising 
mail since 1987. Table 1.5 indicates that 59.6 
percent of households wish they received less 
advertising mail in 2001, compared to 52.9 percent 
in 2000 and 30.4 percent in 1987. The percentage of 
advertising mail that households find interesting, 
are likely to read, has fallen from 62.5 percent in 
1987 to 33.3 percent in 2001 and down 3.7 percent 
from 2000). 

TABLE 1.5 

Attitudes Toward Advertising Moil - Trends Percentoge of Households 

Wish here were l a  

Some are intererfing 

Would like more 

Don’l Know 0.34 0.8 

Receiwd no odvertisim 1 .o 3.5 

59.6 

33.3 

3.2 

0.5 

3.4 
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Chapter 2: First-class Mail 
I n  order to fully comprehend household mail volumes, 
USPS must examine personal and business 
communications among different types of households. 
The amount of mail received and sent by households 
is an  important component of total volumes for USPS. 
Changes in mode of delivery a s  well as type of mail 
received and sent by households have important 
implications for fiiture USPS revenues and workload. 

Households received more First-class 
mail in 2001. Sixty-nine percent 

of this First-class mail is 
sent from nonhouseholds. 

The best place to begin understanding household 
communications is to study their usage of First-class 
mail. To many households, First-class mail is 
synonymous with USPS since households use First- 
Class mail more than any other postal classifcation. 
In fact, most households may not realize that 
different classes of mail exist. 

Households rely on USPS for three main purposes: to 
pay bills, to keep track of their finances and to 
interact with their family and friends. With the 
advent of electronic communications and the 
expansion of Internet bill pay services and automatic 
deduction, USPS must monitor household uses of 
First-class mail such as these listed above in order to 
react strategically to changes in household behavior. 

First-Class Volumes 
There were 103.8 billion total First-class mail pieces, 
excluding packages, in PFY 200l7, up from 102.9 
billion in PFY 2000. Since 1987, households' use of 
First-class mail for business communications rose 
while personal communications fell slightly, with the 
net result being a slightly increased level of 
communication in and out of households. (See Table 
2.1)s. 

An average of 4.4 pieces per week were sent by 
households, up from 1987 (3.8 pieces). An average of 
11.1 pieces per week were received in 2001, up from 
8.7 in 1987 and 10.5 in 2000. Nonhousehold-to- 
household communications remain the highest 
proportion (50 percent) of First-class mail usage a t  
9.5 pieces per week, up 0.9 pieces per week from 
2000. Total First-class mail originating in  
households has increased marginally, while total mail 
sent to households is up by .6 pieces per week. 

TABLE 2.1 

First-Clan Mail Pieces per Household per Week by Sector, 
Portal Firtol Years 1987,2000 8 2001 

1.6 1.3 1.4 

HH~to-NHH 2.1 2.9 2.7 

NHH-to-HH 7.0 a .6 9.5 

Unclassified Incoming I 0.1 I 0.6 I 0.2 I 
Unclassified Outgoing I 0.1 I 0.1 1 0.3 I 
Tofd moil originding in HHs I 3.8 I 4.3 I 4.4 I 
Toto1 moil orriving in HHr I 8.7 I 10.5 I 11.1 I 
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0.93 8.8 0.72 6.5 i 

FIGURE 2.1 

Percentage of Firrt-Class Mail -1 
by Sector, Postal Fiscal Years h 
1987 and 2001 

As shown in Figure 2.1, a decrease in the use of First- 
Class mail between businesses and between 
households was offset by increases in nonhousehold- 
to-household and household-to-nonhousehold First- 
Class mail. Business communications (nonhousehold- 
to-household mail) increased almost ten percent since 
1987 so that i t  now comprises half of all First Class 

4. In 1987, non-household-to-household and 
.ihousehold-to-nonhousehold mail proportions were 

close to even; now the former is almost double the 
latter. Nonhousehold-to-nonhousehold mail accounted 
for 25.3 percent of total First-Class9 in 2001, 
compared to 35.6 percent in 1987. Compared to last 
year's study, nonhousehold-to-household mail and 

household-to-nonhousehold mail increased slightly 
(by 1.5 percent and .2 percent of First Class mail 
respectively) while mail volumes slightly decreased in 
the other two sectors. 

Total First-Class Mail Received 
As shown in Table 2.2, household mail received is 
driven by mail from business or government. In 
2001, mail from business or government generated 
close to 9.0 pieces per week, a n  increase from last 
year's 7.62 pieces per week and slightly more than six 
pieces per week in 1987. Personal mail is an  eighth 
of First Class mail to households (1.36 pieces per 

TABLE 2.2 

Fint-aoa Moil Received by Mail Type 
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week), while SociaYCharitahle is even less (.72 pieces 
per week, down -21 pieces per week from 2000). 

almost tripled, to a n  average of 2.03 pieces per week, 
an  increase of 28 pieces per week since last year. 

Moil T h e  1987 2000 

Table 2.3 is a breakdown of these First-class mail 
types by their subcomponents, compared to 1987 and 
2000 data. Bills and invoices (including credit card 
statementhills) are more than a third of all First- 
Class business or government mail to households in 
2001, followed by advertising and then financial 
statements. Over the fourteen-year study period the 
amount of advertising and promotional materials has 

2001 

The number of hills and invoices received has gmwn 
by .78 per week since 1987, with more than half of 
this increase occurring in the last year. Also, 
financial statements have almost doubled since 1987, 
again with most of the increase in the last year. This 
rise in financially-related mail pieces is seen 
elsewhere, such as Standard Mail (A), perhaps 
reflective of the growing diversification of financial 

AdvPrtii~ng/PromoticInol/Soler Moteiiolr Only 

TABLE 2.3 

First-Closs Moil Pieces per Household per Week Received by Moil Type 

089 1.75 2.03 

Notlie or Confirmotion of Order I 0.23 I 0.37 

IBuriness or Government I 6.36 I 7.62 I 8.76 I 

0.46 

Other Greeting Cord 

I Povment 07 Other Check/Monev Order/Credit (No Rebale) I 0.32 I 0 27 I 0.31 I 

0.29 0.31 0.26 

I Rebate Received in Response to Coupon Submitted I 0.01 I 003 I 0.03 I 

Letter from FriendIRelative 

I Ofher Buiineir/Goueinmenl I 1.20 I 0.70 I 0.68 I 

0.46 0.33 0.34 

I Holldav/Seosonr Greeting Card I 0.55 I 0.44 I 055 I 

Announcement (Birth, Marriage, etc) 0.03 0.04 0.03 
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options available to households, along with 
Americans' growing consumerism. 

Personal mail, whle  down from 1987, increased 
slightly since last year. This rise is caused by 
households sending more holiday greeting cards in 
2001, up .I1 pieces per week from 2000. 
SociaVCharitable mail received by households has 
grown by 22 percent since 1987, due in large part to 
the increased number of aunouncements/meeting 
notices/invitations and requests for donations 
received by households in 2001. The amount for 2001 
(.74 SociaVCharitable pieces per week), however, is 
less than the .93 pieces per week for 2000. 

Households classified the "shape" of First-class mail 
they received into one of three categories: envelope, 
postcard or catalog/flyer (See Table 2.4). First-class 
mail received by households is predominantly 
envelopes, which make up 86.2 percent of all First- 
Class mail received by households in 2001 for an 
average of 9.51 pieces per week. Postcards accounted 

8.2 percent, or an average of almost one (.91) piece 
: week to households, while First-class catalogs 

are just .61 pieces per week or 5.6 percent of the total 
First-class mail received by households. 

'' 

Shape of First-Uoss Moil 

TABLE 2.4 

First-Closs Moil Pieces per Household per Week Received by Shope 

' . ' ' I ' .  ' Pi&& per H6ysehad c ' , . , per w4k + ,, . ,,.r ~~, . . .  

Toto1 

€""elope 

Postcard 

~ ~~~~~~ 

11.03 
I I I 

Fucfors Affecfing Moil Received 
Income Categories are based on the head of 
households stated annual income in PFY 2001. In  all 
previous thirteen years of the HDS, income is 
strongly related to household First-class mail 
volumes'o. The year 2001 is no exception (Figure 
2.2). Households with annual incomes exceeding 

FIGURE 2.2 

Firrt-Clorr Moil Pieces per 
Household per Week Received 
by Income 
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FIGURE 2.3 

Fin-Class Mail Pieces per 
Household per Week Received 
by Edutotionol Altoinmen1 of 
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$1 , receive three times a s  much First-class 
mail a s  households with incomes under $7,000 
annually; an  average of 16 pieces per household per 
week compared to five. Educational attaiument is 
related to income and is compared against total 
volumes for 1987 and 2001. Households where the 
head of household has done postgraduate work 
receive nearly twice as much First-Class mail than 
households where the head of household has an 
eighth grade or less educational attainment level: 
13.3 average pieces per week compared to 8.4. 
Generally, households with higher levels of 
educational attainment receive more First-class mail 
(See Figure 2.3). 

Firsf-Class Mail Sent 
Households sent 24 billion pieces of First-class mail 
in PFY 2001, an  average of over four (4.4) pieces per 
household per week. Just under half(47.1 percent) of 
this outgoing mail was biU payments. This category 
alone represents an  average of 2.04 outgoing First- 
Class mail pieces a week. Table 2.5 (refer to following 
page) displays First-class mail sent by households in 
2000 and 2001 by mail type. 

In 2001, households sent 2.72 pieces per week to 
nonhouseholds11, compared to 2.1 pieces in 1987. 
This data shows a decreased use of First-class mail 
for business communications and an increase in the 
average number of household-to-household pieces 
sent per week since PFY 2000. 

'1 s€.uns: TNS Intereearch corporahbq 6ormeri7 cmton Research seruifeq 
PFY 1999 HlX3 F M  R e p x t  

Households sent 24 billion.'&ece: of$: 
First-class mail in PFY 2001, an.avqog.e;. 

of over four (4.4) pieces per holiiehold:w, ..\ ,:; ' . . 
week. Just under half (47.1 of.:$ 
this outgoing mail was bill payments.@i,j . 

2 i T * k  . '.. 

..,..a&,-, .:. 

Personal greetings accounted for an average 1.36 
pieces per week in 2001, compared to 1.33 last year 
and 1.6 in 1987. Note that the average pieces per 
week in the household-to-household sector are the 
same for hoth First-class mail sent and First-class 
mail received. This is because these communications 
exist within a closed loop, and are adjusted to be 
identical to compensate for anticipated 
underreporting by households. As with First-class 
mail received, First-class mail sent by households is 
more than twice as  likely to be a holiday/other 
greeting card as a personal letter. 
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TABLE 2.5 

Fird-Class Mail Pieces per Household per Week and Percentage of Total Sent by Mail Type 

YonHousehold I 2.88 I 67.6 I 2.72 I 63.0 

Order I 0.16 I 3.7 I 0.13 I 3.1 

I 0.09 I 2.2 I 0.11 I 2.4 

Povment I 2.09 I 49.1 I 2.04 I 47.1 

Other BurmerdGovemmenI I 0 2 9  I 6 8  I 0 27 I 6 2  

Donotion I 011 I 2 5  I 0 10 I 2 4  

I 0 0 3  I I 0 01 I 0 3  

I 0 0 4  I 1 0  I 0 03 I 0.7 

Other Social I 0 0 7  I 1 6  I 0 7  

'lousehold I 1.33 I 31.3 I 1.36 I 29.9 

Holiday/Seoronr Greeting Cord 0.37 8 ~ 7  0 55 1 0 ~ 7  

Oiher Greeting Cards (Birthdoy, 
Sympathy, Thank You) 

lnvitotion 0.09 2.1 1.8 

0.39 9.2 0.26 a 4  

teller lo Friend or Relolive I 0.38 I 9.0 I 0 34 I 7.3 

Announcement (Birih, Marnoge, etc) 0.02 0.4 0.03 0.3 

Oiher Penonal 0.08 1 9  0 06 I .3 

Unclassified 0.05 1.1 0.31 7.1 

Total First-Cbsr Mail Sent 4.26 100.0 4.39 100.0 
Bose: F;d-Cbs Mail Sent by Households, Enivdmg Packages. Paihl Fiwal Year 2W I (23 8 &IlionJ. 
Nee: ldds m y  not sum b I W due lo m d m g .  
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FIGURE 2.5 

First-Class Mail Pieces Sent per 
Household per Week by 
Household income and 
Ownership Status 

Factors Affecting M a i l  Sent households is not as strongly correlated with income 
as mail received. 

Households send and receive more First-class mail a s  H~~~ owners&p, for example, is eorrela*d 
household income inmases. Figure 2.4 shows data with First-class sent (se F- 2.5). 
previously reported in this CbaPbr @kst-Clas mail Homm-ers reported an average of 4.8 pieces per 
received) compared First-class sent household per week compared to 2.9 pieces reported 
households in PFY 2001 across a n  income categories. by ms was stable across income 
This comparison reveals that mail sent from 
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0 1 2 3 4 5-1 
Number of Accounts 

The total number of household financial accounts or 
credit cards also positively influences the reported 
volume of First-Class mail sent (See Figure 2.6). 
Households with zero financial accounts reported an  
average of 3 pieces per household per week compared 
to 5.3 pieces reported by households with five or more 

Tancia1 accounts. The relationship between the 
nber of credit cards and First-class mail sent is 

rlose to that observed with financial accounts. 
Households with zero credit cards reported an  
average of 3 pieces per week compared to 5.1 pieces 
reported by households with five or more credit cards. 

Bill Pnying Through the Mail 
Bill payments comprise the greatest portion (47.1 
percent) of First-Class mail sent. More than a fifth 
(21.5 percent) of all bills paid through the mail are 
credit card hills, followed by electrihtility, medical, 
bank/credit union and insurance company bills (See 
Table 2.6). There are no differences between lower 
and upper income households in types of bills paid. 

Why do people continue to pay bills through the mail 
in the face of other options, such as on-line bill paying 
and over the phone? Almost a third (30.6 percent) of 
households say they pay biUs through the mail 
because it is easy and another 16.7 percent pay hiUs 
through the mail out of habit. (See Table 2.7) 
Household income plays no difference in attitude 
towards payment through the mail. 

FIGURE 2.6 

First-Class Mail Pieces per 
Household per Week Sent by 
Number of Credit Cords and 
Finoncial Accounts 

TABLE 2.6 

Pertentage of Type of Bills Paid Through the Mail Top Five Responses 

I Credit Cord I 21.5 I 
I Electric/Gor~otet/Uii l i ty Cornpony I 14.5 I 
I Medico1 I 12.4 I 
I Bank, Credit Union I 7.0 I 
I 4 

TABLE 2.7 i 
Reasons for Paying Bills Through the Moil Top Six Responses 

1 I 

I Easy to use 30.6 

Habit 16.7 

I I t 
J Not a local bill 10.3 

I 

No other ocdion 7.9 I . .  
I I i 

Wont o written record 5.1 
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While most households report paying a t  least one bill 
per mooth through the mail, a s igd icant  proportion 
of households report paying some of their bills 
through other means. More than one-third (34.9 
percent) of households pay at least one bill through 
automatic deduction from their bank accounts. 
h o s t  a s  many households (32.7 percent) pay a t  
least one bill in person, while 13.6 percent pay one or 
more bills automatically through their credit card and 
10.2 percent of households pay a t  least one bill via 
the Internet. 

As noted above, paying bills by automatic deduction 
from a bank account is the leading alternative to 
paying bills through the mail. More than a quarter 
(26.6 percent) of bills paid by automatic deduction 
from a bank account are for insurance, followed by 

12.8 percent for mortgage payments and 12.8 percent 
for loans. Households pay bills by automatic 
deduction because it is easy to use (29.5 percent), 
they have no other option (22.3 percent), it  is their 
most trusted method (15.1 percent), or they don’t 
have to think about it and there are no late fees (11.0 
percent). 
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Chapter 

Standard Mail (A) Letters 

Presorted Stondard, or Bulk Rate 

Nonprofit Orgonizoiion 

Unsolicited Publications 

Cornrnerciol 

3: Standard Mail (A) 

72.2 13.16 96.5 

62.6 11.41 83.7 

9.6 1.75 12.8 

2.0 0.36 2.6 

1.5 0.27 2.0 

More than halfof total domestic mail to households in 
2001 was Standard Mail (A). Although households do 
not use Standard Mail (A) for their outgoing mail, it 
is the dominant classification of mail received by 
households. Total volumes were 74.8 billion pieces, or 
an average of 13.6 pieces per week per household, an  
increase from the more than 69 billion pieces in 2000. 
This amount is also an increase of almost 3 pieces per 
week per household since 1987. Table 3.1 examines 

Totrrl Stondard Mail (A) 

in more detail the Standard Mail (A) pieces per 
household per week and percentage of total Standard 
Mail (A) by selected categories. Standard Mail (A) 
consists of letters and flats, unsolicited publications 
and packages. Presorted Standard, or Bulk Rate, is 
the largest proportion of Standard Mail (A) volumes. 
This rate comprised 83.7 percent of all Standard Mail 
(A) or 62.6 billion pieces in 2001. 

74.8 13.64 100.0 I 

TABLE 3.1 

Standard Moil [A) Pieces per Household per Week ond Pertentoge oITotol 

I Nonwofit I 0.5 - 1  009 I 0.7 I 
IStondard Mail IA) Packases I 0.6 I 0.12 I 0.9 I 
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Use o f  Standard Mail (A) 

Moil Order Cornpony 

andard Mail (A) is the preferred classifcation of a 
ide variety of industries and organizations. 

Assessing trends in usage among these senders is a 
valuable strategic tool; examining where Standard 
Mail (A) volumes originate will enable USPS to 
predict growth in the future. Figure 3.1 and Table 
3.2 indicate use of Standard Mail (A) by businesses 
and organizations. Table 3.2 compares total 
Standard Mail (A) volumes among the top five 
businesses or organizations that distrihute Standard 
Mail (A). Figure 3.1 separates businesses or 
organizations into six summary categories’2. 
Merchants account for more than five pieces per week 
of Standard Mail (A) to households in PFY 2001, with 
Financial in second with more than two pieces per 
week. Taken together, these two industry categories 
make up nearly 60 percent of Standard Mail (A) 
volumes. 

Merchants are the heaviest users of Standard Mail 
(A), with three of the largest individual sender types 
falling into this category. Mail order companies are 
the largest individual user (16.7 percent, for about 12 
billion pieces annually), followed by 
departmentidiscount stores, credit card companies, 
publishers, and finally, other stores. A signiticant 

2.19 16.7 

difference from last year’s figures is a more than f&y 
percent jump (.43 pieces per week) in credit card 
pieces. Also, mail order companies comprise a larger 
proportion of Standard Mail (A) pieces than last year, 
14.4 percent in 2000 compared to this year’s 16.7 
percent. 

Consistent with these use patterns, 89.9 percent of 
Standard Mail (A) pieces contain material from one 
organization. The remaining 8.5 percent (1.5 percent 
were unclassified), slightly more than six billion 
pieces, contain material from several organizations. 

TABLE 3.2 

! 

Top Five Distributors of Standard Moil (A) Pieces 

Credit Cord 

Publisher 

Other Siore 

1.02 7.7 

.92 7.0 

.a7 6.6 

FIGURE 3.1 

Standard Mail (A) Pietes per 
Household per Week by 
Business I Organization Type 
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TABLE 3.3 

Standard Mail (A) Pieces per Household per Week by 
Major Business I Orgonizotion by Household Familiarity 

Over half (55.2 percent) of all Standard Mail (A) 
pieces (excluding packages and unsolicited 
publications) originate with a sender with whom a 
member of the household has done business with in 
the past. A little over a fifth (20.3 percent) originates 
with a business or organization the household knows, 
but has not done business with, and 15.0 percent of 
Standard Mail (A) originates with a business or 
organization with which the household has no prior 
knowledge, association or relationship. Nevertheless, 
a closer look at familiarity by average pieces per week 
shows that households are more than three times a s  

likely to receive Standard Mail (A) from a n  
organization they know or have done business with as 
they are from an organization that no one in the 
household knows. Table 3.3 shows the average pieces 
per week received by households by sender type and 
familiarity. 

While Standard Mail (A) packages are a fairly small 
portion of total Standard Mail (A) volumes, (only 647 
million in 2001), their use patterns are interesting. 
This rate is used primarily by businesses to provide 
goods or services to households. More than half of all 
Standard Mail (A) packages are sent to households by 
businesses in response to an order by a member of 
that household. The next highest percentage is 
unsolicited samples, which account for 28.9 percent of 
total Standard Mail (A) packages sent to households 
in 2001. 

Standard Mai l  ( A )  Chrrracterisfics 
This section examines Standard Mail (A) by i ts  
characteristics (addressing, shape, contents and 
seasonal patterns) to add a broader picture of use 
patterns and total volumes. 

In some ways, Standard Mail (A) has changed 
dramatically since the beginning of the Household 
Diary Study, reflecting ongoing improvements in 
companies’ marketing tools. In PFY 1987, 5.29 pieces 
per household per week were addressed to a specific 
person, while 2.39 pieces were addressed to 
“occupant.” Advertisers have since developed better 
ways to reach households. In Figure 3.2 it shows that  
today, 10.6 pieces per household per week are 
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FIGURE 3.3 

Selected Mail Clarrificotionr. 1.4 T~~ 

Piecesper Householdper 
Week by Ratio of Portol 

Quorter to Annual 

,,? 

Stondord (A) Iatol Nonprofit Orgonizoticm Pmolted Stondoid, M Unrdiiited Publiiotionr Stondoid b Porkogo 
Bulk Rote 

Stondord (A) Totals ond Sub-Totals 

Bore h n u o l  Pieces per Household Pw Week Seieaed Post01 Cloakotions, P o d  hscot Yeor 2001 (74 8 & I h J  
Nore Annual Pieces per Household per Week Equol h I 0 

addressed to a specific person in the household, with 
2.3 pieces addressed to "occupant, resident, or postal 

tron," for a much higher ratio of specifically 
lressed Standard Mail (A). Figure 3.3 compares 

tach postal quarter's contribution to the annual 
pieces per household per week for selected postal 
classifications. Pieces per household per week are 
presented for each quarter as a ratio between 
quarterly averages and annual averages. A look a t  
these seasonal patterns shows that the Presorted 
Standard, or Bulk Rate closely mirrors seasonal 
patterns for total Standard Mail (A). The highest 
pieces per household per week are recorded in quarter 
one with the lowest numbers recorded in quarter four, 
with. similar volumes for quarters two and three. The 
two signiscant differences from last year are the 
decline in Unsolicited Publications during the first 
and fourth quarters and the growth in the number of 
Standard A packages during the h t  quarter. 

ZIP plus four usage is highly common within 
Standard Mail (A) and is another feature of Standard 
Mail (A) that changed dramatically over the life of the 
study. In 1987, 92.5 percent of Standard Mail (A) 

received by households had a five-digit ZIP code. 
Only two percent included the regional fou-digit 
code. Since most advertisers today must get their 
mailing lists certified by USPS, and many computer 
programs exist to automatically add the four-digit 
code, most incoming mail to households should be 
coded in accordance with postal regulations. In fact, 
81.2 percent of Standard Mail (A) received by 
households in 2001 was coded ZIP+four, up seven 
percent from last year. Only 15.1 percent included a 
simple five-digit ZIP code13 in 2001. 

However, businesses are not as efficient when it 
comes to listing their return address. In 2001, 
businesses were not as likely to include their 
ZIP+four. Almost half (33.3 billion pieces) simply 
listed a five-digit ZIP code, while 29.0 billion included 
the additional four digits. 
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The ’look’ of Standard Mail (A) has changed over the 
years a s  well (See Table 3.4). Letter size envelopes 
now make up a larger portion of Standard Mail (A), 
and households receive almost twice a s  many of them 
compared to 1987. The receipt of larger envelopes, 
unpackaged catalogs and magazineshewsletters has 
also grown. A look at  these same characteristics by 
industry sender type shows which users prefer which 
shapes. It is  important to note that the percentages 
shown here represent a proportion of total Standard 
Mail (A) originating within each industry sender 
type. In  other words, volumes may not be the same 
across categories, but proportions can be compared. 

Table 3.5 shows that the financial sector and 
SociaUNonprofit use letter-sized envelopes most 
frequently. Services, which include utility companies 
and the health care and entertainment industries, 
also use letter size envelopes frequently. Merchants 
opt for unpackaged catalogs, while Manufacturers 
and Government display preferences for addressed 
circuladflyers. 

Standard Mail (A) package characteristics have less 
to do with shape than content and the use of special 
services, which include special handling or delivery, 
insurance, certification, registration and C.O.D. The 
use of special services is not common for Standard 
Mail (A) packages. More than 90 percent of Standard 
Mail (A) packages are delivered without them. Of the 
647 million Standard Mail (A) packages, only 9 
million are tagged for special handling. Six million 
pieces are sent certified, with receipt requested, and 
an additional 3 million are insured. 

Flyers/Circulori 

Cotalog (not in enue1ope) 

Lnrger envelope 

TABLE 3.4 

Stondord Moil (A) Pieces per Household per Week by Shope, 
Portal Fistol Yeorr 1987 ond 2001 

2 12 2.65 

I S O  2 ~ 4 5  

1.26 1.85 

I teiter size envelope I 1.83 I 3.60 I 

7.70 
Toto1 Stondord Moil (A) 
Pieces per Household per Week 13.16 

I Postcord I 0.20 I 0.92 I 

I 0.61 I 0.46 I I Detached Lobel Cord 

I ~ato tog  in envelope I NA I 0.23 I 

I Don’t KnowlReivseJUnclorsifi~d I 0.1 I 0.15 I 

lot01 far oggregole data 

TABLE 3.5 

Perrentogeol Standard Moil (A) Pim Sen!, Maior Business I Organization by Shape” 

Financial 59.6 20.9 0.8 1.2 0.2 

Merchanls 12.8 11.6 2.9 39.2 0.2 

Services 28.5 13.6 1.2 6.8 0.4 

Mowfactwen 18.7 17.2 2.0 11.5 1 .o 
Government 19.3 11.3 0.3 4.7 0.2 

Sociol/Nonprofit 41.1 14.3 0.7 3.5 0.2 

14.9 28.6 

8.5 37.0 

10.7 33.0 18.4 

6.3 23 7 



TABLE 3.6 

Pertentoge of Stondord Moil (A) Potkoges by Contents 

Computer s o b a r e  13.2 

I 7 2  I 

Musdvideo 

1 Food produds I 3 ~ 3  I 

1 0 2  

1 Tovs I 2 6  I 

Other Contents 

I Eledronicr I 1.6 I 

~~ 

49.8 

I Travel oroductr I 1 6  1 

Toto1 

I Cornouter hordwoie I I .4 I 

100.0 

FIGURE 3.4 

Stondord Moil (A) Pieces per 
Hourehold per Week by 
Edutotionol Attoinment 

of Head of Household 

The contents of Standard Mail (A) packages in PFY 
2001 reveal why special services are used so 
infrequently (See Table 3.6). Computer software is 
rarely shipped with any special services unless 
requested by the customer. The second highest 
proportion of Standard Mail (A) packages is music 
and videos. 

Fucfors Affecting Receipt o f  
Stondord Moil (A) 
There are various factors that might influence an 
individual households receipt of Standard Mail (A). 
Several of these variables are demographic, while 
others may have more to do with the households 
behavior or characteristics. 

Educational attainment is highly correlated with 
income and will he used in this chapter to make 
Standard Mail (A) volume comparisons. Figure 3.4 
shows that as  educational attainment increases, 
Standard Mail (A) volumes increase as well. 

1 7 5 5  

8th Grode M Len bme High Sthod Hkh Sdid bme College T&td W Cdlege Grodm P ~ u o s  WM 
Grodua Grdume 

I Educational Attainment of Head of Household 
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Living alone and income greatly affect the amount of 
Standard Mail (A) per household per week. (See 
Table 3.7). Those living alone have less Standard 
Mail (A) volume than those households with two or 
more persons, although as household size increases 
beyond two persons, the amount of Standard Mail (A) 
does not increase. Similarly, households with 
incomes of more than $50,000 have more Standard 
Mail (A) than those earning less. 

Households also have different financial 
characteristics or behaviors that influence their 
Standard Mail (A) volumes. Figure 3.5 shows that 
the amount of Standard Mail (A) pieces received by 
households increases a s  the number of household 
financial accounts and credit cards increase. 

2 

FIGURE 3.5 

Stondord Moil (A) Pieces per 
Household per Week by 

Household Number 01 Finonciol 
Accounts I Credit Cordr 

10 31 16 IO 

TABLE 3.7 

Standard Moil (A) Pieces per Household per Week by 
Household Size and Household Income 

3 8 58 I 6  79 

4 

17.46 

9 12 17.99 
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In  addition, households' online purchasing affects 
their Standard Mail (A) volumes. The more previous 
purchases they have made online, the more Standard 
Mail (A) they receive (See Figure 3.6). This is 
understandable since many direct mail lists are 
generated from online transactions. The only 
difference from last year is that the amount of 

andard Mail (A) is down by 3.3 pieces per week for 
'ose making 21 or more Internet purchases in the 

past year. 

FIGURE 3.7 

Pertentoge of Standard Moil 
(A) Pieces by Household 

Reading Patterns 

21.6 

F IGURE 3.6 

Stondord Moil (A) Pieres per 
Household per Week by 
Number of Previous Household 
Online Purrhoses 

Recipient Response to 
Standard Mai l  (A) 
This section looks a t  the treatment of Standard Mail 
(A) by households to determine what, if anything, 
influences their decision to read, use or respond to the 
Standard Mail (A) they re~eive '~.  

In general, households respond favorably to Standard 
Mail (A) (See Figure 3.7). Almost half (47.1 percent) 
of all Standard Mail (A) is read by a t  least one 

7.1 

Read by Household Member 

tl R e d  by More thon One HH Member 

ULwked At, Not Read by Any HH Member 

Dixorded, Not Read 

Set Aside for Inter Reading 

Undonifid 



member of the household. 
(21.6 percent) is discarded without being looked at. 

Table 3.8 shows that letter size envelopes are the 
most likely “shape” to be read by at  least one member 
of the household (45.5 percent), followed by catalogs 
not in envelopes (43.9 percent) and addressed 
flyerslrirciilarslfolded pieces (41.2 percent). 

Letter size envelopes are also the most likely shape of 
Standard Mail (A) to be discarded and not read. 
However, they are almost twice as likely to arrive at  
households as are envelopes larger than letter size, 
addrrssed flyers/circulars/folded pieces and catalogs 

Little more than a fifth 

Lener Size Envelope (27.4) 

Addressed Flyerr/Ciriulars/Folded Piece (20.1) 

Cntolog not in Envelope (18.6) 

not in envelopes; and at least three times as likely as 
every other shape within Standard Mail (A). 

Households categorize 41.4 percent of their Standard 
Mail (A) as ‘useful information,’ while 30.4 percent is 
described as being ‘neither interesting, enjoyable nor 
useful’ and additional 15.7 percent as ‘interesting or 
enjoyable.’ Only 5.1 percent is labeled ‘objectionable.’ 

A comparison of these attitudes against household 
familiarity with the business or organization sending 
the mail reveals that households are more likely to 
respond favorably to Standard Mail (A) from 

2 8 ~ 2  17.3 29.1 34.1 15.8 

19.0 23.2 21.3 20.6 17.5 

18.3 25.6 16.3 12.6 36.9 

TABLE 3.8 

Standard Moil (A) Pieces per Household per Week, Shape of Mail Piere by Household Reading Patterns by Percentages 

Detached label porlcard (3.5) 

Colalog in Envelope (1.7) 

Con’l Clorsify ( I  .4) 

Total 

2.4 1.9 5.1 5.1 1.1 

2.2 2.3 1.1 1.2 2.7 

0.6 0.8 0.6 0.4 0.4 

100.0 100.0 100.0 100.0 100.0 

I Envelope Larger than Letter Sae (14 I )  I 15.2 I 1 1  0 I 14.7 I 14.7 I 1 3 3  I 
7.5 I 7.5 I 2.2 I I Postcard (7 1 )  I 8.0 I 7.1 I 
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organizations with which they are familiar (See Response rates (whether or not a household said they 
Figure 3.8). Households classi6ed 61.7 percent of would respond to a particular piece of mail) show a 

iil from a business or organization they recognized similar relationship. Households are more receptive 
‘useful.’ These businesses also fared the best when to mail from organizations or businesses they are 

i 

households found a mail piece to be ‘neither familiar with, as  evidenced by Figure 3.9. 
interesting or enjoyable.’ 

FIGURE 3.9 

Pertenloge of Stondord Moil 
(A) Pieces, Household 

Farniliority of Sender by 
Response to Mail Piece 

FIGURE 3.8 

Percentage of Standard Moil 
(A) Pieces, Household 
Familiarity of Sender by 
Reodion Toword Stondord 
Mail (A) Piece 

1 w Dm o1 nor Done Business Wlth Know, No One Doer Business Wlth OOrgonizotion No One in HH Xnom 1 
. ~ ~ ~~~~ 
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Chapter 4: Direct Mail Advertising 
The most efficient method for businesses to 
communicate with consumers is through direct mail 
advertising. Using USPS enables advertisers to 
target new clients and to continue marketing to 
repeat customers. Direct mail is effective because 
advertisers can target letters, postcards, free 
samples, and other enticements to specific types of 
households. Direct mail advertising is also valuable 
because i t  enables businesses to track the 
effectiveness of their advertisements through 
response rates. Direct mail advertising has another 
important advantage: i t  is private, so advertisers 
share their offers with customers, not with 
competitors. 

This chapter examines annual advertising volumes 
for PFY 2001, as well a s  the demographic factors 
affecting the amount of advertising delivered to 
American households. Household reactions and 
response rates, introduced in  Chapter One, are 
explored in greater detail here. 

Accurate comparison of advertising mail volumes over 
time is difficult, since volumes were calculated 
differently throughout the years of the Household 
Diary Study. For the purposes of this report, 
advertising mail is classified a s  any advertising, 
promotional or sales material received hy households 
in 2001. This description is not interpreted; it is an  
exact tabulation of responses from households in the 
diary 

Advertising mail in 2001 exists across several postal 
classiiications, e.g. First-class, Standard Mail (A), 
and Package Services (formerly Standard Mail (B)). 
First-class Mail and Standard Mail (A) include any 
advertising-only mail, promotional material 
/advertisements enclosed with household mail, or 
unsolicited publications. Standard Mail (A) packages 
and Package Services are advertising if the household 
described it as a n  “unsolicited sample.” Unaddressed 
material may also contain product samples or 
coupons, but this data is not categorized in the same 
fashion as First-class, Standard Mail (A) or Pacbage 
Services. There were 5.3 billon pieces of 
unaddressed advertising mail in PFY 2001, 
accounting for almost seven percent of advertising 
volumes’6. 

I t  should be assumed that totals represented in this 
chapter include both advertising-enclosed mail and 
advertising-only, in addition to unaddressed 
advertisements sent to the household in PFY 2001. 

Advertising Volume 
American households receive over a billion pieces of 
sales, advertising or promotional material (including 
catalogs) per week. Advertising mail is the greatest 
proportion of mail received by households, accounting 
for 57 percent of the total mail received by households 
in PFY 2001. 

Total advertising volume in  2001 was 82.4 billion 
pieces, or an average of 15.02 pieces per week per 
household. (By comparison, bills are the next largest 
proportion of mail received by households a t  3.3 
pieces per week.) This amount is an increase from 
the 72.4 billion, or 12.80 pieces per week, seen in last 
year’s study. As stated before, comparisons with 
2000 data are made only when there are significant 
differences; otherwise, if the data is similar to last 
year, it will not be highlighted. 

Within each postal classification, advertising mail is 
categorized in a variety of ways. First-class 
advertising mail is sent either regular First-class, 
presorted First-Class, automation preeort or 
automation carrier route. Standard Mail (A) 
advertising mail can be standard, plesorted standard 
or bulk rate, standard or bulk rate enhanced carrier 
route, nonprofit or nonprofit enhanced carrier route. 
Package Services, the least expensive of the three 
classifications, is mailed parcel post, DBMC parcel 
phst, bound and printed matter or special standard 
ma& 
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Table 4.1 is a breakdown of total advertising mail 
volumes by postal classification, including the 

.bcategories of those classifications described 
,ove". [The advertising volumes represented in  the 

table do not include advertising mail described by the 
household as a "solicitation for funds'' or "request for 
donation." Requests for donations account for over 
800 hundred million pieces of First-class mail and 
over 5 billion within Standard Mail (A). If these 
totals are combined with total advertising volumes, 
then bouseholds received nearly 89 billion pieces of 
advertising mail in 2001, less than 7 percent of which 
were requests for donations.] 

As shown in the Table 4.1, more than two-thirds (69.7 
percent) of advertising mail received by households is 
sent Standard Mail (A). Standard Mail (A) is driven 

Stondord Moil (A) 

by the use of several rates, namely presorted 
standard or bulk rate (67 percent of total 
advertising); up slightly (1.65 pieces per week) from 
last year's study. Domestic First-class Mail 
comprises less than a quarter (23.7 percent) of total 
advertising. The most significant change from last 
year is the decrease of Nonprofit Standard Mail (A) 
advertising, 2.9 percent of this year's total, a large 
decline from 8.5 percent in 2000. As mentioned 
elsewhere, last  year's relatively high rate was 
probably driven by Presidential election year politics, 
when Nonprofits increase the amount of advocacy 
mail sent. Other noticeable changes from last year 
are in Domestic First-class mail, where advertising 
only mail decreased by .21 mail pieces per week, and 
mail with advertising enclosed increased by .66 pieces 
per week. 

57.5 10.48 69.7 

TABLE 4.1 

Advertising Moil by Postal Classification, Percentage of Total Advertising ond Pieces per Household per Week 

Presorted Standard, or Bulk Rote 

' b r n e s t i c  First-Class Mail Pieces I 19.5 I 3.56 I 23.7 I 

52.8 9.63 64.1 

I Advellirtng Only I 0.4 I 0.07 I 0.5 I 

Unsolicited Publicotions 

I Adverliiiog Enclosed I 19.1 I 3 49 I 23 2 I 

2.0 0.36 2.4 

1 Nonprolit Organization I 2.4 I 0.43 I 2.9 I 
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First-class advertising is used primarily by the 
financial sector; 41.0 percent of all First-Class 
advertising originates here (See Table 4.2). Financial 
advertising is defined a s  advertising from a credit 
card company, bank, credit union, securities broker, 
money market account, insurance company, or real 
estate broker. Merchants, such as department stores, 
mail order companies or publishers, are the second 
highest user of First-class advertising, followed by 
Services (utilities, medical professionals or insurance 
companies, computer companies, entertainment) and 
SociaUNonprofit (political, charitable or nonprofit 
organizations). Merchants drive the volumes of 
Standard Mail (A) advertising to American 
households, with 57.8 percent of all Standard Mail 
(A) advertising mail, an  increase of 6.7 percent from 
last year. The financial sector is a distant second; 
sending 19.5 percent of their advertising mail 
Standard Mail (A), followed by Services and 
SociaUNonprofit. Again, SocialMonprofit is much 
less than last year (down by more than a half in both 
First-class and Standard Mail (A) in 2000). reflecting 
the growth of such mail in Presidential election years. 
Similarly, the huge decline of Government 
advertising (down three-quarters in Standard Mail 
(A)) is probably related to the 2000 Census. 

Mercha"h 

Sewices 

Manufoduren 

Government 

-, . .. ' i (,  ,.:;,;; ?. . .. . . ' 5 ...+s. 
-'$andold Mail (A) advertising rnakkup" 

.more than two-thirds of oll advertising ' 
moil for on average of 10.48 pieces per 

household per week. 

0.91 25.7 5.17 57.8 

0.80 22.6 1.29 14.5 

0.09 2.6 0.20 2.2 

0.09 2.6 0.03 0.4 

In fact compared to last year's study, there are some 
noticeable differences, mostly caused by increases in 
the overall volume of advertising mail. In 2000, 
First-class advertising averaged 3.11 pieces per week 
per household and Standard Mail (A) averaged 8.28 
pieces per week, indicating a growth of -45 and .83, 
respectively, from last year. The most sigrvfcant 
growth was in the amount of Financial advertising in 
both First-class and Standard Mail (A), (24 and .31 
pieces per week respectively), advertising from 
Merchants using Standard Mail (up .93 pieces per 
week) and Services using Standard Mail (A) (up 2 1  
pieces per week). 

When looking a t  the rank order in Table 4.2, it is 
obvious that Merchants, Financial and Services 
generate a large percentage of advertising mail to 
households. Their combined percentage within each 
postal classification is approximately 90 percent, ten 
percent increase in the proportion of Standard Mail 
(A) from last year's study. 

TABLE 4.2 

Advertising Mail by Major Business I Organization, Percentage of Total Advertising and 
Pieces per Household per Week, Firrt-Class and Standard Moil (A) 

I Finonciol I 1.46 I 41.0 I 1.74 I 19.5 I 
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Factors Affecting Advertising Volume 
is interesting to look a t  how demographic factors 
: households may affect their mail volumes; in this 

case, the amount of advertising mail received by the 
household. In  most cases, income, educational 
attainment aild household size are compared against 
total volumes to observe a relationship. 

The fmst household characteristic analyzed is income. 
Figure 4.1 shows advertising volumes across all 
postal classifications increasing with income. 

Households with an annual income exceeding 
$100,000 receive an  average of 22.3 advertising pieces 

FIGURE 4.2 

. Advertising Pieces per 
Household per Week by Postal 
Omifimtion and Education of 

Head of Household 

per week, while households earning under $7,000 
annually receive only 5.9 advertising pieces per week. 
However, last year t,hose households with incomes of 
more than $100,000 had more volume and averaged 
23.0 pieces per week. The only other differences from 
last year's figures is an increase in  the total 
advertising mail received by households with incomes 
of $7,000 - $10,000 (up 1.94 pieces per week) and the 
decline in advertising delivered to households with 
incomes of $65,000 ~ $80,000 (down 0.7 pieces per 
week). 

Another demographic factor, educational attainment, 
displays a similar relationshp (See Figure 4.2). As 

DRmOmr C1%ndotdh l (A)  Oldol 

18 
16 
14 

FIGURE 4.1 

Advertising Pieces per 
Household per Week by 
Postal Clorsifitotion and 
Household Income 
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Number of Persons in Household 

educational level increases, households receive a 
higher volume of advertising mail. Households where 
the head of household did postgraduate work receive 
more than double the amount of mail a s  those where 
the head of household has an eighth grade or less 
education. Again, a higher rate of change is observed 
in Standard Mail (A) than in First-class. Compared 
to last year’s study, the lower education groups in 
2001 each received more advertising mail, while the 
higher education groups (beginning with “some 
college”) received less, with the most s i d i c a n t  
changes among those with less than an 8 t h  grade 
education (up 1.61 pieces per week) and Post 
Graduate groups (down 0.27 pieces per week). 

The relationship between household size and 
advertising volumes does not follow the same pattern 
demonstrated in inwme and educational attainment 
(See Figure 4.3). while there is a large increase in 
advertising volume from one-person to two-person 
households, there is a slight drop in mail volumes for 
three-person households. Instead of a n  ascending 
curve to the right, there is more of a plateau. This is 
expected, since additional household members are 
typically children who do not generate high volumes 
of advertising mail. 

FIGURE 4.3 

Advertiring Pieces per 
Household per Week by 
Postol Closrification and 
Hourehold Size 

Affifudes Toward Advertising 
Households have demonstrated less interest in  
advertising mail overall since 1987, a trend seen in 
last year’s report, with very similar numbers. 
Respondents rated their attitudes about advertising 
mail using a scale of ‘would like more,’ ‘some are 
interesting’ and ‘wish there were less.’ Table 4.3 
indicates that 62.0 percent of households wish they 
received less advertising mail in  PFY 2001, compared 
to 30.4 percent in 1987 and 57.1 percent in 2000. The 
percentage of advertising mail households find 
interesting fell from 62.5 percent in 1987 to 34.7 
percent in 2001 (and down 2 percent from last year’s 
study). This year, 3.3 percent of households said they 
would like more advertising, down from 5.4 percent a 
year ago. 

TABLE 4.3 

Attitudes Towotd Advertising Moil - Trends Pertentogeof Households 

Wish them were l k  30.4 57.1 62.0 

Soma ore interesting” 62.5 36.7 34.7 

Would like more 5.6 5.4 3.3 
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1 products and services, perhaps so that they can be 
better informed when they make purchases. A 
telephone call from a telemarketer is four times a s  
likely to be unwanted a s  an advertisement in a 
newspaper. Direct Mail Advertising lies in the 
middle, reflecting the fact that an advertisement in a 
USPS mailbox is less intrnsive than a telemarketer’s 
call, yet is more intrusive than a newspaper 
advertisement. 

Households’ treatment of advertising mail changed in 
two significant ways since 1987. (See Figure 4.5). 
First, the percentage of those who “usually don’t 
r e a d  doubled. Second, the percentage of those who 

i 

Beyond declining attitudes toward advertising mail 
overall, the results show that American households 

3tingnish between different types of advertising. 
,sed on the same scale of attitudes from Table 4.3, 

households gave higher negatives than positives for 
nearly all of the eight advertising mediums tested, 
with the exception of newspaper and radio (See 
Figure 4.4). Telemarketing fared the worst, followed 
by mail, television, plastic bags on doorknobs, e-mail, 
radio, Internet and finally, newspaper. Clearly, the 
more intrusive the advertising, the more offensive i t  
is to households. Households are not put-off by 
advertising per se, but rather, by the mode. In fact, 
households seem to like to receive information about 

.-. 50 I I 

1 FIGURE 4.5 

Household Reoding Potterns of 
Advertising Moil - Trends t 

3 8 Chapter 4: D i r e r 1  M o i l  A d v e r t i s i n g  Z O O 1  H O U S E H O L D  D I A R Y  S T U D Y  



TABLE 4.4 

Attitudes Toward Advertising Moil by Portol Classification, Firrt-Class and Standard Mail (A), Percentage of Mail Pieces 

., 
Reaction . .  :: . Pi.’e 

. : .  
;;? 2000 :.. . :, :.: , 2000 2001,;:’ :;..t;, .:2001 li .*:,:: 

’ Fint-aass .,Standad.Mail (A) Fi&.t-Cl&s Standard Moil fA) 

Useful 

“usually r e a d  fell by 6.8 percent, continuing a decline 
seen last year. In 1987, 9.1 percent of households 
said they usually do not read their advertising mail, 
compared to 20.1 percent in 2001. However, the 
percentage of households that “usually scan” and 
“read come” has remained consistent over the life of 
the study. In other words, attitudes towards 
advertising mail since 1987 has become more 
polarized, with opinions in the middle decreasing and 
negative opinions increasing. 

3s 9 43 7 29.4 40.4 

Attitudes toward adveriising mail 
have become more polorized -_ ond 

negative -- since 1987. 

lnferesilng 15.1 

When household reactions to advertising mail by 
class were analyzed, Standard Mail (A) received a 
more favorable response than First-class (See Table 
4.4). In fact, households labeled 56.8 percent of 
Standard Mail (A) ”useful” or “interesting.” compared 
to 43.1 percent of First-Clam mail. As a result, 
households labeled 36.4 percent of First-class 
advertising mail “not interesting“ and 5.1 percent 
“objectionable.” The most si&cant difference since 
last year’s study is the decline of First-class 
advertising mail found “useful” or “interesting,” 
down 7.9 percent. Unaddressed mail, while not a 
classi!icatioa received a favorable response by 
households, who described nearly 43 percent of it as 
interesting or useful19. 

16.2 13 7 16.4 

Response to Advertising 
Response rates are relatively consistent across postal 
classilications. There is a perception by marketers 
that households are  more responsive to First-class 
mail: it is usually personally addressed to someone in 
the household and has  a more official appearance. In 
fact, households are more likely to dismiss First-class 
advertisements than Standard Mail (A), something 
that advertisers should note (See Table 4.5). When 
asked whether anyone in the household considered 
responding to the advertisement, 21.5 percent of 
First-class advertising received a favorable response 
(.yes or maybe), compared to 30.7 percent o f  Standard 
Mail (A). The only sigmficant difference since 2000 is 
the decrease in a “no” response to First-class 
advertising, down 3.9 percent. A higher proportion of 
credit-card solicitations within First-class 
advertising could explain the higher proportion of 
negative responses to First-class advertising. 

TABLE 4.5 

likelihood of Response to Adveltking Mail Piece by 
Portol Clorrifitation, Percentage of Mail Pieces 

Note that Vnaddressed advertising mail mlumes are o& 11 billion piece8 
a m a l l y .  
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Households typically respond to advertising mail 
through the mail, as shown in Table 4.6. They are 

%arly twice a s  likely to do so than by phone or in  
.rson, a t  least in the case of First-class mail. The 

varying types of advertising mail sent in each class 
can explain different response rates between the 
First-class and Standard Mail (A) advertising. 
Previous data explained in this section showed that 
41.0 percent of First-class advertising comes from the 
financial sector, which lends itself to response by 
mail. For example, responses to credit card 
solicitations, loan offers, or life insurance require the 
completion of a written application. 

In contrast, Standard Mail (A) advertising, driven by 
merchants, might consist of department store or local 
merchants’ advertisements, warranting a n  “in- 
person” response. 

By Phone 

TABLE 4.6 

Type of Response by Household to Advertising Moil, 
Pertentoge of Moil Pieces 

24 0 27.2 

vi0 Interne1 

I In Person I 27.0 I 36.4 I 

4.2 4.3 

I Bv Fax I 0.3 1 0.2 I 

Other 0.2 0. I 

! 
i 

I 
1 

4 0 Ch-pler 4: Dlre<l Mail Adrer l i i ing Z O O 1  H O U S E H O L D  D I A R Y  S T U D Y  



Chapter 5: Periodicals 

Doily Newspaper 

Weekly Newspaper 

Other Newspaper 

Total Newpoperr 

An examination of periodicals is interesting, in part, 
because periodicals delivered via USPS tend to be 
yearlong subscriptions, meaning that  their delivery is 
much or less constant throughout the year: hence 
they produce a more predictable revenue stream. 
Periodicals mail consists of daily or weekly 
newspapers, weekly or monthly magazines, and any 
other periodic newspapers or magazines sent to 
households in PFY 2001. This Chapter’s analysis of 
the amount and type of periodicals includes only 
those delivered by USPS to households. Newspapers 
or magazines delivered by a local camer  or purchased 
a t  a newsstand or grocery store are not included in 
household diary data. In addition, the volumes 
examined here are only a portion of total periodicals 
volumes, since over a quarter of periodicals are 
received by nonhouseholds, such as doctors’ offices or 
other businesses. As with previous chapters, only 
significant differences with PFY 2000 figures are 
noted; in all other cases, assume that PFY 2001 
figures are similar to last year. 

10 7 6  

16 1 1  7 

05 3 9  

.32 23.2 

Toto/ Periodicals Volumes 
Arriving in  Households 

Weekly Mogome 

In PFY 2001, 7.5 billion pieces of mail delivered to 
households were periodicals, a slight increase of .3  
billion from last year. This equates to 5.2 percent of 
the total domestic mail to households. Table 5.1 
shows a breakdown of periodicals received by 
households in 2001. 

Households receive an  average of 1.37 periodicals per 
week, up .05 from the year 2000. Almost half of all 

pericdid are monthly magazines (45.5 percent, or 
an average of .62 per week). The next largest 
percentage is weekly magazines, followed by weekly 
newspapers. Newspapers make up nearly a quarter 
(23.2 pereent or an  average of .32 per week) of 
periodicals received by households in 2001. 
Examining these volumes by sender type shows that 
Commercial Organizations, rather than member 
organizations, send the vast majority of periodid 
(See Table 5.2). Member organizations are 
professional affiliations, religions organizations, 
educational groups and unions. Table 5.2 reveals 
that member organizations mail 24.7 pereent of all 
periodicals to households, mostly publications from 
professional organizations. ‘‘Commercial 
Organization” is the largest contributor to household 

22 15 7 

Periodicals Volumes, accounting for an  average of 
almost one piece per week per household. 

TABLE 5.1 

Perioditol Pieces per Household per Week ond Pertentoge of Totol Type 

Monthly Mogorine 

I,+iodicp~ Type . I Pieces . . per er Week Household .. . I,,eiodica,s. % of Total 

62 45 5 

1.37 Total Periodicals 100.0 

I Other Magazine I .13 I 9 ~ 4  I 

1.37 Total Periodicals 
tn Unur-hnl.(c 

1Tot.l Magazines I 0.97 I 70.6 I 

100.0 

I I 

.01 Choritoble Organization I 

1 Other Periodlcolr I 04 I 3 0  I 

1.1 

I I 
I Don’t Know/Refure I 04 I 3 3  I 

TABLE 5.2 

Periodirol Piece per Household per Week ond Perrentoge of 
Totol by Sender Type 

I 70.9 I I Commercial Orgonizofion 1 .97 

.W I 6.2 I I EducaConal Organization I 
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Supporting this data is an overview of Periodical 
Volumes by type of subscription (See Table 5.3). As 
shown in Table 5.2, “Commercial Organization” 
accounts for the largest volumes by sender type. In 
2001, a household member ordered and paid for 63.5 
percent of periodicals received by households, or more 
than 4.8 billion periodicals (yet down from 70.3 
percent last year). An additional 24.4 percent, or 1.8 
billion, were free - either ordered by a household 
member or delivered as a benefit of membership in an  
organization. 

Totul Periodicals Received 
by Other M e u m  
While the diary study records incoming mail to 
households delivered by USPS, households also 
received periodicals through other means (e.g. 
newsstand or private delivery). Volumes of these 
alternative receipt measures were collected during 
. e recruitment interview of t.he PFY 2001 diary 

idy. 

The survey captured the number of newspapers or 
magazines a household receives by mail and the 
periodicity of the publications; i.e. how many are 
daily newspapers, how many are monthly magazines, 
etc. Next, the survey collected information about how 
many different newspapers or magazines the 
household receives that do not come through the mail, 
along with the periodicity questions. 

In 2001, households estimated that they received 1.36 
newspapers or magazines per week thmugh meam 
other than USPS. Table 5.4 compares newspaper and 
magazine volumes, received by mail and not by mail, 
using 1987 and 2001 totals from household 
recruitment interviews. 

h r d i n g  to the study, the number of periodicals 
received by mail decreased slightly since 1987. Most 
of the decline is due to a signi6cant reduction in the 
amount of newspapers received via mail in 2001, an 
average of .37 per week, down from .55 in 1987. The 

Gih Subscription from Friend/Relative 

same sort of decrease is seen in newspapers received 
by other means. In 2001, households received a n  
average of .77 newspapers per week, down from 1.23 
in  1987. 

This decline indicates that  households are buying 
fewer newspapers, either through the mail or a t  a 
store, a trend supported by the decline in newspaper 
circulation figures published elsewhere. 

Overall, households received fewer periodicals 
through other means. The average pieces households 
received per week fell from 2.33 in 1987 to 1.36 in 
2001; this number declined from last year’s 1.60 
pieces received through means other than the mail. 

5.3 

TABLE 5.3 

Percentage of Total Periodicals by Type of Subscription 

Nmpapen 

Mogmines 

TomlFlecerptrWeek 

I Poid, Ordered by Household Member I 63.5 I 

0.55 0.37 1.23 0.77 
i 

3.23 3.26 1.10 0.59 t 

3.78 3.63 2.33 136 
. i  

I Free, Ordered by Household Member I 9.2 I 
I 15.2 I I Free, Come wiih Membership 

TABLE 5.4 

Newspapers and Magazines, Pieces per Household per Week, 
Manner of Receipt 

i 
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Fuctors Affecting Receipt 
of Periodiculs 
There are various factors that might influence a 
households receipt of periodicals. Several of these 
variables are demographic while others are 
geographic. 

Income would seem to influence volumes since 
penodicals are typically received through a paid 
subscription (63.5 percent in 2001). Figure 5.1 shows 
that as income increases, periodical volumes tends to 

BhG~xkalsrhmeHighSdml Highsdad hmeCdlege T e d d m l S d d  Cdl~g?6& M6mb 
Groduoe Gmdm Wd 

Educational Altainment of Head of Household 

increase. Indeed, households with more than 
$100,000 in annual income receive double the amount 
of periodicals as those making less t.han $50,000. 

Educational attainment is correlated with income and 
is used in  this chapter to compare the amount of 
periodicals. Figure 5.2 shows that households headed 
hy someone who has performed post-graduate work 
receive the most periodicals. However, volumes for 
college graduates and those who have done post- 
graduate work fell considerably since 1987. 

I 

L- 

4 7 K  <SlOK 4 l S K  4 2 D K  4 2 S K  4 3 S K  c S S O K  4 6 S K  &OK <SI001 SIOOK+ 
Household Income 

Bose Penadmlr R e e d  by Households Pohl  Frsml Yeor 2007 (7 5 & l l h )  
Nole Income hbmohon colleaed dunng ieouhent ~ n f e w w  

FIGURE 5.2 

Periodiml Pieces per 
Household per Week by 
Murotionol Attainment 

FIGURE 5.1 

Periodirols per Household per 
Week by Household Intome 

I 
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Sutisflrction with Delivery arrive on a particular day, only 2.5 amve late in the 
South. with sliehtlv hieher numbers of periodicals ~~~ 

Y o~~~ 

i v a l  times and delivery patterns are important to arriving late in the rest of the country. 
PS customers and are therefore analyzed in the 

piece of periodicals mail, they comment on its amVal 

me west having the lowest on.time delivery could he 

from the Northeast, generally considered the nation.s 

household diary study. Each time a household logs a 

time and the convenience of its delivery. For hub. 
example, was the piece late? Was it so late that it 
caused the household difficulty or inconvenience? Or 
is the delivery date irrelevant? 

Arrival times for periodicals are not problematic; in 
fact, 96.4 uercent had no deliverv time difficulties. 

due to its lower residential density or its distance 

TABLE 5.5 

Perioditol Pieces per Household Per Week and 
Pertentoge of lo to l  by Arrivol limes 

tSw 'l'ablr 5 5 )  In fact. 12  I pwrrut arrived 011 the 
rxprcwd (lay. 3.4 pvrcrnt less than in la.51 yrar's 
study. llousrholds arc more than twiee as likt*ly to 
rrcrive thrir ~i t~ r iod iea l~  rarlirr than rxrwcted. rather 
than later. 

Figure 5.3 looks at the percentage of on-time delivery 
of periodicals by region. The South receives the 
highest percentage of on-time periodicals at  97.5 
percent, while the remaining geographic regions 
fluctuate between 96.9 and 95.5 percent. This means 
on average, out of every one hundred periodicals that 

On Doy Expeiled 

Eorlier than Expecled 

Loler thon Expected 3 ~ 6  

39.7 Not Expected lo Arrive on Pallicular Doy 

Bare: Penodicols Recervcd by Households, Poitol Fscol Year 2Wi (7.5 &hon). 
Note: Perrentages do no1 sum to I W due to exclusion ai uxlaiiiiled cases. 

FIGURE 5.3 

Perrentoge of Perioditolr 
Arriving On-lime by 

Geogrophir Region 

! 

! 

. .  
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Of the 7.5 billion periodicals mailed to households in 
2001, 1.3 percent amved so late as to cause 
inconvenience to households. Table 5.6 shows 
households' expectations for delivery of periodicals in 
2001, a s  compared to 1987. Clearly, households have 
become more expectant about the delivery of their 
periodicals in the last 14 years, with 23.7 percent 
saying their periodical should come on the proper 
day, a n  increase from 19.5 percent in 1987, yet 
similar to last year's 25.2 percent. Similarly, 31.9 
percent say that their periodical could arrive later, 
down 8.3 percent from 1987. 

In Table 5.7, attitudes towards timing of arrival are 
compared by geographic region. The data shows that 
households in the East are most likely (23.4 percent) 
to believe that their periodical arrives so late that it 
causes dif6culty. Households in the Northeast and 
West are least likely to think that their periodicals 
a m v e  so late that it causes difficulty. More than a 
quarter of households in the South (25.9 percent) 
believe that the delivery date is not important; almost 
double that  of households in the East (14.1 percent). 

Could Arrive Later/No DtHtcvlry 

TABLE 5.6 

Perioditolr - Perrentoge of Toto1 by 
Attitude Toword Timing of Arrivol 

40.2 31.9 

Should Come on Proper Day 19.5 23.7 

4 

Hor No Regulor Del~vev Day 

Delivery Dote Not lrnpodonl I 22.7 I 21.1 I 

9.0 14.9 

Don't KnowINo Answer I 7.2 I 6 9  I 

TABLE 5.7 

Perioditolr - Percentoge within Attitude Toword Timing of Arrivol by Geogrophic Region 

Should Come on Proper Day 21.3 16.4 20.9 21.8 19.5 

H a s  No Regulor Delivery Day 22.0 13.7 24.7 20.9 18.7 

Arrives LoteKoures DiicuHv 23.4 17.6 19.5 21.3 18.2 
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Chapter 6: Packages 
The amount and types of packages received and sent 
by households in PFY 2001 is assessed in this 
chapter. The data collected includes package 
classification, delivery method, use of special services, 
sender type, contents, contents purchase method and 
reason for sending the package. This chapter 
presents an overall picture of package volumes as  
well as characteristics of households who sent and 
received packages using USPS in PFY 2001. 

The examination of packages, especially of packages 
received by households, is important because in the 
growing on-line marketplace, merchants continue to 
rely on on-time delivery by the USPS in order to 
remain in hnsiness. The increasing ease and growth 
of placing orders a t  home, either over the telephone or 
the Internet. creates demand for delivery of these 
items purchased by consumers. 

Households and nonhouseholds can send packages 
via the different classifications available through 
USPS. These classifications are: First-class, Priority, 
Express, Standard Mail (A) (nouhouseholds only), and 
Package Services (formerly known as  Standard Mail 
(W). 
First-class mail receives prompt handling and 
transportation. I t  is generally delivered overnight to 
locally designated cities and within two days to 
locally designated states. Delivery by the third day 
can be expected for outlying areas. Priority mail 
offers preferential handling and expedited delivery. 
All First-class mail exceeding 13 ounces is treated a s  
Priority. Express mail is the fastest mail delivery 
service offered by the USPS. It provides guaranteed 
overnight delivery service 365 days of the year and is 
automatically insured up to $500. Standard Mail (A) 
is used primarily by retailers, catalogers and other 
advertisers to promote their products or services. It 
has minimum volume requirements and is often used 
to send items ordered by households. Package 
Services, formerly Standard Mail (B), consists of 
matter not required to be mailed as First-class, not 
mailed as Standard Mail (A), and not entered as 
Periodicals. It must weigh over a pound. Paclrage 
Services consists of several subclasses, including 
Parcel Post, Bound Printed Matter, and Media Mail 
(a special category for books, film. printed music and 
test materials, manuscripts, sound recordings and 
computer-readable media). Advertking restrictions 
apply. 

Packages Received by Households 
Households received 2.8 billion packages in PFY 
2001, a slight decline from 2000, but a sigruficant 
increase from 1.2 billionz" in 1987. In 2001, 
households received an average of .51 packages per 
week per household, almost double the average of 
0.26 per week received in 1987. 

USPS delivered 80.2 percent, or approximately 2.2 
billion of these packages. This includes First-class, 
Priority and Express, Standard Mail (A) and Package 
Services, as well as  packages delivered to foreign 
destinations (See Table 6.1). The second most 
common delivery method was UPS Ground Service, a t  
8.1 percent or 227 million packages. 

Standard Mail (A) and Package Services packages 
make up almost half (48.6 percent) of all USPS- 
delivered packages received by households in 2001, 
since both classifcations are used for this type of 
delivery. First Class packages account for the 
smallest portion of USPS-delivered packages received 
by households in 2001 a t  14.0 percent. 

TABLE 6.1 

Pockoger Received by Households and Delivered by USPS, 
Percentoge of Total 

Sfondard Moil (A) 

Packoge Sewices (forme+ 
Standard Moil B 

Prioriiy and Exp- 

Firrt Cloa 
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Received Package Characteristics 
xty-seven percent of packages received by 

Jnseholds, or slightly less than two bdlion packages, 
were sent by a business to a household member. 
These deliveries were either in response to an order 
from a household or for another reason, such as a free 
gdt in exchange for membership. A closer lwk a t  
sender type among packages received showed that 
81.5 percent of items ordered from a catalog or retail 
store and sent to a household were mailed using 
USPS. Friends or relatives sent 13.6 percent of 
packages received by households in PFY 2001, an  
increase over last year's nine percent. 

Books were the most common item received (15.3 
percent), followed by clothing (12.4 percent) and 
music or videos (7.7 percent) *I. Almost all households 
receiving packages delivered via USPS reported that 
the contents were not damaged (98.7 percent). 

Special services available for a fee in addition to 
postage included special handling, insured mail, ; 

certificate of mailing. Special handling made up the . 

% 

collect on delivery (COD), registered mail and 

only s igdicant  percentage of selected services, which 
is 2.4 percent (81.6 million) of total packages received 
by households in  2001. Special handling provides 
preferential handling hut not preferential delivery 
and was available for First-class Mail, Priority Mail 
and Package Services. 

Factors Affecting Package Receipt 
Package receipt increases with income in PFY 2001 
hut levels off at the higher-income categories (See 
Figure 6.1). This could he due to household 
purchasing patterns changing with income. 

correlated with educational attainment, although 
households headed by person with postgraduate 
degrees did receive the most packages. 

Interestingly, package receipt was not highly ! 

Packages Received per 
Household per Week by 

Household Income 

USK-S49.9K 5501-S99.91 SlWKi 
Hwsehold Income 



FIGURE 6.2 
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0 2nd Ouortei 

3rd Quarter 

0 4th Quarter 
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Owning a home makes a big difference in the amount 
of packages received. Homeowners receive an 
average of .57 packages per week, compared to .35 
per week for renters. 

Previous data presented in Chapters Two and Three 
illustrate that  a large proportion of packages are 
received by households in response to an order by a 
member of that  household. A package received by a 
household in response to a direct mail piece was most 
likely to be delivered via USPS (95.0 percent), 
followed by ordered from a print catalog (80.3 
percent). An item ordered directly from a store was 
least likely (62.7 percent) to be delivered via USPS. 

Packages Sent by Households 
American households sent 571 million packages in 
PFY 2001, a decrease fmm the 638 packages sent in 
2OOO. Clothing is the most common item sent (22.0 
percent), followed by books (16.6 percent) and t ~ y s  
(12.0 percent). 

Almost two-thirds (61.5 percent) of honseholds 
sending packages are mailing gifta or other items to a 
friend or relative. This is an increase from last year, 
when just over half (52.2 percent) of packages were 
mailed to tXends or relatives. (See Table 6.2) Two- 
person households are more likely (71.5 percent) to 
send packages to fiends or relatives. Having a friend 
or family member living overseas did not lead to a 
higher propensity for sending gifts. 

The largest proportion of packages are sent in the 
fist quarter of the PFY, 35.7 percent, or an  average 
of .14 packages per week. (Figure 6.2) The least 
amount of packages are sent in the fourth quarter, 
16.1 percent, or .07 packages per week. This is 
understandable because the first quarter includes the 
weeks preceding the holiday season. 

Slightly more than a fifth of all packages (21.0 
percent) are sent 300 miles or less, with 18.5 percent 
sent 301 to 600 miles and 16.6 percent sent 601 to 
1,000 miles. 

TABLE 6.2 

Reasons for Sending Packages 

Gift or Other hem sen1 to Friend or Relotive 

Refvrning Merchondire O n l e d  

Returning Unsolicited Merrhondise 

Other 21.8 

Total 100.0 

Bore !+&OF Sent by HouseMs, P&l F-l Yeor 2Wl (571 MU* 
&k: Percentages based on wld rerpoores onb. 

18.4 

I. 
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Age of head of household also affects the number of 
packages sent. The older the head of household, the 
more packages sent, except for the very oldest group, 
those headed by a person seventy years or older. 
Similarly, those households with one or more children 
send slightly more packages, on average -12 per week, 
a s  compared to those households with no children (.lo 
per week). 

In general, educational attainment has a positive 
impact on the number of packages sent (See Figure 
6.3). While differences in the number of packages 
sent seem tu fluctuate among lower levels of 
educational attainment, the positive impact of higher 
education (i.e. college graduate, postgraduate work) 
appears to maintain a strong effect. Internet usage 
also affects the number of packages sent. Those 
households with access to the Internet send .12 
packages per week, almost double the amount 1.07) 
6ent by households with no Internet access. 

.I4 

FIGURE 6.3 

Pockoger Sent per 
Household per Week by 
Edutotionol Attainment of 
Head of Household 

Packages sent by households show some deviation 
across geographic regions (See Table 6.4). Households 
in the West send the most packages per week (-14). 
while households in  the East send the least (.07). 

TABLE 6.4 

Potkoges Sent per Household per Week by Geographic Region 

I Northeost I .12 I 
I South I .I 1 I 
I Central I .09 I 
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Chapter 7: Electronic Communication 
New technologies and their seemingly endless 
applications are transforming the way in which 
households and individuals conduct their daily lives. 
From the most basic daily tasks - such as 
communicating with friends and relatives - to large- 
scale purchases, banking, product research, and 
shopping for incidentals, the Internet, is altering 
the way in which people conduct their personal 
business. 

A s i d i c a n t  portion of this personal business (e.g. 
bill payment, personal communications, requests for 
information, document transfers) has historically 
been conducted through the United States Postal 
Service (USPS). Now, with electronic file transfers, 
electronic signatures, and a host of on-line services, 
this new way of doing business has the potential to 
significantly reduce mail volumes to and from U S .  
households. 

Conversely, there are a number of household and 
personal activities that are newly created or 
expanded by advances in technology. These new 
markets put a greater demand on USPS products 
and services. Shopping on the Internet, product 
research, and even technology-based learning, all 
create increased mail volumes through product 
shipments, information requests and other online 
purchases and transactions. 

In a n  attempt to better understand current and 
future trends and their impact on overall as well as 
class-specific mail volumes, USPS has spearheaded 
the development of a technology augment to its 
annual diary study. The purpose of this additional 
research is to obtain person-level information 6n the 
current access, usage levels, and Internet behaviors 
of the American public. This data, used here in 
conjunction with the household based recruitment 
and diary data, provides USF'S with current 
information on technology trends and how its use 
and applications impact mail volumes and mail 
characteristics. This in turn helps USPS in the 
planning and implementation of electronic services. 

In  many ways, the technology usage data pick up 
where. the HDS leaves off, allowing'us to observe 
household behavior a t  the person-level Recruitment 
data from the PFY 2001 HDS provide the backdrop 
of technology use in households across the US., 
which is then supplemented with individual 
technology usage data. 

The Technology Scale 
In PFY 2001, USPS introduced a person-level survey to 
households participating in the HDS. Individuals over 
the age of 13 were asked to complete a short 
questionnaire about their technology usage and return 
i t  with their diaries. 

The result was a great deal of information about 
personal technology usage. In order to categorize their 
use patterns, respondents were divided into categories 
based on their answers to attitudinal and behavioral 
questions from the technology questionnairezz. 
Respondents were given a score between 1 and 4, and 
divided into four categories of technology usage: 
Enthusiasts (3.25 and higher), Adaptors (2.5-3.24), 
Tolerators (1.75-2.49) and Avoiders (1.0.1.74) (See 
Table 7.1). 

TABLE 7.1 

Four Cotegorier of Technology Uroge 

Enthusiasts (27 percent of population) like using 
technology. They wish they could uee it more 
k q u e n t l y  and are the first to get new technologies. 
Enthusiasts tend to be between the ages of 18 and 34 
and live in households with incomes exceeding $65,000 
annually. 

Adaptors (34 percent of population) are the largest 
identified user group. They are accepting of 
technology; they understand it and are comfortahle 
with it. Many like using it. Adaptors are probably the 
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Access to Technology best representatives of "typical Internet use." 
Adaptors tend to he between the ages of 25-44. 

PC ownership continues to rise, with 65 percent, or 
over 69 million households owning a PC23. This 

PFY 2000 levels. Access has traditionally been tied to 
income, but ownership is beginning to plateau in the 
highest income categories, with the largest increase 
occurring in households earning less than $50,000 
annually (See Figure 7.1). 

lerofors (21 percent of population) use technology 
,ut of necessity. They may need to use a PC or the 

new technologies out of any personal interest. 
Tolerators have some experience with the Internet, 
but it makes them uneasy. Tolerators tend to be 
slightly older (less than a quarter are under age 45) 
and less affluent. 

Internet either at  work or school, but do not seek represents Inore than a Seven percent increase Over 

These data are consistent with recent benchmarks. 
The Department of Commerce's Census Bureau put PC 
ownership a t  60 million households in September 
20012'. 

Avoiders (14 percent of population) do just that ~ 

avoid technology. They find technology to be 
difficult and/or boring, and do not have any interest 
in wine  more technolow. Avoiders tend to be 65 - -. 
years of age or older and live in households with 
annual incomes less than $25,000. 

FIGURE 7.1 

PC Ownership by 
Household Income 
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FIGURE 7.2 

Household Likeliness to Buy o 
P t  by Income level 
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Household Income 

With rapid increases in PC ownership, the number 
of those households who said they were likely to buy 
a PC in the future has fallen. In P N  2001, the 
number of ‘likely to buy’ households fell across all 
household income categories under $65,000 fax ownership has slowed. 
annually. The percentage of those households 

called “office” technologies is beginning to fall. Twenty- 
two percent of all households use a fax machine or a PC 
with fax-capabilities to send fax communications, down 
from 24 percent in PFY 2000, indicating that household 

- 
varning more than SG5,OOlI annually mniainrd 
iiiirhilngrd from FY 2000 (Src Fipirr  7.2j. 
siiggesriiig sa tura t ion  in higher inrome housrholds. 

PC ownership is most prevalent in households with 
three or more members, and is crossing traditional 
educational attainment barriers. Twenty-three 
percent of those heads of household with an Sa 
&de or less education have a PC in ZOO0 
(compared to 19 in 2000, and only eight percent in 
PFY 1999). More than half of heads of households 
with only a high school education (52 percent) also 
have a PC in PFY 2001. 

As access to new technologies, such as PCs and the 
Internet, increases, the reliance on traditional so- 

Fifty-eight percent (61 Million households nationwide) 
report having Internet access &om home; up 9 percent 
from Fy 2ooo. Among pc owners, that number jumps 
to 89 percent. The vast majority (74 percent) accesses 
the Internet using a PC, while 18 percent use an 
Internet access device such as Web TV. Palm pilots 
and pocket PCs account for 9 percent, while cellular 
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phones account for an astonishing 11 percent of all 
Internet access devices25 (See Figure 7.3). 

’;xty-two percent of people use the Internet from 
me. Analog modems are the most common type of 

&cess (45 percent), followed by cable and DSL (12 
percent). 

Electronic Communications/ 
Online Consumption 
While tracking PC ownership and Internet access is 
an  important tool for trending adaptation levels, the 
real potential impacts of new technologies lie with 
the ,behaviors of users. This behavior is a key 
criterion in determining what impact the Internet is 
having on USPS mail volumes. 

FIGURE 7.3 

Household Internet 
Aaerr by Income 
(Percentage of Household) 

Eighty-three percent of persons with Internet access 
(137 million people) have communicated with others 
over email in the last 12 months. Roughly 40 percent 
of these emailers send and receive between one and 
five emails a day. 

, 
I 
1 

Almost half (48 percent) of all Internet users go online 
only to visit select sites, others (41 percent) spent most 
of their time researching products, travel locations and 

“chatting,” and ‘surfing“ (20 percent). 
other topics, while still others (24 percent) spend time 

”b m a mulapk response weahon, 80 percentages do not total to 100. 
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FIGURE 7.4 2 4  1 '  

Deliveries of Online 
Purthorer in PFY 2001 (TA) 
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Internet users reported makine. 66.4 million online 
, .  piircha>c,s i n  2001. l'SPS i -  th r  dt.li\,cary nirth(n1 of 

c h o w  for ;almost half (18 prrwiiti of nll  onlinr 
pun.lt:isrs nmli. 111 2001. 1 ' 1 3  follows with 37 
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Internet users reported making;;: :; 
66.4 million online purchases in'2601: 

Figure 7.4). 

Data shows an increase in online purchasing a s  Almost 70 percent of those who go online multiple 
odine activity increases, suggesting that many times per day have made an  online purchase in the 
people go online for the purpose of shopping. past year (See Figure 7.5). 

FIGURE 7.5 I 80 I I 
Online Purchoring by 

Frequency of Internet Use 
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Online Bil l  Poyment 
dine hill payment has doubled since PFY 2000 - 

,ding fmm four percent of households in PFY 2000 
to eight percent in PFY 2001. As a proportion of 
total volume, households in FY 2001 made 42 
million online bill payments per month; four percent 
of the total monthly hills paid per household. This 
percentage is double last year’s total. 

Fourteen percent of those households with a PC pay 
bills online, up fiom 9.5 in PFY 2000. In terms of 
income and education level of the household, 42 
percent of those who pay bills online are college 
graduates (up from 37 percent in PFY 2000). 61 
percent categorize themselves as white-collar 
professionals, while 53 percent are households with 
annual incomes of $65,000 or higher. This proportion is 
six percent higher than in PFY 2000. 

Most households who pay bills online say they do so 
because it’s easy to use (46 percent). Others say i t  is 
their most trusted preferred method (16 percent), it 
saves time (10 percent), they have no other option (6.4 
percent), it’s cheaperkaves postage (3.7 percent) or the 
payment is past due and they need it to post 
immediately (2 percent). 
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Chapter 8: Summary and Conclusions 
Total mail volume increased in PFY 2001. Total 
domestic mail reached 207 billion pieces, representing 
an annual increase of approximately 3 billion pieces 
of mail. Of this total, 158 billion pieces (75 percent) 
were sent or  received by households26. U S .  
Households sent 25 billion pieces of mail and received 
144 billion pieces of mail. Mail sent by households 
comprises two key mail sectors: Household-to- 
household mail (totaling 7.8 billion pieces) and 
household-to-nonhousehold mail (totaling 15.2 billion 
pieces). Mail received by households is also included 
in the nonhousehold-to-household mail (totaling 135.2 
billion pieces) and is also included in the household- 
to-household mail totals. Key findings for each of 
these three sectors are presented in this chapter. 

Household-to-H ovsehold Mail 
Household-to-household mail totaled 7.8 billion pieces 
and comprised 3.8 percent of total domestic mail, 
representing comparable estimates to PFY 2000. 
Pieces per household per week averaged 1.4 pieces, 
which was identical to the PFY 2000 estimate. 
Virtually all household-to-household mail is sent via 
First-class mail. To many households, First-class 
mail is synonymous with the postal service. Use of 
First-class mail for personal communications 
increased marginally in PF'Y 2001, from 1.34 pieces 
per household per week to 1.36 pieces per household 
per weekz?. Data indicated that the slight rise was 
due to the sending of more holiday greeting cards in 
2001. On the other hand, slightly fewer personal 
letters were sent in PFY 2001. In fact, First-class 
mail sent by households to another household is more 
than twice 88 likely to be a greeting card as a 
personal letter. 

American households sent 551 million packages in 
PFY 2001, a decrease from the total sent in PFY 
2000. USPS is used to ship 81 percent of these 
packages, and more than half were sent via USPS 
Priority or Express mail. Use of Priority and Express 
mail has increased significantly since last year's 
study. It appears that households are becoming more 
concerned with their packages arriving as smn  as 
possible at their destination. Most of these packages 
are gifts or other items sent to a friend or relative. 
The largest proportion of packages are sent in the 
first quarter of the year, which is the quarter that  
includes the December holiday seasons. 

Access to new technology in American households is 
impacting the way people communicate. Fifty-eight 
percent (61 million households nationwide) report 
having Internet access from home, up nine percent 
from PFY 2000. Over 83 percent of Internet users or 
137 million people have communicated via email a t  
least once over the last 12 months. A plurality (40 
percent) sends and receives between 1 and 5 emails 
per day. Internet users made 66.4 million purchases 
online in PFY 2001. USPS delivered almost half (49 
percent.) of these online purchases. 

Household-to-Nonhovsehold M a i l  
Household-to-nonhousehold mail totaled 15.2 billion 
pieces and comprised 7.3 percent of total domestic 
mail. In the aggregate, compared to PFY 2000, the 
proportion tended to remain the same as the volume 
increased slightly. The stability of the household-to- 
nonhousehold estimates indicated that electronic or 
telephone communications methods have not yet had 
a signhicant impact on how American households 
conduct their business communications. Bill 
payments comprised half of all mail sent to 
nonhouseholds. Telephone bills continue to be the 
most common form of bill paid through the mail, 
followed by electic, credit card, and other utility. 
Because bill payment through the mail is considered 
"easy", "a habit", or a "trusted" method, bill payments 
will continue to be sent via mail by American 
households for the foreseeable futnre. Paying bills 
by automatic deduction h m  a bank account ia the 
leading alternative to paying bills through the mail. 
On-line bill payment has doubled since PFY 2000 
with households in PFY 2001 making 42 million on- 
line bill payments per month. 
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Nonho usehold- io  - H o useh old M a i l  
7 far, the majority of mail received by households is 
im nonhouseholds. Mail volume in this sector 

averaged 24.6 pieces per household per week, 
compared to the 1.4 pieces that households received 
from other households. Total mail volume was 135.2 
billion pieces, and comprised 65.4 percent of total 
domestic mail volume. This represents a leveling off 
of mail received from nonhouseholds, with PFY 2001 
volumes virtually the same as PFY 2000. 

. 
The mojoriiy of moil received.by? 

households is from’nonh&sehol&. ”Mail.” 
volume in this’s&r wer&.24.6 p8ces: 
per household pkweek, compord fo.‘%e, 
1.4 pieces that . households r&ied frdm 

\ . , . , .,. y1 !C 

other households.%:. ’ r < ,  , 

Financial institutions surpassed the volumes of 
merchants this year to become the largest senders 
within this sector. Households received more mail 
from financial institutions than any other industry 
sender type (24 percent of total). Financial 
institutions are much more likely than other sender 

>es to use First-class Mail, exhibiting First-class 
ail usage rates that are two times that of Standard 

Mail (A) usage rates. Merchants, the second most 
frequent sender of mail to households (25.7 percent of 
total), used Standard (A) Mail a t  rates that  were 
almost four times those of First Class Mail. Unlike 
the patterns found among merchants, financial 
institutions increased their use of both First-class 
mail and Standard Mail (A) in the past year. A 
similar but less dramatic pattern was also evidenced 
among service businesses. Government-sponsored 
mail was down in PFY 2000, perhaps reflective of the 
i n k a s e d  government communications in 2000, with 
the Census and the presidential election. 

Advertising mail is still the greatest proportion of 
mail received by househlds, accounting for 57 
percent of the total mail received by households. 
American households receive on average 15.02 pieces 
per week per household. This volume represents a 
tripling in the amount of advertising and promotional 
materials over the 14-year study period. By 
comparison, bills were the next largest proportion of 
mail received by households at  3.30 pieces per week. 
The number of bills and invoices has grown by nearly 
’qe piece per week since 1987, with more than half of 

this increase occurring in the last year. Also, 
financial statements have almost doubled since 1987, 
again with most of this increase in the last year. 

Since the HDS first began in 1987 and a s  the volume 
of advertising mail has almost tripled, households 
have demonstrated less and less interest in receiving 
advertising mail. In PFY 2001, 61 percent of 
households said they wish they received less 
advertising mail. Households appear not to be put off 
by advertising per se, hut rather, by the mode. In 
fact, households seem to like to receive information 
about products and services, perhaps so that they can 
he better informed and make more informed 
purchases. Of eight advertising media tested, 
telemarketing fared the worst and newspapers fared 
the best. Direct mail advertising lay in the middle, 
reflecting the fact that an advertisement in a USPS 
mailbox is less intrusive than a telemarketer’s call, 
yet is more intrusive than a newspaper 
advertisement. 

Household treatment of advertising mail has changed 
in three significant ways since 1987. First, the 
percentage of those who “usually don’t r e a d  doubled. 
Second, the percentage of those who “usually read  
fell by seven percent, continuing a decline seen last 
year. Third, using First-class mail for direct 
advertising appears to he losing its advantage over 
Standard Mail (A). Fewer households are reading 
First-class advertising (down 9 percent) from PFY 
2000. Households labeled 57 percent of Standard 
Mail (A) “useful” or “interesting” compared to 43 
percent of First-class mail. The higher proportion of 
credit-card solicitations within First-class 
advertising could explain some of this difference. 

Standard Mail (A) is the dominant classifxation of 
mail received by households. Mail order companies 
are the largest individual user, followed by 
departmenu discount stores, credit card companies, 
publishers, and finally other stores. A significant 
difference from last year‘s figures was a more than 50 
percent jump in credit card pieces. Letter size 
envelopes make up the largest portion of Standard 
Mail (A), and households receive almost +mice as 
many of them compared to 1987. The number of 
catalogs received has also almost doubled. In fact, 
more than half of all Standard Mail (A) packages are 
sent to households by businesses in response to an 
order by a member of that household. It bas also 
been bund that the more previous purchases made 
online, the more Standard Mail (A) household receive. 
This correlation is understandable since many direct 
mail lists are generated from online transactions. 
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Of periodicals received by households through the 
mail, most are monthly magazines (46 percent), 
followed by weekly magazines (16 percent), weekly 
newspapers (12 percent), and other magazines (9 
percent). The average number of magazines received 
per household per week has increased slightly since 
1987, while the average number of newspapers has 
decreased. 

Conclusions 
While total domestic mail volume continues to 
increase from its 1987 levels, the differences between 
PFY 2000 and PFY 2001 in major classifications have 
been slight. The decline in amount of personal letters 
sent by households to other households persists, but 
there appeared to be stabilization among the volume 
of greeting cards sent. Households have maintained 
their reliance on USPS for sending packages, with 

greater use of Priority or Express Mail. Most of the 
mail sent by households to nonhouseholds was bill 
payments. For a significant portion of American 
households, mail is considered the easiest and most 
secure method of conducting their business 
communications. American households received 
increasingly more mail in PFY 2001 from 
nonhouseholds. Most of this mail originated with 
merchants or financial institutions. 1Jse of Standard 
Mail (A) increased among both of the dominant 

industry customers, while use of First-class mail 
increased only among financial institutions. While 
advertising mail is still the greatest amount of mail 
received by households, tolerance for direct mail 
advertising is dwindling. The percentage of 
households who “usually don’t read  advertising mail 
doubled, while the percentage of those who “usually 
r e a d  fell by seven percent. And, fewer households 
are reading First-class advertising. A potentially 
large revenue ~ource  for USPS is on-line purchasing 
which is a t  an  all time high this year. Persons with 
Internet access a t  home reported making 66.4 million 
on-line purchases in PFY 2001. USPS was the 
delivery method of choice for almost half of these 
purchases. 
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Stondard Mail (A) Content of Mailpiece 
6 - 2  A3- 1 

.~.. (Percentage of Standard Moil (A) Received by Households) 
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6 - 8 cont. Standard Mail (A) Industry by Shape (Percentage of Pieces Received by Households) 
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.___. -~ 40 

43 

6 - 44 
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Percentage of Pieces) 

aesponse Rates to Advertising: First-Clnss Advertising Only vs. Standard 
Moil (A) Envelopes ond Curds (Percentage of Pieces) 
Total Moil Overview: Treatment of Advertismg Mail  by Perceived Volume of 
Pieces Received ~~ Per Week (Percentogeof Households - From Entry Interview) 
Entry Interview Treatment of Advertising Moil by Household Income 

Entry Interview Treatment of Advertislnq Moil (Percentage of Households) 
Enty Interview Attitude Towords Moll Advertising (Percentage of Households 
Entry Interview Attitude Toword; Moil A d v e i G g  (Percentage of Householdsj 
by Perceived Volume of Pieces Received Per Week 
Total Mail Overview. Attitude Towards Moil Advertising by Actual Weekly Standard Mail (A) 
Receipt of Advertising Mail (Percentage of Households - From Entry Interview) 
Entry Interview Attitude Towords Mail Advertising by Household Income 

Attitude Towards Mail Advertising by Age of Head of Household 

Entv Interview Attitude Towards Mail Advertising b y  Age of Head of Household 

Entry Interview Anitude Towards Mail Advertising b y  Education of Head of Household 

Entry Interview Treatment of Advertising Mail by  Education of Head of Household (Percentage of 

A4-1 
- A4-2 

A4-3 

A4-4 

A4-5 

A4-6 

3 - 1 4  A4-7 

3 - 1 7  A4-8 

3 - 10 A4-9 
3 - 1 1 A 4 - I 0  

3 -  12 A4-11 

A4-12 

A4-13 

A4-14 

A4-15 

A4-16 

. 

~~ -. 
3 - 4  

-. ~ 

~~ ~ (Percentaxe of Households) 

~~ 

l3 

l6 (Percentoge of Households) 

la (Percentage of Households) 

l9 (Percentage of Households) 

2o (Percentage of Households) 

21 Households) 
A4-17 

5 - 1 Periodicals Received A5- 1 
5 - 2 Periodicals -- Type of Publication A5-2 

A5-3 ’ 
A5-4 

A5-5 

Newspapers Received by Mail And Not b y  Mail -- 
Number of Different Newspapers Per Household (From Entry Intewiew) 
Periodicals -- Households Where Newspapen are Received 
(By Type of Newspaper and by  Receipt Medium) 
Magazines Received by Mail and Not by Mail -- 
Number of Different Magazines Per Household (From Entry Interview) 



PFY 1999 PFY 2001 Description 
Tables Tables 

Periodicals - -  Households Where Magazines are Received AS-6 ~ 

(by Type of Magazine and by Receipt Medium) 
_. A 5 7  5 - 9 Periodical Demographics ~ - -  Pieces Received Per Household Per Week 

- A 5 4  5 - I O  Periodical Mail - -  Tyce-of Subscription 

5 - 1 1  Periodical Moil  - -  Source of Publications A5-9 
Periodical Mail - -  Type and Source ofMai l  Received by Households 

A 5 1 0  
(Percentage of Subscription Type by Source 

A5-1 1 

~~ 5 - 14 Periodicals -~ Need-foi Delivery (Percentage Of Pieces) .- A5-12 
A5-13 

5 -  17 (Percentage of Pieces) A5-14 

~~~ .. 

~___~.. 

.___~.. 
~ __ l2 

5 ~ 13 Periodicals __ - -  Satisfaction With Delivery (Pe;centage of P i e c e s l  ~~ .~ . ~~~ 

- 
Periodicals - -  Satisfaction WFh Delivery by Postal Region- 
(Percent of Pieces Received by Households) 
Periodicals - -  Households' Need for Delivery bypostal Region 

- .. . 

Packages Received - -  By Delivery Company 
7 - 1  (Percentageof Packages Received by Households) A6- 1 

Packages Received - -  Packages Delivered by the Postal Service by Class and Sender (Percentage 
7 - 2  A6-2 
7 - 3 Packages Received -- SenderIContent by Carrier .- A6-3 

Packages Received - -  biSpecial Services 
7 - 4  Ab-4 (Percentage of Pockages Delivered by the Postal Service) 

7 - 5 Packages Received - -  Carrier by IncoFe (Percentage of Pieces) . A6-5 
7 - 6 Packages Received - -  Carrier by Postal Region rercentage .. of Pieces) A6-6 

A6-7 
7 - 9 A6-E 

7 - 1 1  A6-9 
7 - 13 A6-10 

~- of Packages by Class) .- 

~ ._ 

~ _ _  7 - 8 Packages Sent by Delivery Company (Percentage of Packages by Class and Carrier) 
Packages Sent Via the Postal Service by Class and Recipient (Percentage of Pieces) 
Packages Sent -- Choice of Carrier by Income (Percentage of Pieces) 
Packages Sent by Distance (Percentage of Packages Sent by Households) 

~ ~~ 
Entry Interview Household Electronic Mail Capability bv Household Income , .  J - LL 
(Percentage of Households) 
Entry Interview Household Electronic Mail Capability by Education of Head of Household 

23 (Percentage of Households) 
Entry Interview Household Electronic Mail Capability by Age of Head of Household 

24 (Percentage of Households) 

A7-1 

A7-2 

A7-3 
~ 





Table A l - 1  
Total  Domestic Mail 

Or ig inat ing in Households and Nonhouseholds 
Postal Fiscal Years  1987,2000 and 2001 

I 

0 State Government included in Nonhousehold-to-household mail. 
(2 These volumes are not included in Table 1 .l; therefore total Pieces per Household Per Week presented here will differ from Table 1 . 1  
Note: Total Household Mail includes summation of Household-to-household, Household-to-nonhousehold, and Nonhousehold-to-household. 
Percentages may not sum to 100 due to rounding. 



Table A1 -2 
Mail  Received by Households 0 

by Class 
Postal Fiscal Years 1987,2000, and 2001 

Periodicals 8.2 5.2 5.1 

Standard Moil (A) 1 47.6 I 49.9 I 50.5 

IFirst 6) I 42.1 I 41.3 I 4 1 . 4  1 8.64 I 10.58 I 11.18 I 
1.69 I 1.32 1.37 

9.77 I 12.75 13.64 

Government 
IPackaoe Services I 0 3  I 0.4 I 0 3  I 0 0 6  I 011  1 0 0 8  I 

1 .8 3.2 2.7 0,36 0.83 I .02 

Dlncludes priority mail 



Table A1 -3 
Total Mai100verview: 

Content of Mail Received by Households 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

First-Class business invitations onnouncements 
First-Closs requests for donotions 
Standard Moil (A) odvertising 

Standard Moil (A) nonprofit advertising 

Standard Moil (A) nonprofit requests 

Standard Moil (A) requests 

Totol Advertisina With Reavest For Donations 

Personal 7 5  5 1  5 6  

Financial Statements 4 2  4 3  4 8  
AOVFRTIZINC, 

8111s 0 12 5 1 1  0 1 1  4 

1.2 
0.4 
30.7 
0.5 
2.4 
3.2 

0.5 

" 48.6 
(not including Periodicols) 

Total Advedisina Without Reouest For Donations I 

0.6 

I 44.5 
(not including Periodicals) 

Newspapers 2.9 
Mogozines 

10 9 12 0 

4.7 

'" 
0 5  

Total Advertising (including Periodicols) 56.2 

67.7 I 59.7 

Other Standard Moil (A) (3 6.7 3.6 
Other Standard Mail (A) nonprofit 3.7 2.0 
Federal Government 1.7 1 .o 

58.8 1 56.4 

4.5 
1.5 
0.9 

International 
Other 0 

Total Ce, 

Pieces per household per week GI 

0.5 
12.5 
105.5 
20.5 

112.5 106.5 
23.4 24.3 

0 Does not include packages. 

C3 Request for donotions is now a seprate category under odvertising 
0 Mostly other First-class. 

@ Equals more than 100% because First-class advertising enclosed is counted twice.. 
8 First-Class advertising enclosed is only counted once.. 

Includes credit card statement/bill. 





Table A2-1 
First-class Mail Contents of Mail Received by Households 

Postal Fiscal Years 1987,2000 and 2001 

* Includes credit cord siaternent/bill. 
Note: Tolols moy not add due to rounding. M w n  Toiolr oppeoring here differ from Toble 2.3 8.2.4 due io the addifion of pockoger 



Table A2-2 
First-Class Mail Received -- Content by Quarter 

(Pieces Per Household Per Week) 
Portal Fiscal Years 1987,2000 and 2001 

Quarter O n e  

Quarter Two 

Quarter Three 

2.42 2.25 2.76 4.49 7.21 I 8.47 
1.56 0.73 0.95 6.38 5.75 I 9.78 
1.16 0.99 0.94 6.56 7. 50 1 8.46 

IQuorter Four 1 1.04 I 0.98 I 0.79 1 6.00 1 8.04 I 8.32 
Includes credit card statement/biil 



Table A2-3 
First-Class Demographics -- Pieces Received Per Household Per Week 

Postal Fiscal Years 1907,2000 and 2001 

1 8 - 2 4  I 4.Y I 5.5 I 6.5 
I 7.3 I 8 . 7  I 9 .4 . .. . I 

I 7.4 I a 6  I 7 

I 8.2 I I 3 1  0 
5 1 pqc 

> -  . . 

3 I I 1  I 1 l . Y  I 13.7 
4 +  I 11.5 I 15.9 I 15.8 

CD Fluctuations may be due to small sample sizes. 
Note: 2000/2001 Estimotes forlncome Levels $25K-$29,9K ore identical lo those in 830K-134.9K s~nce categories used lo collect data only included $25K-$34 9K.  
Note: Missing estimates not available due to change in definition between Postal Fiscal Year I999 and 2000. 



Table A24 
Use of First-class Advertising-Only Mail -- by Industr). 

Postal Fiscal Years 1987,2000 and 2001 



Table AZ-5 
Percentage of First-class Mail Containing Advertising by Household Income 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

$7K - $9.9K 
$10K - $14.9K 
$ lSK - $19.9K 
$20K - $24.9K 

21.1 26.7 34.6 
25.5 31.6 32.9 
23.4 27.8 35.2 
24.3 34.2 36.8 

$25K - $29.9K 25.5 31.9 37.2 

$30K - $34.9K 27.0 

0 Includes advertising only, advertising enclosed, and business invitationslonnouncernents 

32.5 37.2 

$35K - $49.9K 
$50K - $64.9K 
$65K - $79.9K 
$80K - $99.9K 

29.5 33.9 34.2 
29.4 32.7 37.0 
29.9 34.6 36.1 
33.3 34.0 38.3 



Table A2-6 
First-class Mail Usage of Reply Envelopes -- by Industry 

(Percentage of Pieces) 

Don't know/No answer 

Pieces Der household Der week 

Total Nonhausehold Moil Received 
bv Households 

Postal Fiscal Years 1987, 2000 and 2001 

1.4 0.8 6.2 1.2 0.5 3.3 I .2 0.5 4.1 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
0.5 I .0 1 .o 2.1 2.6 2.9 2.7 3.6 4.0 ~ 

. ^ .  I 10.3 8.5 I 
I .  

I 3.1 I 2.7 I 2 4  I 14.4 I 10.7 I 13.1 I 12.1 I , ^ .  , lother utility . ^ ^  , 

I 2.5 I 0.4 I 0.4 I 5.8 I 0. 4.9 4 I . ,  , ^ I  

0.5 I 
^ ^  , 6 1  

^ ^  , ^ ^  , 1.0 I 0 Oiher Drofessionol 



Table A2-7 
First-class Mail -- Enclosure of Reply Envelopes -- by Content 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

'Includes credit card staternent/bill 





f 

Table M-9 
First-class Mail -- Industry Mail to Households 

Postal Fiscal Years 1987,2000 and 2001 

~~ ~ 

Supermarkets 0.0 0.0 0.0 0.00 
Deprtment Store 2.1 1.3 0.5 0.37 
Mail Order 0.9 1.4 1.3 0.16 
Other Store 1.2 0.8 1.2 0.21 
Publisher 1.9 1.2 1 .o 0.33 
Land Promotion 0.3 0.1 0.9 0.05 
Restaurant 0.0 0.0 0.0 0.00 
Consumer packaged goodslmonufacturers 0.3 0.0 0.9 0.04 
Auto dealers 0.2 0.1 0.2 0.04 
Service stations 0.0 0.0 0.1 0.00 
Other Merchants 0.5 0.5 0.1 0.08 

Total Merchants 7.4 5.6 6.2 1.28 

0.00 
0.22 
0.04 

0.07 0.04 
1.38 1 .so 

Note: Total means do not match Table 2.1 due to the exclusion of Federal Government Moil. 
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Table A2-11 
Use of First-class Business Invitations/Announcements Mail -- by Industr). 

Postal Fiscal Years 1987,2000 and 2001 

i 



Table A2-12 
U s e  of First-class Advertising-Enclosed Mail@-- by Industry 

Postal Fiscal Years 1987,2000 and 2001 



Table A2-13 
First-Class Mall -- Interest in Nine Activities 

(Percentage of Households Which Enioyed these Activities Very Much or Quite a Bit) 
Postal Fiscal Years 1987,2000 and 2001 

Reading Books, Magozines 

Visiting with Friends 

Writina Letters 

66.  I 73.0 75.5 
67.8 79.0 81 .O 
27.1 38.5 39.9 

Reading Newspapers I 6 5 7  I 63.2 I 62.6 
Readina Cards and Letters I 69.5 I 68.8 I 69.9 " 

Telephoning Fam , ano i r  enos 1 6 2 F  I 7 9  5 I 80 8 
E-mailing via the Infernet* I N/A I 3 9 7  I 44 6 
Shoooina via the Internet- I N/A I 7 R  I 10 6 
*Added in Postal Fiscol Year 2000 



Table A2-14 
First-class Mall Received -- by Number of Financial Accounts and Insurance Policies 

Postal Fiscal Years 1987,2000 and 2001 

(Pieces per household per week 1 3.2 I 6.2 6.8 1 5.6 I 1.4 1 8 .5  1 8.5 1 1 u . 8  1 1 u . 4  I I L . ~  I 13 .6  14.4 I 



Table A2-15 
First-class Mail Received -- by Number of Credit Cards 

Postal Fiscal Years 1987, 2000 and 2001 



Table A2-16 
First-Class Mail Receipt -- Content by Age of Head of Household 

(Pieces Per Household Per Week) 
Postal Fiscal Years 1987,2000 and 2001 

'Includes credit card stotement/bill. 



Table A2-17 
First-Class Mail Receipt -- Content by Education of Head of Household 

(Pieces Per Household Per Week) 
Postal Fiscal Years 1987,2000 and 2001 

* Includes credit cord statement/bill. 





Table A2-19 
First-class Mail -- Percent of Nonpersonal Mail Received by 

Households Which is Sent Presort -- by Content 
Postal Fiscal Years 1987,2000 and 2001 

@ Fluctuation may be due lo srnoll sample sizes. 
Includes credit card siaternent/bili. 



? 

Table L\2-20 
Total Percentage of Industry's First-Class Mail Received by 

Households Which is Sent Presort 
Postal Fiscal Years 1987,2000 and 2001 

0 Fluctuation may be due to small sample sizes. 



Table A2-21 
First-class Mail -- Total Envelopes by Sector 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 



Table A2-22 
First-class Mail -- Total Envelopes by Content 

(Percentage of Total Envelopes) 
Postal Fiscal Years 1987,2000 and 2001 

Edrrcarion occeotances 
Other soc'al/choritob elpa itical, r , w i 3 r O :  I 

Don t Know/ho answer 
Total Social/Chorilaole/PoI tic0 ho-cr?' t 

Total 
Pieces Per riousehold Per Wee< 

Other b-riness or nonfederol ca,srnmei' 0 I a 1  I 2 7  I 
Total Business or Nonfeaerol Go.emment 36 4 2 4  3 4 0  ? 

Annomcemenr I 1 2  I I . :  I 1 7  
ReaLest for donation 3 1  
Thank yor for donation 3 2  

- 

Sociol/Choritoble/Politcol/ honDro: I 

: 8  . ?  

I I 1 r 1  
_ -  _ .  
^ _ .  ~- ^.,, a -  

P I  r l  r ?  
2' ? A  - 0  
7 P  4 7  3 '  
? 6  0'  

F I 1  0 1 1  F 5 >  

,- 

L 9  2 5 5  7 S E  -1  

.. 



Table A2-23 
First-class Mail -- Total Envelopes by Industry 

(Percentage of Total Envelopes ) 

Securities 
Monev Market 
Insurance 
Mortaaae 
Other financial 

Total Financial 

Postal Fiscal Years 1987, 2000 and 2001 

1.5 2 . 7  2.6 
0.1 0.3 0.3 
3.6 4.7 4.2 
0.5 0.6 0.7 
0.4 0.7 0.4 
14.5 21.1 21 , l  

Financial: 
Credit card I I I 6.6 6.0 2 .7  

,^. , .  ~- 



Table A2-24 
First-Class Mail -- Nonpresort Envelopes by Sector 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

~~ ~ 

UnidentXed incorn nq 
Unidentified odgoing 
Nonhousehord-to-nonnobseno u 

Household-to-household I 12.5 I 10.7 I 10.7 
Household-to-nonhousehold 17.3 22.1 26.4 
Nonhousehold-to-household I 25.2 I 27.6 I 22.3 I 

0 5  I 2 5  I 9 7  

32  0 I 34 4 I 37 0 
2 5  c 5  2 9  

~~ 



Table A2-25 
First-class Mail -- Total Cards by Sector 

(Percentage of Pieces) 
Postal Fiscal Years 1967,2000 and 2001 



Table A2-26 
First-class Mail -- Total Cards by industry 

(Percentage of Total Cards) 
Postal Fiscal Years 1987, 2000 and 2001 



i 

a 

Table A2-27 
First-class Mail -- Total Cards by Content 

(Percentage of Total Cards) 
Postal Fiscal Years 1987,2000 and 2001 

* Includes credit card statement/bill 



Table A2-28 
First-class Mail -- Cards Received by Households -- Households 

Percentage of Total Mail Sent at Each Category 
Postal Fiscal Years 1987,2000 ond 2001 

0 1999 doto includes any residual subclassification categories during the transition period 
* Includes credit card statement/bill. 



Table A2-29 
First-class Mail -- Cards Received bv Households -- Households Percentage of 

Total Mail Sent at Each Card Rate Category -- by Industry 
Postal Fiscal Years 1987,2000 and 2001 



Table A2-30 
First-class Mail  -- Timeliness of Arrival 

Postal Fiscal Years 1987,2000 and 2001 



Table A2-31 
First-Class Mail -- Reason for lateness 

(Percentage of Pieces that Arrived Late) 
Postal Fiscal Years 1987, 2000 and 2001 

Not mailed late 

Don't know when mailed 

Don't know/No answer 

Total 

Mailed Late 36.1 29.7 30.7 1 
22.1 24.9 23.5 
22.7 31.1 39.7 

19.0 14.3 6.2 
100.0 100.0 100.0 



Table A2-32 
First-class Mail Received -- Timeliness of Arrival -- by Quarter 

Postal Fiscal Years 1987,2000 and 2001 

Arrived on time or sooner 

Was not expected to arrive on any special day 
Arrived Late 

17.7 45 2 43.9 19.3 48.1 51.7 
65 5 35 9 43.9 66.7 36.5 40.4 
1.5 1 , l  0.9 1.3 1 .o 1.8 

Don't KnowINo answer 1 15.4 1 17.8 I 1 1 . 4  1 12.8 14 .3  I 6.2 
Total 1 100.0 I 100.0 I 100.0 1 100.0 I 100.0 I 100.0 

~~ 

Totol I 1000 1 1000 I 1000 I 1000 I 100.0 I 100.0 



Table A2-33 
First-class Mail Received -- Timeliness of Arrival -- by Postal Region 

Postal Fiscal Years 1987,2000 and 2001 



Table A2-34 
First-Class Mail Sent by Households to Nonhouseholds 

Postal Fiscal Years 1987,2000 and 2001 

Note: All Other Business Moil includes Sociol/Choritable/Political and Nonprofit 



Table A2-35 
First-class Mail Originating in Households and Nonhouseholds 

Postal Fiscal Years 1987, 2000 and 2001 



0'00 L 0'00 L 0'00 L 0'00 L 0'00 L O'OOL I IO101 
1'0 P'O Z'O P '  Z'O 8'0 JaMSUO ON/MOU? 1 , U O a  I 

L'L8 P'B8 L'S6 ON 
C ' 7  I C ' ,  , I 

L'7.6 8'E6 8'86 
0' , 

0'00 1 

O'EZ 
L'O 

0'00 L 0'00 i ID401 

8'LE 
6'0 9' L JaMSUD ON/MOUq +,UOa 

Z'6P O N  



Table A 2 4 7  
First-class Mail Media by Which Mail Order Purchases Made in the 

Past Month Were Ordered 
(Percentage of Orders) 

Postal Fiscal Years 1987,2000 and 2001 

Mail I 67.2 I 39.3 I 32.1 
Other I 1.7 I 8.6 I 12.0 

I Total I 100.0 I 100.0 I 100.0 I 



Table A2-38 
First-Class Mail -- Method of Payment 

(From Entry Interview) 
Postal Fiscal Years 1987.2000 and 2001 

By outomatic deduction 

By personal computer 

By telephone 

21.8 33.0 34.9 
N/A 4.4 8.1 
0.8 5.8 8.6 

Total payments per household per month I I 9.14 1 10.96 I 11.53 I 

* Due to the way questions were worded in the 1987 version of the Entry interview, 

information regarding percentoges is unovoiloble from the doto. 

**  Percentoges toto1 exceed 100% due to households using more than one method of bill payment. 



Table A2-39 
First-class Mail -- Personal letters and Cards (not greeting cards) Sent by 

Households in an Average Month -- by Age of Head of Household 
Postal Fiscal Years 1987,2000 and 2001 

21 - 2 4  
1 1 8 - 2 1  2.4 0.6 1.7 I 

3.5 4.6 5.0 2.2 0.7 1 .o 
25 - 34 I 4.2 4.8 I 5.0 I 2.8 I 0.8 1 0.R 

35 - 44 
45 - 54 
55 - 64 

4.3 4.9 5.1 2.6 1.1 0.7 
5.0 5.0 5.1 3.0 1.5 1.2 
5.4 5.3 5.2 3.7 1.6 1.3 

65 - 69 5.1 5.4 5.8 2.8 1 .a 2.0 
70+ 6.0 6.1 6.0 3.5 1.7 2.1 



Table A2-40 
First-Class Mail -- Holiday/Season's Greeting Cards Sent by 

Households -- by Education of Head of Household 
(From Entry Interview) 

Postal Fiscal Years 1987,2000 and 2001 



Table A2-41 
First-Class Mail -- Personal letters and Cards (not greeting cards) Sent by 

Households In an Average Month -- by Education of Head of Household 
Postal Fiscal Years 1987, 2000 and 2001 

0 Includes thank you notes. 



Table A2-42 
Personal letters and Cards (not greeting cards) Sent by 

Households in an Average Month -- by Income 
Postal Fiscal Years 1987,2000 and 2001 

0 Includes thank you notes 



Table A2-43 
First-class Mail -- Holiday/Season's Greeting Cards Sent by 

Households -- by Age of Head of Household 
Postal Fiscal Years 1987,2000 and 2001 

1 8 - 2 1  17.6 17.1 1 a s  
22 - 2 4  19.7 15.8 17.6 

25 - 34 
35 - 44 
A < .  6 A  

31.9 22.1 24.3 
35.2 25.7 27.5 
42.0 26.6 27.6 

55 ~ 64 45.4 29.0 29.4 

I 65 - 69 45.9 32.2 31.3 

70+ 44 9 32 9 32.9 



Table A2-44 
First-class Mail -- Holiday/Seasan’s Greeting Cards Sent by 

Households -- by Income 
(From Entry Interview) 

Postal Fiscal Years 1987,2000 and 2001 

< $7K 

$7K - $9.9K 

$10K ~ $14.9K 
$15K- $19.9K 

20.6 18.5 17.4 
26.7 17.5 21.7 

31.6 22.4 21.6 
32.4 23.6 22.5 

$20K - $24.9K 
$25K - $29.9K 
$30K - $34.9K 

32.5 24.9 23.3 
37.7 

24.3 25.2 
38.9 

$35K $49.9K 

$50K - $64.9K 

$65K ~ $79.9K 

$80K ~ $99.9K 
$1 OOK or More 
Total 

44.6 26.4 27.3 
50.7 29.0 29.3 

31 .a 32.0 

61.4 33.6 32.9 
33.8 34.7 

38.1 26.7 27.3 



Table A2-45 
First-class Mail -- Timing of Bill Payment 
Postal Fiscal Years 1987, 2000 and 2001 

Some other time 

Don't know/Don't onswer 

Total 

lWithinodavortwoofarrivo1 I l h 5  I 1 5 4  I 1 7 6 - 1  

0.6 3.0 2.8 
0.4 0.8 1.2 

100.0 100.0 100.0 

Once o month I 34.4 I 31.2 I 27.3 
As they become due I 26.0 I 26.0 I 26.5 



Table A2-46 
First-Class Mail -- Timing of Bill Payment -- by Age of 

Head of Household 
(Percentage of Households) 

Postal Fiscal Years 1987,2000 and 2001 



Table A2-47 
liming of Bill Payment by Education of Head of Household 

(Percentage of Households) 
Postal Fiscal Years 1987,2000 and 2001 



Table A2-48 
First-Class Mail -- Timing of Bill Payment -- by Household Income 

(Percent of Households) 
Postal Fiscal Years 1987, 2000 and 2001 



Table A2-49 
First-class Mail -- Use of Automatic Deductions 

(Percent of Households) 
Postal Fiscal Yeors 1987, 2000 and 2001 

I I 13.1 I 12.8 I 14.2 
2 4.4 8.1 8.4 
3 I 1 X  I A n  I 7 0  1 
> 3  I 1.3 I 6.3 I 5.9 
Don’t know/No onswer 0.5 0.3 0.6 
Total I 100.0 I 100.0 I 100.0 



Table A2-50 
First-Class Mail -- Use of Automatic Deductions -- by Income 

(Percentage of Households) 
Postal Fiscal Years 1987.2000 and 2001 

0 NOTE: 1967 figures reflect the response to "How many payments each month are outornotically deducted on a prearranged 

Note: 2000/2001 Estimates for Income Levels 825K-829.9K ore identical to those in $30K-$34.9K since categories used to collect data only included $25K.$34,9K. 
basis from sovings or checking accounts?" 



Table A?-51 
First-class Mail -- Use of Automatic Deductions -- by Age 

(Percentage of Households) 
Postal Fiscal Years 1987,2000 and 2001 

0 NOTE: 1987 figures reflect the response to "How many payments each month are automatically deducted on a 
prearranged basis from savings or checking accounts?" 





Table A3-1 
Standard Mail (A) Content of Mailpiece 

(Percentage of Standard Mail (A) Received by Households) 
Postal Fiscal Years 1987, 2000 and 2001 

Fund request 

1 Advertisement 84 4 I 
1.2 I 1.0 I 1.5 

IDon't know/No answer I 7.0 I 1.3 I 2.7 1 
1 Total I 100.0 1 100.0 I 100.0 J 





Table A3-3 
Standard Mail (A) Addressee 

(Percentage of Total Standard Mail (A) including Nonprofit Mail) 
Postal Fiscal Years 1987, 2000 and 2001 

Addressed to specific person 

Addressed to occupant 

Don't know/No answer 

Total Pieces Received by Household 

50.1 55.8 54.7 5.29 9.20 9.79 
22.7 10.5 13.3 2.39 1.73 2.05 
0.9 7.2 1 . 1  0.1 1 1.19 0.21 
73.7 73.5 69.1 7.70 12.12 12.05 



Table A3-4 
Standard Mail (A) Addressee by Industry 

(Percentage of Pieces) 
Postal Fiscal Years 1987, 2000 and 2001 



Table A3-5 
Standard Mail (A) by Shape 

Postal Fiscal Years 1987,2000 and 2001 

Larger Envelope 10.5 I 11.3 I 1.26 I 1.74 I 1.85 
Toto1 EnveloDe 29.5 I 31 R I 3 09 I 4 R 7  I 5 45  

Detoched Lobel Cord 1.7 1 3.3 I 0.61 I 0.28 1 0.46 

Note: Percentage Estimates will not motch Table 3.8 since the base here represents the RPW total for Standard Mail (A). 



Table A3-6a 
Standard Mail (A) Industry by Shape 

(Percentage of Pieces Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 



Table A3-Lib 
Standard Mail (A) Industry by Shape 

(Percentage of Pieces Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 

0 Fluctuations may be due to small sample size. 



Table A3-70 
Standard Mail (A) Shape by Industry 

(Percenfoge of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

Financial: 
Credit card I 7.5 

Securities broker 

Other Financial 0.6 
Total Financial 30.3 

- 
14.0 
5.6 
1.3 
0.3 
7.3 
1.2 
0.7 
30.5 

- 
- - 
- 
- 
- 
- 
- 

- 
8.8 - 
2.5 
3.9 
0.8 
5.7 
0.4 
0.4 
22.5 

- 
- 
- 
- 
- 
- 
- 

14.7 0.5 2.8 
3.7 3.4 2.9 
6.3 0.2 0.4 
0.7 0.0 0.0 

0.5 4.4 3.4 
0.4 0.0 0.5 
33.9 8.5 11.4 

- 
3.3 
4.3 
0.6 
0.3 
2.3 
4.6 
0.2 
15.5 

- 
- 
- 
- 
- 
- 
- 

Supermarkets 
Department store 
Mail order company 
Specialtv store 
Publisher 
Land promotion company 
Restaurant 
Consumer packaged qoods 
Auto dealers 
Service stations 
Mall 
Other merchants 

Total Merchants 

0.5 

14.4 
4.1 
15.5 
1.9 
0.1 
2.4 
0.7 
0.1 
0.0 
2.7 
48.0 

- 5.6 
- 
- 
_. 

- 
- 
- 
_. 

- 

0.8 

9.7 

16.6 
3.4 

2.8 
0.6 
4.3 
3.6 
0.9 
1.2 
0.0 
2.1 
46.1 

- 
- 
- - 
- 
- 
- 
- 
- 
_. - 

1.9 
17.6 
3.8 
13.1 
3.1 
0.6 
3.0 
2.5 
0.6 
0.8 
0.0 
1.5 

48.6 

- 
- 
- 

_. 

- 
- 
- 
- 



Table A3-7b 
Standard Mail (A) Shape by Industry 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

L 

* .  

i 

d 

0.9 
2.3 
0.7 
0.8 

-. . , . . I  

t. 



Table A3-8 
Standard Mail (A) Shape by Addressee 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 



Table A3-9 
Standard Mail (A) ZIP Code Usage by Shape 
(Percentage of Mail Received by Households) 

Postal Fiscal Years 1987, 2000 and 2001 





Table A3-11 
Receipt of First-class and Total Standard Mail (A) 

(Including Non-Profit Mail) 
by Number of Mail Order Purchases Made in the Last Year 

(Pieces Per Household Per Week) 
Postal Fiscal Years 1987,2000 and 2001 

2 
3 - 5  
6 - 1 0  
1 1  .L 

. . . .  . ._ 
8.2 11.6 11.7 9.5 10.9 12.0 

9.5 10.8 12.1 10.8 1 1.6 13.2 

11.3 13.3 13.3 13.8 12.7 15.7 
17 3 14.8 14.5 15.2 12.4 18.8 



Table 1\3-12 
Standard Mail (A) by 

Familiarity With Institution 
(Percentage of Mail Pieces Received by Households) 

Postal Fiscal Years 1987,2000 and 2001 

Previous customer 47.5 53.3 54.7 
Organization known 17.4 20.1 19.9 
Organization unknown 18.1 15.6 15.5 
Don't knowINo answer I 17.1 I 11.0 I 9.9 
Total Received I 100.0 I 100.0 I 100.0 





Table A3-14 
Standard Mail (A) -- Shape by Familiarity With Organization 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

More than one company/ 

Don't know/No answer 

Total 

27.1 8.0 19.5 27.6 11 .1  58.8 32.1 12.7 9.5 

100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 



Table A3-15 
Standard Mail (A) -- Mail Order Industry Shape 

by Familiarity With Organization 
(Percentage of Mail Pieces Received by Households) 

Postal Fiscal Years 1987,2000 and 2001 

Previous customer 

Organization known 

Organization unknown 

46.6 50.2 56.4 52.9 60.5 59.1 53.0 53.6 57.9 42.0 28.4 39.1 
17.1 23.1 14.1 15.4 14.2 14.9 18.8 19.7 19.0 15.5 24.5 15.9 
27.3 17.8 19.3 19.8 18.4 16.3 20.7 17.1 14.1 29.7 31.3 22.3 

Don't know/No answer 1 9.0 I 8.9 I 10.1 I 11.9 I 6.9 I 9.6 I 7.5 I 9.7 I 9.1 1 12.8 I 15.7 I 22.8 
Total 1 100.0 I 100.0 1 100.0 I 100.0 I 100.0 I 100.0 I 100.0 I 100.0 I 100.0 I 100.0 1 100.0 I 100.0 



Table A3-16 
Standard Mail (A) Receipt 

by Number of Financial Accounts and Insurance Policies 
Postal Fiscal Years 1987,2000 and 2001 

1987 
2000 
2001 

2.7 4.9 8.0 1 1  .o 
1 1  .0 0.5 12.1 14.9 
10.4 8.1 11.4 14.8 



Table A3-17 
Standard Mail (A) Receipt 

by Number of Credit Card Accounts 
Postal Fiscal Years 1987,2000 and 2001 

2000 1 5.7 I 10.1 J 13.0 I 16.1 
2001 I 8.3 I 9.6 I 12.4 I 14.9 



Table A3-18 
Standard Mail (A) Treatment of Mail Piece by Familiarity With Organization 

(Percentage of Mail Received by Household) 
Postal Fiscal Years 1987, 2000 and 2001 

NOTE: The "read immediately' percentages for 1999 include on additional code which wos added to the questionaire in Fiscal 

Year 1992. This accounts for the increase in percentage in this category over 1987. 



Table A3-19 
Standard Mail (A) Usefulness of Mail Pieces by Familiarity With Organization 

(Percentage of Mail Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 



Table A3-20 
Standard Mail (A) Response to Advertising by Familiarity With Organization 

(If Pieces Contained an Advertisement of Request for Donation and was from One Organization Only) 
Postal Fiscal Years 1987,2000 and 2001 

0 Includes pieces for which no response was given for familiarity with institution. 



Table A3-21 
Standard Mail (A) Treatment by Usefulness 

(Percentage of Pieces) 
Postal Fiscal Years 1987, 2000 and 2001 

Looked at 

Set aside 

Discarded 

24.4 17.6 19.8 36.5 30.5 25.8 21.5 44.4 48.7 

4.5 4.3 3.7 12.9 11.6 7.6 66.0 72.4 75.7 
58.2 66.9 65.4 25.6 17.9 19.9 8.4 9.1 9.8 

Read 

Looked at 

Discarded 

2.2 3.2 2.6 100.0 100.0 100.0 

5.2 5.8 5.2 100.0 100.0 100.0 
12.9 10.1 11.8 100.0 100.0 100.0 

Set aside 4.6 I 4 2  I 4 4  1 1000 I 1000  I 100.0 I 



Table A3-22 
Standard Mail (A) Usefulness by Treatment 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

NOTE: The “read immediately” percentages for 1999 include an additional code which was added to the questionaire in Fiscal 

Year 1992. This accounts for the increase in percentage in this categoy over 1987. 



Table A3-23 
Standard Mail (A) Treatment by Intended Response 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

N/A 26.1 25.3 N/A 33.0 32.8 N/A 34.4 37.3 Rend by more than one member 

of household 0 
Looked at 4.9 3.1 2.7 77.9 79.9 81.9 14 .1  9.5 10.7 
Discarded 0.9 0.9 0.7 92.5 89.6 92.4 2.4 1 .4  1.7 
Set nside 15.4 10.6 10.5 35.3 34.7 34.3 46.2 47.9 51.2 

0 This code was not presented in household diaries prior to 1992 

N/A I 6.6 I 4.7 I N/A I 100.01 100.01 

IO00 1 x 0  '000 
? n  A A  4 0  1000 IO00 100.0 



Table A3-24 
Standard Mail (A) Intended Response by Treatment 

(Percentage of Pieces) 
Postal Fiscal Years 1987, 2000 and 2001 

0 This code was not presented in household diaries prior to 1992 



Table A3-25 
Standard Mail (A) Usefulness by intended Response 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

5.0 I 100.0 I IUU.0 I 100.0 
Objectionable 1 3.8 I 10.1 I 7.0 I 100.0 I 100.0 I 100.0 
Not interesting I 3.5 



Table 1\3-26 
Standard Mail (A) Intended Response by Usefulness 

(Percentage of Pieces) 
Postal Fiscal Years 1987, 2000 and 2001 



Table A3-27 
Standard Mail (A) Pieces from Credit Card industry 

Response to Mail Piece by Familiarity With Organization 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions. 



Table A3-28 
Standard Mail (A) Pieces from Insurance Companies 

Response to Mail Piece by Familiarity With Organization 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions. 



Table A3-29 
Standard Mail (A) Pieces from Department Stores 

Response to Mail Piece by Familiarity With Organization 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

Previous customer 

Organization known 

Organization unknown 0 

52.4 66.2 66.3 11.2 9.7 7.4 64.4 67.8 67.3 17.6 19.4 20.3 

25.5 47.3 36.0 6.4 3.4 4.0 23.4 25.6 19.6 6.0 6.3 2.8 
24.4 23.9 35.0 4.5 18.3 13.0 17.5 13.4 22.6 7.1 1.4 2.6 

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions. 

0 Fluctuations may be due to small sample size. 



Table A3-30 
Standard Mail (A) Pieces from Mail Order Companies 

Response to Mail Piece by Familiarity With Organization 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

Set Aside '' 

Organization known I 32.3 I 10.6 I 40.8 I 10.3 I 12.4 I 11.9 I 26.8 I 27.7 I 31.8 [ 6.5 I 3.8 I 3.9 
Organization unknown I 22.2 I 27.0 1 30.2 I 11.3 I 12.2 I 10.1 1 13.9 I 16.9 I 19.3 I 4.6 I 3.2 1 3.2 

NOTE: Percentages do not add up to 100% due to multiple responses from muliiple questions. 



Table A3-31 
Standard Mail (A) Pieces from Publishers 

Response to Mail Piece by Familiarity With Organization 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

Previous customer 65.1 61.5 61.6 8.7 8.1 7.6 54.5 54.4 52.4 27.9 18.1 17.7 
Organization known 30.7 33.9 39.1 5.9 5.7 6.1 20.9 20.9 22.3 6.5 5.1 3.0 
Organization unknown 27.2 27.9 29.5 9.4 6.9 5.4 16.0 13.6 14.0 6.5 4.0 3.2 

NOTE: Percentages do  not odd up to 100% due  to multiple responses from multiple questions 



Table A3-32 
Standard Mail (A) Treatment of Mail Piece by Shape 
(Percentage of Mail Pieces Received by Households) 

Postal Fiscal Years 1987,2000 and 2001 

CD This code was not presented in household diaries prior io 1992. 

Q Total includes pieces for which no response was given as i o  shope 



Table A3-33 
Standard Mail (A) Usefulness of Mail Piece by Shape 
(Percentage of Mail Pieces Received by Households) 

Postal Fiscal Years 1987,2000 and 2001 

0 Total includes pieces for which no response was given as to shape 





Table A3-35 
Standard Mail (A) Percentage of Pieces Read Immediately 
and Set Aside by Shape and Familiarity With Organization 

Postal Fiscal Years 1988,2000 and 2001 



Table A3-36 
Standard Mail (A) Percentage of Pieces Eliciting 

intended Response by Shape and Familiarity With Organization 
Postal Fiscal Years 1987,2000 and 2001 

loraanization known I 5.9 I 23.9 I 21.0 I 7.1 I 15.8 I i 9 . C l ~ a . a  I 3.4 I 8.9 I 
Previous customer 21.1 1 16.1 I 22.7 I 13.7 I 20.3 I 5.2 1 7.9 
Oraanization known I 5.9 I 23.9 I 21.0 I 7.1 I 15.8 I 19.8 I 8.8 I 3.4 I 8.9 

Organization known I 6.4 I 33.8 I 26.3 I 4.6 1 16.2 I 15.1 I 0.0 1 4.0 I 4.6 
Organization unknown 5.0 I 33.6 I 21.6 1 4.8 I 12.3 1 16.2 I 4.5 I 3.0 I 0.4 



Table A3-37 
Standard Mail (A) Percentage of Pieces Found 

Useful by Shape and Familiarity With Organization 
Postal Fiscal Years 1987,2000 and 2001 

Previous customer 

Organization known 

Orgonizotian unknown 

~ ~ ~~~~~~ 

Organization known 10.9 1 11.0 I 19.8 I 8.9 I 1 1 . 1  I 28.3 I 9.6 I 11.9 
Orgonizotion unknown I 12.7 I 5.4 I 5.9 I 13.6 I 4.8 I 5.3 I 10.6 I 6.4 I 6.9 

70.5 72.2 80.9 66.6 74.2 80.0 67.4 69.8 80.9 
30.2 11.1 11.7 28.7 10.8 10.9 46.0 8.24 11.3 
18.9 5.3 5.1 16.3 4.3 4.7 25.9 2.72 3.9 

NOTE: Percentages do not add up to 100% due to multiple response to multiple questions 



Table A3-38 
Standard Mail (A) from Department Stores 

Reaction to Mail Piece by Shape 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

Larger envelope 

Postcord 

Catolog not in envelope 

Flyers 

45.8 46.7 46.7 10.2 2.2 4.7 40.8 45.9 35.8 
56.9 57.3 55.8 1.3 2.1 2.6 48.5 25.2 58.5 
45.9 37.9 42.6 15.8 12.4 10.0 62.5 12.7 63.2 
42.4 42.8 43.0 6.1 8.3 6.7 51.2 20.4 61 .O 

tetter size envelope 12.3 15.4 11.9 8.8 23.8 8.8 
Larger envelope 10.9 8.6 13.9 3.6 25.8 5.2 
Postcard 12.3 14.2 17.9 3.3 24 .7  13.6 
Catalog not in envelope 17.1 13.1 18.1 40.8 19.0 29.4 
Flyers 15.4 20.8 17.3 42.5 23.1 36.5 

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions, 



Table A3-39 
Standard Mail (A) from Department Stores 

Reaction to Mail Piece by Familiarity and Shape 
(Percentage of Pieces) 

Postal Fiscal Years 1987, 2000 and 2001 

0 Fluctuations may be due lo small sample sizes 



Table 1\3-40 
Standard Mail (A) from Mail Order Companies 

Reaction to Mail Piece by Shape 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

Larger envelope 

Catalog not in envelope 

Postcard 0 

Flvers 

48.2 46.8 45.0 10.4 7.9 7.2 41.1 41.6 38.7 
60.4 40.7 40.1 4.2 2.6 1.7 51.8 35.3 29.0 
40.9 33.6 37.6 17.1 17.7  15.7 48.9 49.5 53.8 
39.8 29.1 33.3 7.8 5.9 7.8 32.9 26.3 32.0 ~~ ~ .. .. ~. . I - ' -  

Newspapers/Magazines 0 I 57.0 I 39.0 I 33.6 I 0.0 I 14.8 [ 13.5 I 62.3 I 51.0 I 55.9 

Postcard (D 

Catalog not in envelope 

Flyers 

NewspapedMagozines 0 

I Larger envelope I 18.0 I 16.9 I 15.5 I 22.0 I 12.6 I 11.6 1 
18.6 3.9 6.2 0.8 1.2 1.4 
15.8 10.9 10.7 48.5 65.6 66.8 
10.0 6.7 6.8 7.0 5.1 5.9 
19.8 8.8 9.5 12.1 2.9 2.5 

NOTE: Percentages do not add up to 100% due to multiple responses from multiple questions 

0 Flucuotions may be due to small sample size. 



Table A3-41 
Standard Mail (A) from Mail Order Companies 
Reaction to Mail Piece by Familiarity and Shape 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

Letter size envelope 0 29.4 31.4 31.4 7.0 

Catalog 36.8 42.5 35.0 17.7 
Larger envelope 32.9 30.4 41.2 14.2 

lpreviour customer: I 

2.5 5.6 6.7 2.0 4.9 
10.2 13.5 4.7 5.1 4.1 
24.6 18.9 3.5 6.7 4.4 

0 Fluctuations may be due to small sample sizes. 



Table A3-42 
Standard Mail (A) from Publishers 
Reaction to Mail Piece by Shape 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

Newspopen/Magazines I 9.1 

Postcard 0 I 26.1 1 5.9 I 1.8 I 1.2 I 2.2 I 2.6 
Cotalog not in envelope CII I 13.5 I 7.3 I 5.9 I 4.4 I 6.7 I 6.3 

3.9 I 5.9 I 12.1 I 14.2 1 14.9 



Table A3-43 
Standard Mail (A) from Publishers 

Reaction to Mail Piece by Familiarity and Shape 
(Percentage of Pieces) 

Postal Fiscal Years 1987, 2000 and 2001 

tetter size envelope 

Larger envelope 

Catolog 0 

IPrevious customer: I 
77.2 66.1 66.4 54.1 52.6 52.5 31.9 19.8 18.5 
60.8 70.5 69.2 44.8 49.2 49.5 25.8 19.5 22.2 
78.7 86.1 72.6 72.7 67.3 59.1 22.1 17.0 20.5 

Letter size envelope 

Larger envelope 

Cotalog 0 

34.2 32.3 39.1 20.8 13.4 13.0 5.7 3.0 0.6 
31.3 40.6 48.4 13.3 16.0 19.2 7.7 6.7 6.3 
48.3 27 .4  51.9 31 . 1  16.4 29.9 5.4 0.0 2.7 

0 Fluctuations may be due to small sample sizes. 



Table A3-44 
Standard Mail (A) from Credit Card Companies 

Reaction to Mail Piece by Shape 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

etter size enve ope 
Larger envelope 
Postcard 0 
Catalog not in envelope 0 
Flyers 0 

43.4 31 .O 30.4 4.2 3.1 1.9 28.0 18.9 16.7 

25.1 31.1 46.0 0.0 1.6 6.0 9.9 28.9, 30.7 

33.3 27.7 41.9 6.3 3.8 4.1 35.6 28.7 27.2 

32.7 30.4 32.8 8.4 2.4 3.7 28.9 20.7 20.0 

43.8 54.4 58.9 21.3 14.2 6.7 45.9 51.8 53.1 

Letter size envelope 10.4 4.3 2.8 59.5 67.7 72.0 
Larger envelope 3.1 3.1 3.9 28.1 22.6 20.5 
Postcard 0 0.0 7.6 5.1 0.4 2.9 2.5 
Catalog not in envelope 0 3.2 16.2 5.1 3.1 1.3 0.7 

^ ^  

NOTE: Percentages do not add u p  to 100% due to multiple responses from multiple questions 
0 Flucuations may be due to small sample size. 



Table A3-45 
Standard Mail (A) from Credit Card Companies 

Reaction to Mail Pieces by Familiarity and ShapeO 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

Previous customer: 

0 Fluctuations may be due to small sample sizes 





Table A3-47 
Standard Mail (A) from Insurance Companies 

Reaction to Mail Pieces by Familiarity and ShapeO 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

0 Fluctuations may be due to small sample sizes 



Table A3-48a 
Standard Mail (A) Reaction by Industry 

(Percentage of Mail Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 

(D Of pieces containing on advertisement or request for funds 
@ Flucuations may be due to small sample sizes. 



Table A3-48b 
Standard Mail (A) Reaction by Industry 

(Percentage of Mail Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 

0 Of pieces containing an adveriisement or request for funds 
a Flucuotions may be due to small sample sizes. 



Table A3-49 
Standard Mail (A) Reaction to Mail Pieces by Income 

Postal Fiscal Years 1987, 2000 and 2001 

0 Of pieces identified by respondent os coniaining on advertisement or request for funds. 
Note: 2000/2001 Estimates for Income Levels $25K-$29.9K ore identical to those in $30K-$34.9K since categories used to collect data only included $25K-$34.9K 



Table A3-50 
Standard Mail (A) Reaction to Mail Piece by Age of Head of Household 

Postal Fiscal Years 1987,2000 and 2001 

65 - 69 I 38.1 I 37.6 I 42.6 I 3.1 I 5.5 I 5.5 I 13.2 I 7.8 1 11 .1  I 0.9 I 1.1 I 1 .1  
70+ I 37.6 I 35.3 I 41.3 I 2.9 I 5.5 I 5.1 I 14.8 I 9.4 I 11.0 I 0.9 I 1.4 I 1 .1  

0 Of pieces containing an advertisement or request for funds. 

Flucuations may be due to small sample sizes. 



Table A3-51 
Standard Mail (A) Reaction to Mail Piece by Education of Head of Household 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

0 Of pieces containing an advertisement or request for funds. 



c 

c 

i 

Table A3-52 
Standard Mail (A) Users of Reply Envelopes by Industry 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 



Table A3-53a 
Standard Mail (A) Industry Usage of Reply Mail 

(Percentage of Pieces from Each Industry That Contain Reply Mail) 
Postal Fiscal Years 1987,2000 and 2001 

Supermarkets I 1.1 I 3.4 I 2.2 I 0.8 I 3.8 I 4.1 
Department store I 7.0 I 5.2 I 5.5 I 4.4 I 5.4 I 6.5 
Moil order I 21.9 I 17.4 1 15.8 I 47.2 I 36.0 I 30.4 

0 Fluctuations may be due to small sample sizes. 



Table A3-53b 
Standard Mail (A) Industry Usage of Reply Mail 

(Percentage of Pieces From Each Industry That Contain Reply Mail) 
Postal Fiscal Years 1987,2000 and 2001 

Merchants: 
Supermarkets 
Deportment store 
Mail order 
Specialty store 
Publisher 
Land promotion 0 
Resiaurant 
Consumer packaged goods 
Auto Dealers 
Service stations 0 
Mall 0 

Total Merchants 

100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 ! 100.0 

0 Fluctuations may be due to small sample sizes. 



Table A3-54 
Standard Mail (A) Intended Response Rates for 

Maior Industries by Enclosure of Reply Envelopes/Cards 
(Percentage of Pieces to Which Recipients Intend to Respond) 

Postal Fiscal Years 1987,2000 and 2001 

Credif card 

Department store 

Mail order 

Publisher 

8.9 2.8 3.2 7.0 16.6 2.5 
11.6 10.8 7.3 24.9 12.2 19.0 
10.3 13.4 9.0 17.4 14.5 14.3 
14.3 9.7 8.6 23.4 23.6 21.3 



Table A3-55 
Standard Mail (A) Reaction to Mail Piece by Addressee 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

Addressed to specific household members I 44.9 I 4 9 0  I 39.8 I 8.7 I 8.4 I 7.8 1 4 0 . 1  1 4 2 . 4  I 43.0 I 14.4 I 9.6 1 10.9 
Addressed to occupant/resident 1 35.7 I 28.5 1 27.5 I 7.1 I 6.5 1 5.4 I 40.3 1 35.2 I 34.9 I 14.9 I 9.6 I 10.1 

NOTE: Percentages do not add up to 100% because these categories reflect responses from multiple questions. 





Table A3-57 
Standard Mail (A) Reaction to Pieces from Publishers by Addressee 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 



Table A3-58 
Number of Mail Order Purchases@ Within the Last Year by Income 

(Percentage of Households) 
Postal Fiscal Years 1987,2000 and 2001 

0 From Enirv Interview. 
Note: 2000/2001 Estimates for Income Levels 825K-129.9K ore identical to those in $30K-$34.9K since categories used to collect data only included $25K-$34,9K. 



Table A3-59 
Number of Mail Order PurchasesO 

Within the Last Year by Education of Head of Household 
(Percentage of Households) 

Postal Fiscal Years 1987,2000 and 2001 

0 From Entrv Interview. 



0 From Entty Interview 



Table A3-61 
Number of Mail Order Purchases0 Within the Last Year by Number of Adults 

(Percentage of Households) 
Postal Fiscal Years 1987,2000 and 2001 



Table 1\3-62 
Standard Mail (A) Order Pieces Received by 

Number of Mail Order Purchases Made Within the Last Year 
Postal Fiscal Years 1987,2000 and 2001 

0 0.6 i 2.3 2.5 

2 1.2 3.8 3.1 

6 - 1 0  2.3 7.1 6.6 



Table A3-63 
Standard Mall (A) Reaction to Pieces from Mail Order Industry 
by Number of Mail Order Purchases Made Within the Last Year 

(Percentage of Pieces) 
Postal Fiscal Years 1987, 2000 and 2001 

NOTE: Percsntages do not add up to 100% because these categories reflect responses from multiple questions. 



Table A3-64 
Standard Mail (A) Available Response Media 

(For Mail Piece Containing Advertising or Request for Donations) 
Postal Fiscal Years 1987,2000 and 2001 

Mail only 

Mail + phone 

Moil + in-penon 

Mail + fox machine 

Moil + internet 

37.5 27.8 25.7 
1 1.2 1 1.2 10.5 
2.0 0.8 0.7 
N/A 0.2 0.2 
N/A 0.9 0.8 

Phone only 
Phone + in-person 

Phone t fox machine 

Phone + internet 

Phone + in-perron + fax mochine 
Phone + in-person + internet 

5.1 9.9 9.0 
4 .O 3.0 3.7 
N/A 0.2 0.2 
N/A 1.9 2.5 
NIA 0.1 0.1 
N/A 1.2 1.4 



Table A3-65 
Standard Mail (A) Available Response Media from Major Industries 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

Moil onlv I Y . 3  I /.4 I / . 4  I 3 Y . b  I L4 .d  I LJ.4 I 0o.u I 03.3 I 0 L . Y  

Mail + phone 4.2 I 4.1 I 31.8 I 19.3 I 20.1 I 5.6 I 7.7 I 8.0 
I 

I 4.4 I 
I - “  I . . .. . 

Mail + fax machine I N/A I 0.1 I 0.1 I N/A I 0.3 I 0.3 I NIA I 0.1 I 0.1 
1 hllA I n &  I n n  I N I A  1 1 2  I 1 7  I N J A  I i n  I n o  

0.0 I 0.0 I N/A I 0.5 i 0.5 I NIA I 0.6 I 0.5 
10.7 .^^ ̂ 10.5 I . ^ ^^  I 

N/A I .^^^ I 
5.5 I N/A I 6.5 I 6.7 I 

.^*^ I i . ^ * ^  I 
i 5.6 I 

Internet only 
Don’t know/No response 

. ^ ^ *  I 
N/A .^^ ̂ - ,  



Table A3-66 
Standard Mail (A) Intended Response Medium 

to Pieces from the Mail Order industry 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

Phone I 13.3 I 42.5 I 49.0 
In-Person I 2.9 I 2.0 I 1 5  

Other I 0.2 I 0.0 I 8.4 
Don't know/No answer I 1.2 I 5.8 I 2.3 
I Total I 100.0 I 100.0 I 100.0 



E 

Table A3-67 
Unaddressed Mail Received 

Bundled Flyers Usage by Industry 
(Percentage of Mail Received by Households) 

Postal Fiscal Years 1987,2000 and 7.001 

e 



Table A348  
Unaddressed Mail Received Reaction to Bundled Flyers 

Postal Fiscal Years 1987,2000 and 2001 

Useful 

Interesting 

Not interesting 

Obiectionoble 

Don't know/No answer 

Toto1 

33.9 38.0 34.1 
16.9 9.3 9.0 
21.6 27.1 35.9 
4.4 6.7 7.0 
23.2 19.0 13.9 
100.0 100.0 100.0 



r 
i .  

Bank 0 18.9 53.1 25.3 1 1.2 
Insurance company 12.5 9.3 7.7 -~ 
Real estateIMortgage 0 13.3 18.8 9.0 

Total Financial 16.1 27.1 21.2 10.1 

Table 1\3-69 
Unoddressed Mail Received Response to Bundled Flyers by Industry 

(Percentage of Moil Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 

49.2 10.7 
15.6 9.5 
28.0 15.8 
30.9 

- - ~  

Supermarkets 37.7 38.5 
Department store 33.9 30.9 
Mail order company 18.5 22.5 
Specialty store 24.6 22.7 

IMerchants: I 
34.2 46.8 58.9 49.1 
27.5 39.8 45.1 38.5 
13.0 19.0 25.7 11.8 
17.3 28.4 31.5 27.5 

Total Services I 17.1 I 36.6 I 13.6 I 15.9 I 32.3 I 14.7 
Total Social/Charitable/SocialfNonprofit I 29.0 I 24.6 I 22.5 I 25.9 I 32.6 I 28.9 

0 Fluctuaiions may be due to small sample sizes 

*~ 



Table A3-70 
Nonprofit Standard Mail (A) Received by Households by Shape 

Postal Fiscal Years 1987,2000 and 2001 



L E- 

Table A3-71 
Nonprofit Standard Mail (A) Industry by Shape 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

NOTE: Totals may not equal exactly 100% due to unreported categories 





Table A3-73 
Nonprofit Standard Mail (A) Pieces Received Per Household Per Week 

Postal Fiscal Years 1987,2000 and 2001 

Some Hioh School 1.3 I .2 1.6 
Hiah School I .5 I .8 1.3 
Some Colleoe 1.8 2.2 1.5 
Technical School 1.8 , 1.6 I . 7  

45 - 54 I 2.3 I 1.9 I 1 9  
55 - 64 I 2.5 I 2 4  I 1 8  
65 - 69 I 2.8 I 2 8  I 2.5 

I 1.5 I . -  1.9 I . ^  I 
1.8 I . .  , IMore than one adult with children - 

I 2.5 I 2 7  I 2 0  
\ e  I 1 8  ! I O  \ 1 3  I 1 3  

.Or 'e co nr so er c er.co 
,? n re co 3' craisrnen pecion c 

~ 

Sewice Worker 1 , I  IT 1 2  
Other ernoloved 1 2  1.7 1 4  
Homemaker 1.8 2.9 2 7  

0.5 0 4  Student 1.2 .. . .. 

lother not emoloved I 0.5 I 1.9 I 2.0 I 

2 I 2.0 I 2.5 I 1 .8 
2.0 3 - -  I 2.2 I 2.5 I . - .  . 

I Two-earner I 2.0 I 2.2 I 1.6 I 
0 Fluctuations may be due to small sample sizes. 
Note: 2000 Estimates for Income Levels $25K-$29.9K are identical to those in $30K-$34.9K since coteaories used to collect doto only included $25K-$34,9K. 
Note: Missins estimates not available due to chanoe in definition between Postal Fiscal Year 1999 and 2000. 



Table 1\3-74 
Percent of Nonprofit Standard Mail (A) Containing a Request for 

Donations by Age of Head of Household 
Postal Fiscal Years 1987,2000 and 2001 

0 Fluctuations may be due io small sample sizes 



Table A3-75 
Nonprofit Standard Mail (A) Treatment of Mail Piece by Familiarity With Organlzation 

(Percentage of Pieces Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 

0 Includes pieces for which no response was given for familiarity with institution 
Q This code was not presented n household diaries prior to 1992. 



Table A3-76 
Nonprofit Standard Mail (A) Response to Advertising by Familiarity With Organization 

(If Piece Contained an Advertisement or Request for Donation and was from One Organization Only) 
Postal Fiscal Years 1987,2000 and 2001 

0 Includes pieces for which no response was given for familiarity with institution 



Table A3-77 
Nonprofit Standard Mail (A) Treatment of Mail Piece by Shape 

(Percentage of Mail Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 

0 This code wos not represented in household diaries proir to 1992. 



Table A3-78 
Nonprofit Standard Mail (A) Usefulness of Mail Piece by Shape 

(Percentage of Mail Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 

Interesting 
Not Interesting 
Obiectionable 
Don't know/No answer 
Total Mail Received by Households 

18.7 16.2 17.7 14.1 12.5 14.2 22.4 16.2 18.1 
13.7 22.7 22.5 5.5 12.2 11.7 16.4 25.6 24.2 
2.7 3.2 3.9 2.1 2.4 2.9 3.8 4.5 5.0 . 
8.3 7.4 6.0 32.4 14.7 6.5 13.5 11.9 8.4 

100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 



Table A3-79 
Nonprofit Standard Mail (A) Response to Advertising by Shape 
(If Mail Piece Contained Advertising or Request for Donation) 

Postal Fiscal Years 1987,2000 and 2001 

0 Total includes pieces for which no response was given os to shape. 



Table A3-80 
Nonprofit Standard Mail (A) Reaction by Industry 

(Percentage of Mail Pieces Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 

0 Percent of pieces containing an advertisement or a fundraising request 
a Fluctuations may be due to small sample sizes. 





Table A4-1 
Total Pieces of Advertising MailO Received Per Week By Income 

Postal Fiscal Years 1987,2000 and 2001 

0 Includes First-class odveriisina only, Firsi-Class advetiisina enclosed, business invitations/onnouncements, and Standard Moil (A) non-Dockoae mail, 
Note: 2000/2001 Estimates for Income Levels 125K-129.9K ore identical to those in S30K-534.9K since cateqories used to collect data only included 525K-134.9K. 



Table A4-2 
Total Pieces of Advertising MailO Received Per Week by Age of Household Head 

Postal Fiscal Years 1987, 2000 and 2001 

0 Includes First-Class adveriisina only, First-class odveriisinq enclostd, business invitations/onnouncements, and Standard Moil (A) 
non-Dockage moil. 



Table A4-3 
Total Pieces of Advertising MailO Received Per Week by Education of Head of Household 

Postal Fiscal Years 1987,2000 and 2001 

Advertising alone 
Business invitation/announcements 

Total First-Class 
Standard Mail (A): Commercial 

First-class: 
Advertising alone I 0.5 I 1.2 I 1.7 I 0.7 I 1.4 I 1.7 I 0.7 I 1.4 I 1.9 1 0.9 I 1.9 I 2.0 

0.9 1.5 2.1 1.2 2.0 2.3 1.5 2.3 2.5 
0.3 0.4 0.4 0.4 0.5 0.6 0.6 0.6 0.6 
2.3 1.9 2.6 3.2 2.5 2.9 4.2 2.9 3.1 
7.8 9.5 8.9 9.9 10.2 10.1 11.8 11.7 11.0 

Nonprofit I 1.9 I 0.8 I 0.5 I 2.6 I 1.6 1 0.8 I 2.1 I 2.0 I 1 .o 
Total Standard Mail (A) I 9.7 I 10.2 I 9.4 I 12.6 1 11.8 I 10.9 I 16.3 I 13.6 I 12.0 

I Total Advertising I 12.0 I 12.1 I 12.0 I 15.8 I 14.3 I 13.8 I 20.5 I 16.5 I 15.1 I 

0 Includes First-class advertising only, First-class advertising enclosed, business invitations/announcements, and Standard Mail (A) 
non-package mail. 



Table A4-4 
Total Mail Overview: Treatment of Advertising Mail by 

Actual Weekly Standard Mail (A) Receipt 
(Percentage of Households -- from Entry Interview) 

Postal Fiscal Years 1987,2000 and 2001 

Usuolly don't reod 9.2 I 17.4 I 15.9 I 9.2 I 13.4 I 14.7 I 7.9 I 14.4 1 14.5 



May respond 

Won't respond 

Don't know/No answer 

Total 

10.3 12.9 11.4 20.0 16.3 20.0 16.4 14.2 18.9 
58.4 65.5 61.6 58.6 48.6 59.8 55.1 44.4 56.5 

100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
19.8 10.3 16.9 6.9 24.9 9.5 10.4 29.3 8.4 



Table A4-6 
Response Rates To Advertising: First-class 

Advertising Only vs. Standard Mail (A) Envelopes and CardsO 
(Percentage of Pieces) 

Postal Fiscal Years 1987,2000 and 2001 

lFinanciali I 

0 All Standard Moil (A) percentages are based on Standard Mail (A) except social/charitable/politicaI 

Q includes medical nonprofit mail after 1992. 
/nonprofit which is based on Standard Moil (A) nonprofit 

Fluctuotions may be due to small sample sizes 



Table A4-7 
Total Mail Overview Treatment of Advertising Mail by 

Perceived Volume of Pieces Received Per Week 
(Percentage of Households -- From Entry Interview) 

Postal Fiscal Years 1987,2000 and 2001 





a 
P 

i 

Table A4-9 
Entry Interview Treatment of Advertising Mail 

(Percentage of Households) 
Postal Fiscal Years 1987,2000 and 2001 

i. 

i 



Table A4-10 
Entry Interview Attitude Towards Mail Advertising 

(Percentage of Households) 
Postal Fiscal Years 1987,2000 and 2001 

Received no adveltising I 1.0 I 3.5 I 3.4 
Total I 100.0 I 100.0 I 100.0 



Table A4-11 
Total Mail Overview: Attitude Towards Mail Advertising by 

Perceived Volume of Pieces Received Per Week 
(Percentage of Households - from Entry Interview) 

Postal Fiscal Years 1987,2000 and 2001 

Don't mind getting os long os some ore interesting 

Wont more 

I 67.3 I 46.6 I 43.2 I 69.8 1 43.3 I 41.0 I 65.4 I 43.4 I 39.9 I 55.0 I 35.8 I 36.0 
110.1 1 1 0 . 2  I 7.3 1 7.2 I 7.1 1 4.6 1 5.9 I 4.8 I 8.5 I 6.3 I 2.3 I 4.1 

Don't mind getting os long os some ore interesting 

Wont more 

I 63.3 I 37.4 I 32.6 I 56.9 I 32.7 I 28.0 I 49.6 I 30.0 I 25.8 
] 3.7 I 5.3 I 2.4 I 4.3 I 2.4 I 1.9 1 3.4 1 3.2 1 1.7 



Table A4-12 
Total Mail Overview: Attitude Towards Mail Advertising by Actual Weekly 

Standard Mail (A) Receipt of Advertising Mail 
(Percentage of Households - from Entry Interview) 

Postal Fiscal Years 1987,2000 and 2001 

Wish got less 

Don't mind getting os long as some are interesting 

Wont more 

27.1 48.1 59.1 29.8 54.3 64.2 34.8 53.8 71.4 
63.9 43.8 37.1 65.7 37.7 31.7 61.5 41.8 27.3 
8.4 7.8 3.1 4 .2  7.5 2.9 3.0 3.9 1 . 1  



Table A4-13 
Entry Interview Attitude Towards Mail Advertising by Household Income 

(Percentage of Households) 
Postal Fiscal Years 1987,2000 and 2001 

Noie: 20@0/2@@1 Esiimates for Income Levels $25K-$29,9K ore identicol lo those in $30K-$34.9K since cotegorier used lo collect data only included 125K-134.9K. 



Table A4-14 
Attitude Towards Mail Advertising by Age of Head of Household 

(Percentage of Households) 
Postal Fiscal Years 1987, 2000 and 2001 



Table A4-15 
Entry Interview 

Attitude Towards Mail Advertising by Age of Head of Household 
(Percentage of Households) 

Postal Fiscal Years 1987,2000 and 2001 

0 Fluctuations may be due io small sample sizes 



Table A4-16 
Entry Interview 

Attitude Towards Mail Advertising by Education of Head of Household 
(Percentage of Households) 

Postal Fiscal Years 1987,2000 and 2001 

r 



Table A4-17 
Entry Interview 

Treatment of Advertising Mail by Education of Head of Household 
(Percentage of Households) 

Postal Fiscal Years 1987,2000 and 2001 
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Table A5-1 
Periodicals Received 

Postal Fiscol Years 1987,2000 and 2001 

Percent of Periodicals I which ore sent to  Households 
I 75.3 I 70.1 I 74.5 I 

Pieces per household per week I I 1.69 I 1.32 I 1.37 I 
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Table A5-3 
Newspapers Received by Mail and Not by Mail -- Number of Different Newspapers Per Household 

(From Entry Interview) 
Postal Fiscal Years 1987,2000 and 2001 



Table A5-4 
Periodicals -- Households Where Newspapers are Received 

(By Type of Newspaper and by Receipt Medium) 
Postal Fiscal Years 1987,2000 and 2001 

7-Day 4.9 11.4 10.1 

5 - 6 Day I 2.4 2.5 3.5 

Weekly 
Sunday 

Monthly 

Other 

Total 

! 

25.6 11.7 11.8 
0.8 2.1 1.4 
2.7 1.4 1.7 
3.5 1.7 1.1 

36.4 27.1 28.5 

5 - 6 Day 

Sunday 

Weekly 

Other 

. . . .  

18.3 6.4 4.2 
13.1 8.2 6.2 
20.4 8.3 9.7 
4.0 1.6 0.6 

I Totol 78 6 58 8 61 8 



Table A5-5 
Magazines Received by Mail and Not by Mail -- Number of 

Different Magazines Received Per Household 
(From Entry Interview) 

Postal Fiscal Years 1987,2000 and 2001 

Monthly 

Bi-Monthly 

Oiher 

Total 

2.67 2.53 3.30 0.75 0.50 1.70 
0.05 0.18 0.22 0.03 0.42 
0.12 0.09 0.09 0.08 0.03 0.10 
3.23 3.21 4.09 1 .1  0.68 2.64 



Table A5-6 
Periodicals -- Households Where Magazines are Received 

(By Type of Magazine and by Receipt Medium) 
Postal Fiscal Years 1987, 2000 and 2001 



Table A5-7 
Periodical Demographics -- Pieces Received Per Household Per Week 

Postal Fiscal Years 1987,2000 and 2001 

3 5 - 4 4  I . I I  0.Y I .z 
2.0 1.2 1.5 

55 ~ 64 3 1.4 1.5 
1.6 2.0 1.9 

I v.0 I V . I  I u.7 
$9.9K I 1.1  I 0.7 I 1.0 

e l "  "I/ 1 ' 1  I i n  I n 7  

I L L  I 1..1 I I ,J 
01 1 1 . 2  I . 1 . .  .o I . . .  1.3 

I 1 4  I I I  I ' I  
1 1 . 6  I 1 2  I I 2  
I 1 6  I 1 :  I 1 3  . ^ ^ .  . 

+ minors I 0 . Y  I I .4 I I .J 
0.6 I 1.2 1.5 I . -  . ^ "  , 

1 1 . 1  I I . u  I I .u 
I 1 0  I l C  I 1 *  

I I  
0 

1.4 I 
. 1  

L5 I . ,  , I 2 1  I , ^ .  , 

Note: 2000/2001 Estimates for Income Levels 125K-129.9K ore identical to those in $30K-$34 9K since CnteQories used io collect dab only included $25K.$34,9K 
Note: Missina esiimaies not available due to chonae in definition between Postal Fiscal Year 1999 and 2000. 



Table A5-8 
Periodical Mail -- Type of Subscription 

Postal Fiscol Years 1987,2000 and 2001 

Free (ordered) 4.4 4 . 3  6.9 
Gift (from friend or relotive) 3.5 2.5 3.9 
Free (not ordered or with membership) 10.2 22.7 11.3 
I 
Other 

Don't know/No answer 

Total Mail Received by Households 

2.4 0.8 0.7 
5.3 1.4 4.3 
75.3 70.1 74.5 

! 



Table AS-9 
Periodicals -- Source of Publications 

Postal Fiscal Years 1987,2000 and 2001 



Table A5-10 
Periodicals -- Type and Source of Mail Received by Households 

(Percentage of Subscription Type by Source) 
Postal Fiscal Years 1987,2000 and 2001 

Free (ordered by household) CD 21.7 
Gift Subscription 4.0 
Other Type 19.1 
Free (came with membership) 21.1 

21.1 15.0 25.6 23.0 13.1 4.4 0.7 0.6 
4.6 7.3 18.1 17.9 19.1 0.5 0.0 0.0 
14.5 9.6 22.7 12.7 10.9 2.3 0.0 2.7 
41.4 32.9 16.0 13.3 20.2 1.9 4.6 6.7 

CD Fluctuations may be due to small sample sizes. 



Table A5-11 
Periodicals -- Satisfaction With Delivery 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

Was not expected to arrive on  any special day 

Arrived later than expected 

Don't Know/No answer 

8.4 I 8.1 Arrived earlier than expected 

Arrived on the dov exDected I 40.9 I 45.5 I 4 2 ~ 1  

43.9 39.4 39.7 
3.8 3.8 3.6 
6.5 3.0 6.5 

I Toinl I innn I innn I innn 



Table A5-12 
Periodicals -- Need for Delivery 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

No regular day 

Regular day is  loo late 

Dav doesn't matter 

Could arrive a day later 32.2 I 31.9 
Comes on DroDer dav I 19.5 I 25.2 I 23.7 

9.0 17.4 14.9 
0.9 0.8 1.3 
22.7 20.3 21.1 

Oiher need I 0.4 0.2 I 0.2 

I Total I 100.0 I 100.0 I 100.0 I 



Table A5-13 
Periodicals -- Satisfaction With Delivery by Postal Region 

(Percent of Pieces Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 



Table A5-14 
Periodicals -- Households' Need for Delivery by Postal Region 

(Percentage of Pieces) 
Postal Fiscal Years 1987, 1999 and 2000 

No regular delivery doy 

Regular delivery day is so late as to cause 
inconvenience 

Exoctdeliverydateof littleirnpottance 

Other Need/DonP know/No answer 

Total 

10.1 17.2 15.2 7.0 18.9 13.2 9.2 17.8 15.9 8.0 15.9 15.3 11.2 1 7 . 4  14.3 

0.2 0.4 1 . 5  2 .2  0.8 1.5 0.9 0.5 1 . 1  0.5 1.8 1 . 4  0.9 0.8 1.2 

20.7 21.4 18.4 21.8 19.5 19.3 22.0 20.8 23.5 23.7 20.0 21.2 24.7 19.4 22.5 

7.9 2.7 7.9 6.7 2.8 5.7 10.2 5.4 7.8 5.1 4.2 8.1 8.8 3.6 5.3 

100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 





Table A6-1 
Packages Received - by Delivery Company 

(Percentage of Packages Received by Households) 
Postal Fiscal Years 1987,2000 and 2001 

IUnited Parcel Service -- Next Dov Air I 1 6  I I n 7  I 
IUnited Parcel Service -- Second Dov Air 1 n 9  I 1 1  I n9 I 

Don't know/no answer 3.6 14.1 5.0 

Total Packages Per Household 0.3 0.6 0.5 
Total 100.0 100.0 'nnn 

0 Data was not collected in 1997 or 1998. 
Data was not collected prior to 1997. 



Table A6-2 
Packages Received - Packages Delivered by the Postal Service by Class and Sender 

(Percentage of Packages by Class) 
Postal Fiscal Years 1987, 2000 and 2001 

0 Data was not collected in 1997 or 1998. 
CZ, Data was not collected prior to 1997. 

Fluctuations may be due to small sample sizes, 



Table A6-3 
Packages Received - SenderKontentOby Carrier 

Postal Fiscal Years 1987,2000 and 2001 

Book 12.3 I 15.3 I 89.6 I 86.7 I 91.8 I 10.0 I 7 .4  5.2 
Record. taDe or CD I 6.7 I 10.7 I 7.7 I 87.3 I 93.0 I 95.8 I 8.0 I 4.9 I 1 .0 

lltamfrnmnfrianrlnrralntivn I l A 7  I 7 4  I 13s I 6 9 0  I 75.6 I 85.7 I 23.2 I 22.1 I 9.1 I 
I 

~~ . . -. . . . . - . . . - . . . _. . - _. . - . -. . . - . . .  .. . .  .~ 

Order from catalog 1 19.1 I 17.0 I 35.6 I 47.1 I 69.6 I 76.7 I 56.9 I 25.3 I 15.3 
Order from store a I 5.1 I 4.0 I 4.5 I 43.5 I 72.4 I 62.7 I 55.0 I 18.2 I 29.3 

Other than mail 1 1 1 . 5  I 10.4 I 16.5 I 67.5 I 84.9 I 82.5 I 30.4 I 11.6 I 12.4 

0 Packages can contain more than one type of content 

Fluctuotions may be due to small sample sizes. 



Table A6-4 
Packages Received - by Special Services 

(Percentage of Packages Delivered by the Postal Service) 
Postal Fiscal Years 1987,2000 and 2001 

Certified 

I I 2.4 Special Handling 3.0 I 2.4 
Soecial DelivervO 1.3 I 0.4 I 3.1 

0.1 0.5 I 0.2 

Insurance 3.2 I 1.6 I 1 .0 

Other 

@Changed io  Delivery Confirmation in PFY 2001 

2.5 I 2.2 I 1.4 

! 
5 
i 

i 

i 



Table A6-5 
Packages Received - Carrier by Income 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

Postal Service I 66.7 I 86.9 I 84.4 I 62.3 I 70.6 I 76.0  
i n ?  I 0 7  I 71 1 I 1 4 0  I 1 7  7 

Other u.u L.8 s . s  6.6 
Don't know/No answer 5.0 10.8 3.4 0.9 11.2 3.6 

Total 100.0 100.0 100.0 100.0 100.0 100.0 

0.42 0.61 0.58 0.45 0.87 0.58 Total Packages Per Household 

CD Fluctuations may be due to small sample sizes. 
Nota: 2000/2001 Estimates far Income Levels S25K-JZ9.9K ore identical lo those in $30K-$34 9K since categories used to collect data only included 825K-$34 9K 



Table A6-6 
Packages Received - Carrier by Postal Region 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 



Table A6-7 
Packages Sent by Delivery Company 

(Percentage of Packages by Class and Carrier) 
Postal Fiscal Years 1987,2000 and 2001 

First-class ond Priority 

Express 

Standard Mail (A) Bulk Rate 

Special Standard 

Parcel Post 

International 

Other 

39.0 55.9 56.5 
0.0 4.4 2.4 
16.5 8.8 3.4 
13.5 9.3 7.2 
3.5 2.0 4.7 
6.0 2.4 2.6 
0.0 1.7 1.4 



Table A6-8 
Packges Sent Via the Postal Service by Class and Recipient 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

0 Fluctuations may be due to  small somple sizes. 



Table A6-9 
Packages Sent -- Choice of Carrier by Income 

(Percentage of Pieces) 
Postal Fiscal Years 1987,2000 and 2001 

0 Fluctuations may be due to small sample sizes 



Table A6-10 
Packages Sent by Distance 

(Percentage of Packages Sent by Households) 
Postal Fiscal Years 1987,2000 and 2001 

Less than, 5 1 miles 2.3 2.7 2.3 I 151 - 300 Miles I 15.4 I ,5”Sl I 9.0 1 301 - 600 Miles 16.8 19.9 18.5 
601 - 1000 Miles 18.2 16.6 
1001 - 1400 Miles 13.5 11.9 11 .4  

Greater than 1800 miles 

1 1  400 - 1800 Miles 1 5.3 I 8.5 I 7.8 I 
7.6 9.4 13.0 

Other/ Unknown 3.8 I 1.3 I 7.4 

Toto1 I 100.0 I 100.0 I 100.0 

i 





Table A7-1 
Entry Interview 

Household Electronic Mail Capability by Household Income 
(Percentage of Households) 

Postal Fiscal Years 1967, 2000 and 2001 

Have personal computer 

Have modem 

Have fax machine or board 

N/A 23.2 26.2 N/A 23.3 28.1 N/A 32.5 39.1 N/A 35.7 43.6 

NIA 13.8 20.9 N/A 16.8 22.4 N/A 19.1 28.8 N/A 24.4 34.1 
N/A 5.3 7.0 N I A  5.2 5.4 NIA 8.3 15.2 N/A 10.2 1.3.4 

Have personal computer 

Have modem 

Have fax machine or board 

NIA 46.0 46.0 N/A 55.1 61.2 N/A 64.7 68.3 N/A 74.4 76.4 

N/A 33.2 36.9 N/A 40.7 53.3 N/A 51.4 60.6 N/A 61.9 60.7 

NIA 14.2 13.1 N/A 21.4  20.9 N/A 24.0 25.9 N/A 31.2 30.7 

Have personal computer 

Have modem 

Have fax machine or board 

N/A 83.1 82.6 N/A 83.1 87.4 N/A 83.1 90.0 

NIA 72.4 77.8 N/A 72.4 84.8 N/A 72.4 87.4 
NIA 38.1 36.6 N/A 38.1 46.0 N/A 38.1 50.7 



Table A7-2 
Entry Interview 

Household Electronic Mail Capability by Educational Attainment of Head of Household 
(Percentage of Households) 

Postal Fiscal Years 1987,2000 and 2001 

Hove personal computer 

Have modem 

Have fox machine or board 

NIA 60.8 63.8 N/A 76.5 80.6 N/A 80.9 85.5 
NIA 45.5 53.9 N/A 65.9 74.9 N/A 70.8 80.4 
N/A 21.1 27.8 N/A 34.4 36.6 N/A 41.5 40.4 



Table A7-3 
Entry Interview 

Household Electronic Mail Capability by Age of Head of Household 
(Percentage of Households) 

Postal Fiscal Years 1987,2000 and 2001 

Have persona computer 

Have modem N/A 55.0 67.2 N/A 43.6 54.4 N/A 32.3 40.7 N/A 20.5 26.6 

Have fax machine or board N/A 30.4 27.6 N/A 23.2 26.0 N/A 18.4 20.4 N/A 10.3 9.7 
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Knnrar Civ, MOKS ............................... 
MilWUree+ Wl .................... .. ~ ......................... 26 
Sa-moi CA. . ~ . ~ ~ ~ ~  ......................... ~. . . ~ ~ ~  .~... 27 

11 94) 

Columbus OH ....... ~ . . ~ ~ . ~ . . ~  ......................... ~~.~~ ~ ~ ~ . . 2 9  
Norfolk+ VA-NC ............................. .~ ~~ .............. 30 
NewOr1euu.U .......... ...~. ~~~~. ~..~.. .~ ............... 31 
SanAnlOni0,TX ........ ~. .~ ...... ~ ..................... ~~~ 32 
NaAdIeTNMSA ......................... ~~~. .~ .............. 33 
0klaho.m Civ, OK ................. ........ ~. . ................ 34 
LoniMUe, KY-IN MSA ........ ...~ ...... ~~~~ .~ .... ......... 3s 
I(lchmood-Pctorblng VA MSA ....................... ~... 36 
R o v i d e n c c W m c k - P a w e t ,  R1 NECMA ..... ~ . 3 7  
Albqucrque NM. ~ ............................ ...~ ..~. ........ 3s 
0mha.m-LA . ~ .  ................................. ~... ...... 39 
SpriWlield,hU ..................... . . . ~ ~  ......... ............... 40 
Cbarlerloq sc ................ . . . ....... ~~.~ .~~...~. .......... 4 I 
K a t S m a r o O i M I  ........... . ~. ~ ....,... ~~~ ............... 42 
Jackson+ MS ................ ... .... .~ ........................ 43 
PmnsIL ......... ........................................ ~ ........ ~ . M  
Sa.laBa=b-SlrmMa~&hmpx, CAMSA ..... 4s 
Talllbasrcc. Fl. MSA .................................. ~ ........ 46 
Cumberland. MDWV........................................~.. 41 
Row, VT .......................... ~ .~.~~.~~.~. . .~ .~ ................... 48 
LaCaymc. INMSA ................................................ 49 
Wichita F A ,  TX ............................................... 50 
Gads&% AL M A  ................................. 
mu. NY .............................................. 

~. . 

Tuwm-.OH .................................................. ss 
............................................... 56 

Gmm,IN ................................. ..._. 51 
walku, AL ............................ ....... 58 
R m .  KS ................................. ....... 59 
Grecr.nwd,Sc .............. ~ ...................................... MI 

............................................. 61 
F ~ J ,  m ............................... 62 

Gibson. TN ............................... 
M-. NY ........................... 

'tb~ogr, PA .............................................................. 66 
Ap.rchc, ............................................................. 6s 

V m  TX ...................................................... 61 
B m ,  AR ............................................................ 68 
bkwr ........ ~.~ .................................................... 69 
McDomugh, U ................... ....... . ........... ... ....... . .... 70 
Man, KS .............................. ~ .............................. 71 

OH .......................... 
Bmwq MN .......................... 

Le Sum, MN ........................................................ 76 
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Wa-,GA ........................................................... 77 
Eartlaod, Tx ........................................................ 78 
MtcbC4 GA ....................................................... 79 
Morgan, MO. ................................................... 80 
Simpan. KY ...................................................... 81 
Bume", w l  ........................................................... 82 
W . K Y  ............................................................ 83 
Ms&n.YA ......................................................... &4 
Dmly, GA ............................................................. 85 

8: REGN 
=>+l i t  la I 
INPORIEC REGION 

w e a s l  ................................................................ 1 
East ........................ .................... 2 
s o d  ....................................................................... 3 
cmtnl... ................................................... 
west ........................................................................ 5 

9 CR 

(11%) 

=,+Id IXI 1 
11197) 

1 0  STRAT 

STRATA 

snam I . . ~ ~~ ................ ~~1 
stat. 2 . .  ..................................................... 2 
s ta -3  ...................................................... ~ . . ~ 3  

11: PHONE 
I=,,,.i I -0 I 

, I, 10,) 

lMPORIED PHONE MlMAFR 

999-999-9999 
I l i 102 )  

........ 
12: INTRO 
=>+,if NOT INT=FC 

INI?(O ON RERID4 
I 

(11114) 
cantinvc where I IeR OK ......................................... 1 =z LASTQ 

=> INTO1 R s s M  11 tbe ............................................ 2 

13: 

-1 -3 m m -ICs8 
u r n 2  

14 SCRPl 

T k  USPS is eanducfing a s N d y  
P S S  FIR FOR GWTUST 

111 117) 
CONlwuE ........................................................... 1 D 

15: INTO2 
PRESS FIO FOR GIFTLIST 
F ~ t h h ~ , y o u r h o ~ l d ~ - ~ ~ m - ~ . . .  

CONrINUE ........................................................ OK 
CALLBACK ....................................................... CB -IcB 
REFUSED ............................................................ R1 =SEND 

[ 11 118) 

16 Ql 
RESPONDENT GENDER, DON7 ASK 

MALE ..................................................................... 1 
EMALE .............................................. .... 2 

17: Q2 
WlMt IS yom age? 

18-2 I ....................................................................... I 
22-24. ..................................................... 2 
25-34 ...................................................................... 3 
35-44 ........................................................... 4 
41-54 ........................................................ 5 
55-64 ...................................................... .~6 
65-69 ............................................................. 7 
7Dt ............................................................... 8 
NIA REFUSED. .................................................. 9 

[11121, 

18: 0 3 D  

... 
VERY MUCH ........................................................ 4 
O U m A B l T  ........................................................ 3 
AUTl'LE .............................................................. 2 
NOT AT ALL ........................................................ I 

NA/RF .................................................................... 9 
WNT KNOW ....................................................... a 

No Aanw...~~ ................................................... NA 
Bury ....................... ............................... 07. 
~ w a i n g ~  ........................................... AM 
Dism- .......................................... ...K 
computs/Fu hlrvhioc ....................................... R: 
B d G c w m m e m  .......................................... BG 
LlumaWagc Bmicr ......................................... LB 
1st 8mvul ........................................................... R l  

D 

VE.RYMUCH ........................................................ 4 
Q U m A B I I  ........................................................ 3 
A l.m'lE .............................................................. 2 
NOT AT W ........................................................ 1 
DONTKNOW ....................................................... 8 
NAIR€ .................................................................... 9 

(11  4 2 3 )  

a Back ............................................................ CB =>ICE 
Spanish c.llbrck ................................................ SC => ICB 
Remove my rn h m  your mdmg Est. Do mt - Can me a- OL 
.................................................................................. =>IOLIST 
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32: Sc1IPS 

A b *  ...................................................................... 2 

33: w 
PROBE FOR SPECIFICNUMEER 
<ScRp8 >how-yp~agesddyourholacbolddinmclanmooth? 

SE 
WNT KNOW ..................................................... 98 
REFUSED ............................................................. w 

( 11 141) 

34: w 
which of the fOUO* mnhods of mailing pcMoll packages (ml Ims d) have 
bowsbold msmbna wed in the l m f  UX m0ntb.l 

( 7 ,  143- 144- 145.146- 147) 
o f 6 d U . S .  Post mce ........................................ I 
Rivlle m d h g  mvlce. like Mailboxer, Etc.. Past office plus. ox P& ptvc 
............................................................................... 2 
Pnvlfe package dipping w q m y ,  me UPS o F M  Express 3 

Gavc pldege to my d camcr ............................. 4 
Nom ................................................................. 5 X 
OTHER SPECIFY . . . . . . . . . . . . . . . . . . . . . . . . . . . .  6 0 
DK ................................................. 8 X 
RF .................................................................. 9 x 

35: QlO 
Does your houehold r a t  2 Port C S s e b o x ~  

Y E S  ................................................ I 
( I t  148) 

DK ....................................................... ..8 
RF .................................................................... 9 

36: 0 1  1 

(11149) 
Y E S  ............................................................... . I  
NO .............................................................. 2 
DK ............................................................... ~8 
RF ....................................................................... 9 

37: Q12 
How m y  times in m averas mOnm do household membas @ to a  MI office 
-led hy Postll Savice emplow? VEF3FY RESPONSE IF MORE THAN 30 

( I/ 1%) 
$E 
DK ........................................................................ 98 
w ................... ................................... 99 

38: ~ 1 3  
How m r m ~  h c s  in m iwlge moth do housebold mcmbcrn 80 to a ~ m t e  mdiq 
-ce Wrs Mailboxe, ELc., Port office Plus, or Pnrccl plrcs? VFXlFK RESPONSE 
IF MORE l" 30 

(11152) 
SF _- 
DK ........................................................................ 98 =>QIS 
RF ........................................................................ 99 =sols 

3 9  Q14 
->QiS i f  Q13=0 I 
why dm pur household use I mdiq 6- & h tk pon offie? IF THEY 
SAY " C O " V  OR "EASIUI' OR CXX2.R VAGUE RESPONSE, ASK 
THEM WHY ITS C 0 " I E N I  OR EASIER 

( 11 154) 
ENIER RESPONSE ............................................... I W 
D W  ..................................................................... 9 

40: Q15 
Do membas o f p m  boonebold have .ny f d d  or 
a m  

 YES^..^..^ ................................................................ I 
NO .................................... 2 =>Q26A 

wbo live in a farcign 

(11155) 

...................... 
DK ...................... 8 -> Q26A 
w ....................................... ...................... 9 =>Q26A 

41: Q16 
Ahom bow rmny cards md I-. if my, ha- members of your bascbold s e d  to 
hem inthe pal tuchc months? 

(11156) 
$E 
DK ........................................................................ 98 
w ......................................... ............... 99 

42: Q17 
Abovf bow mrny timS hrs p m  b&ld k-lqlmed f t i d  m datives ti- a 
foreign munay in tbc pallndw mob? 

(1,158) 
$E 
DK ........................................................................ 98 
RF ......................................................................... 99 

.................................... 

4 3  Ql8  

fordgo aun.?y m tbc p a  rudw m&? 

$E 
DK. ................................................................. 98 
RF ............................................................. 99 

Abm how m y  Mlu bap p m  hovvbold e - d e d  f d d  or rdrtivcr ti+ in a 

( 11 1W) 

44: Q19 
And, a b m  how m y  m e 6  has yom bourebold wired m- to fhem in the part 
nwlvc montbs? 

( 11 162) 
$E 
DK ...................................................... ~ ~ . 9 8  
w ............................................................. w 

SOMEV 
SOMEWHAT 1 
NOT AI 
ALREADY HAVE IT ............................................. 0 
DK.W ..................................................................... 9 

P 

46: 0 2 6 8  

VERY LIKELY ...................................................... 4 
SOMEWHAT LIKELY ........................................... 3 
SOM€WHAT UNLIKELY ..................................... 2 
NOT AT ALL LIKELY .......................................... I 
ALREADY HAVE IT ............................................. 0 
DWW .................................................................... 9 

(1, 185) 

INFO ZERO UN, INTERVIEWER version 3.81 



F 

USPl 00/09/07 W:45 5 

P 
53 Q28A 
= > + I *  Q21AX 1 

( 11 172) 
Y E S  ......................................................................... 1 
NO .......................................................................... 2 
DK .......................................................................... 8 

m y  LIKELY .................................................... 4 

SOMEWHAT UNLIKELY ..................................... 2 
SOMEWHAT L E L Y  .......................................... 3 

3 RF ........................................................................... 9 
NOT AT ALL LIKELY .......................................... I 
m y  HAVE IT ............................................. 0 
DWRF .................................................................. 9 

54: Q2m 
&= youhcndofbaal -ca tbn sllawyoutn p y m  by btemer? 

I l l  173) 

NO ....................... 
DK .......................................................................... 8 
NA/RF ............................... 

48: Q24 
= > + I *  NOT Q 2 K 4  I 

F AOL (AMERICA ON LINE) .................................. I 
PRODIGY ............................................................... 2 
coMpumvE ...................................................... 3 
MCI WORUXXM ................................................. 4 

I .I ."., 
5 5  02SB 

....... 
Y E S  ......................................................................... I 
NO .......................................................................... 2 

R€ ........................................................................... 9 

56: a29 
& a-ge, a b v t  how many bills in tofat uadd WY say yo" household  pa)^ cacb 
monlb? PROBE FOR SPECFIC NUMBER 

(11175) 
$E 
DK ................................................................. 98 
w ................................................................... 99 

57: Q30A 

.. ..... 
07HU(m,4L,spEaFY .................................... 8 0 
DWRF.. .......................................................... 9 

4 9  Q26D 
How likely in il that members of lhir hourebold uill gn any of the fouowing 
technoloses in the near &lure? vay Xkdy, roms&t likely, same&, unlikely 0, 

MI ai all likely? READ ITEM 
Wcb TV 

( I I  1-8) 
VERY LIKELY ...................................... ~4 

DKRF ................................................... ~9 

50: Q26E 
Haw likely is it that members of ~n housebold uill get m y  of the roue- 
lechoolog5cr lo the - funre? vay likely, some&< likely, mm&, &ely 0' 

mf at all likdy? READ ITEM 
Digiw cable , , I  leal 

By & 
Y E S  ................................................................ . ~ . 1  
NO ................................................................... ~ . . 2  
DK ............................................................... 8 
w .................................................................. 9 

58: Q30B ....... 

W ~ O ' U ' I I A T  L N L Y  1 
WhffWt l . \ I  L!SLI~.I.Y .. 2 
SOT A r  AIL L.WLY .. I 
AlRF,\DY IN\'€ IT 0 

In F r o 0  
( 11 178) 

n s  ......................................................................... 1 
NO ........................................................................ 2 
DK .......................................................................... 8 
RF ............................................................ 

29: nwnr 

DWRF ..................................................................... 9 

51: SCRPJ z 

=>+I*  Q27AX I 
Now, rm BDing m UL you rbu! tk mah& you YEC to pay yomm. hwbichof tbc 
f o b & g w y n d o p L p y p u r m ?  

( I1 179) 
BY 

NO .......................................................................... 2 

RF ........................................................................... 9 

M): QJOD 
=>+Id Q27B>1 

Now, rm BDingm mL yomyonrbom lk 
fob&nx Nan do W Y  Dl" wur bilk? 

~ w y  YY pry yourbilk hwbichofthc 

I ..... 
YES .......................... ....................................... 1 

DK ....................................... 
NAiRF ..................................................................... 9 

Via&& . 
 YES..^ ...................................................................... I 

DK ......................................................................... 8 

( I, ,en) 

I 
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61: Q30E 
Now. rmgoingm d yovsbol~tkmabodr ~uunempyyowbinl .  lo~d,ofthc 
fOUO* nay5 do yo" p y  yow bas? 

( 11 181) 
By ATM (auUrmrted f e U a  m c h )  

 YES^ ................................................................. I 
NO .................................................................... 2 
DK .......................................................................... 8 
w ...................................................................... ~ . .9  

6 2  Q30F 

( 1,182) 
By nldormfic ded-n 60- banL scmllof 

Y E S  .................................................................... ~ . . l  
NO ................................................................. ~2 
DK ....................................................................... 8 
w ........................................................................... 9 

a! 031 A 

DK .............................................................. 98 

64: Q31R 
=> +l ii Q30BN 

About bow mzny of yow monthly bdlr arc paid In P m n ?  IF THE S U M  OF BILLS Is 
MORE THAN THE TOTAL. YOU WILL BE TAKEN BACK TO THE BEGNNTNG 
TO TRY A G m .  

( l i  185) 
$E 
DK .................................................. 98 

6 5  oiir _. . - 
=>+Id Q30C>l OR Q3W-WR 

About how m y  of yo" monmy b h  zrc p i d  By Telcpbom? IF THE SUN OF 
BILLS IS MORE THAN THE TOTAL. YOU WILL BE TAKEN BACK TO THE 
BEGINNING TO TRY AGAIN ~~ ~ 

(11187) 
IF .- 
DK ...................................................................... ~.98 
RF ...................................................................... 99 

6% Q31F ' 
=>+I if Q30-I I 
A b u l  bow m y  of yom mo&y bills are p i d  By ammatic W o n  from 
brolrummt? IF THE SUM OF BILLS IS MORE THAN THE TOTAL, YOU WILL 
BE TAKEN BACK TO THE BEGINNING TO TRY AGAIN. 

(1,193) 
$E 
DK ........................................................................ 98 
RF- ......................................................................... 99 

7 0  Q32A 
=>+Id Q 3 0 0 1  I 
wbl mcs of bills do yo" pay By Md? 

NATURAL G A w m o P m L  OILETC. .... .I 

wAmsEwm ..................................... .4 

(11195-197-198 
NONE OF THESE .................................................. 0 

ELEclRlC ........................................................... 2 
TELEPHONE ........................................................ 3 

CREDITCARDS ........................................ 5 
RENTNORTGAGE ....................................... .6 
CABLETV..~ ................................................ 7 
 INSURANCE^. .................................................... 8 
L O W S )  ................................................... . ~ ~ ~ 9  

-199-200 -20-2m -203. 

71: Q33A 
I => + I  ,r O,"pi>l I 

Why do you pay fhese bilk By M? 

ENTERRESPONSE..~. ................... . ~ ~ ~ ~ l  DO 
DK/RF... ............................................................. 9 

( If 205) 

72: Q32B 
= > + I *  Q30B>l I 
What mcs of bilk do yon pay In Person? 

66: niin ---- 
->+IC Q3OD>l OR QMD=WR 

Abut bow m y  of yow momblybdb pnd V u  blm&$ IF THE SUM OF BILLS 
IS MORE IHA?4 THE TOTAL, YOU WILL BE T A E N  BACK TO THE 
BEGINNING TO TRY AGAIN 

( I, 189) 
SF 

I 

_- 
DK ....................................................................... 98 
RF ......................................................................... 99 

67: Q3lE 
=>+IS Q30E>1 

Abovt how rrmny of p w  d y  bas we paid Ry AIM (ammad wlcr madine)? 
IF "M2 SUM OF BILLS IS MORE THAN THE TOTAL. YOU WILL BE TAKEN 
BACK TO THE BEGINNING TO TRY AGAIN 

( 11 191) 
$E 

RF ......................................................................... 99 

I 

TELEPHONE .......................................................... 3 
WATENSEWER .................................................... 4 
CREDIT CARDS .................................................... s 
RENT/MORTGAGE ............................................... 6 

.......................................................... 8 
................................................... 9 - 

73: OUB 
~ 

= > + I  if Q30BN I 
why do yon pay l h a c  bilk InParon? 

111215l . .  
ENTER RESFONSE ............................................... 1 DO 
DWRF ..................................................................... 9 
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I 

: 

L 

7 4  Q32C 
= > + I  a Q 3 D 1  OR Q 3 - m  I 

~~ 

What typzs ofbar do you pay BY Telephone? 

NONE OF THESE ~ .~.. ~ . .  ....................................... 0 

E L E r n C  .................. ~.~ ....................................... t 
-HONE ...... ~.. ~~ .............................................. 3 

( l I 2 1 6 - 2 1 7 - 2 1 8 - 2 1 9 - ~  -271 -22.P3.224) 

NATURAL G A S m m o P m m u m  OWTC ~ . . . . ~ I  

WATEWSEWER ~~. .. .......................................... 4 
CREDIT CARDS ................................ ................... 5 
RENTMORTGAGE .... .... .. ... .. . . . ......... . ....... . . . .. . .... 6 
CABLETY ................ ~ . . ~ ~  .... ~ . ~ ~ ~ ~ . ~  .... ~ ................ ...... 7 
INSURANCE .... ...................................... . . .............. 8 
W 4 N ( S )  ....................................... ~ ......................... 9 

75: Q33C 
- > + I S  0-1 OR Q3oC=WR 

w h y  do p n  pay &ese b& By Tdepbone? 

E"ERRESPONSE ....... ~ ......................... ~ ......... 1 DO 
DWRF.. .. . . . . . . . . . . ...... . .... ..... ..... ........ ........ . . , .... . . ~. . . . . . . .9 

I 
(11225) 

7 6  Q32D 
=>+la Q30D>l OR Q3OBWR I 
 hat ')per do pay vla ~ntann? 

( iim- 277- z8-rn -no -231 - 2 3 2 . n 3 - m )  
NONE OFTHESE. ....... . . ~ ............. . .... 0 
NAlUK4L G A S I P R O P W E L  OniETC ~.I 
ELEL7RIC ~ . .. ..~. . .. . . . ~ ~ ~ ~ ~  ~~ ~ .......... . ~ 2 
TELEPHONE ........... . ~ ~~ ~ .......... ~ ~ ~ ~ ~ . . 3  
WATEWSEWER . . . ... ......... . . .~~~ .. ............ 4 
CREDIT C 4 R D S ~  ... ....... . .. .~~~~~ ~ 5 
RENTMORTGAGE ... ... .. . ... ~ ......... ~ . 6 
CABLE TV .. . ,.. .. . ~~ ................ ~.~~~ ........ 7 
M S W C E  . ...... ........ . ~ ~ ~ ..... . . ~ ~  ~~~~~8 
LOAN(S) ~ ~. ... ............ ~. . ~. ........... . ~~~~ .......... 9 

77: Q330 
=>+,,I Q30D.l OR Q30D=WR I 
Why do p u  pay lhne bdlr V k  Int-0 

ENTERRESPONSE .~ ........... ~~~ .......... ~~1 Do 
D W  ..... .~ ~ ............... .. ............ ~.~~ ........ 9 

78: Q32E 
=>+, d Q30E>I 

wbll ryps of bilb do p n p v  By ATM (aa& tdla rmsky 

NONE OFTHESE .......... ~~~. ~ ................................. 0 
NATURAL GWPROP@C5TUEL OlhETC. ...... I 

........................................... 2 
TELEPHONE .................................................. ~~ ~~~~~3 

( 11 235) 

I 
( I I  m - 237. m - n 9 - z m  - 2 4 .  242.243.244) 

CREDIT CARDS.^ ......................................... ,,...... 5 
RENTMORTGAGE ......................... ......... . ............ 6 
CABLE TV ............................................................. 7 
INSURANCE .......................................................... 8 
L 0 4 N ( S )  .................. ....................................... 

~~ 

7 9  Q33E 
=>+I* Q30ESl 

w h y  do p u p y f b a e  bslh By ATM (nnorrmed Wlsmrhioc)? 

E"€R RESPONSE ............................................... I DO 
DWRF ..................................................................... 9 

(11245) 

- 

INFO ZERO UN, EVERVIEWER version 3.8 1 

8 0  Q3ZF 
=>+La Q30-1 I 
Wha1typeaofmrdo)nupnyBy.utomrtisdeductionflumbnolr-d 

NONE O F T E S E  .............................. ~ . ~ ~ . . ~  ............. 0 
NATURAL GASPROPAXEFUEL OILETC. ...... 1 
ELECrrUC ............................................ 
TELEPHONE ................................................... 3 
WATWSEWER ............ ~ .......................... .~ .......... 4 
CREDIT CARDS .................................................... 5 

I 11 2-6-247 - 248 - 249 -250 -251 - 252 -253 -2%) 

81: QUF 

w h y  do yo" p y  mac bib By aluomatis deduaion flum bank r m d  

=>+I if Q30-1 I 
1 11 255) 

ENTER RESPONSE ............................................... I DO 
DWW .................................................... ~ .........,...... 9 

82: QM 
Pcoplcpsy thcirms in 4i5- w.ys: aomcpybills I day a No after they mme iq 
aber P Y  bius -cklY. - N W  f90 w. 0- a mnlh as mey b m c  my. DT 
aamcMhcrhmc ~~1~a~~bouEchDld7ATsbillsvnvlly~b.. 

W i ~ ~ e y O r n t u Y ~ a l h e y ~ m ~ i L  ~ . .  .. ....... 1 
Weekly. ............... ~. ~ .................... ~ ~ ......... 2 
E v ~ y i m ,  4 s  . . . ~ ~ . . ~ ~  ................ ~ . .  ...~.. ..... ......... ~3 
Once 1 m o d  ................ ~~.~ ................... .... ~~ . ~ ....... 4 
As lhcy b m c  due ........................ ~~ ...... .......... 3 
Or some 0th- 6me SPECIFY ~ .... ~ ................ . ~ . 7 0 
DON7 KNOW ............. ~ . . ~ ~  .... ~ ................... . . ...... 8 
RF .......... ~~ ........ .......... ~~~ ...... ........... ~. ~~ ~. ~ ...... 9 

(11256) 

81: Q35 
People u d i t i o d y  recei~e thR1- bills in Ihc ma& somc companies e n  offmng 
d e c m r i c  p-mion of Mlr wberc yon w v l d  receive bills o v a  Ihc bemet  How 
many bills do you r-ve via lhc Intemn? 

( 11257) 
SE 
DK ... ~~~ ............... ~ . ~ ~ . ~ ~ ~  ................... .. .~~ ~ .~~ .... 98 
RF...~ ................ ~ . . ~ . ~  ....................... .~. . . ~  .... ~ ...... 99 

84: Q36 
PROBE FOR SPECIFIChTlb5ER 
Tk fdo- quer6otw deai Uilh rpedfls rypr of d yolr bouwbold m y  r e x  
arh as m a h a  nnwspppsro. How many diffssnt magazines do m m k s  of p m  
boorebld &tough rhe mdl? 

( 11 259) 
$E 
DK ...................................................................... 98 ->Q38 
RF ..................... ................ ....... 59 =, Q38 

86: Q37B 
:PROBEFOR wffrn .vvm~~ 
nu-? 

$E 
DK .................................................................. 98 
RF ................. .... . . ........ .... .... ............ 59 

Of WQ36- )om bouwbold RFclvn by nml bow m z q  m Momhly 

MRfFyIFOYERIS 
11 
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87: Q37C 
PROBE FOR STEcIFf NmiBER 
O f  tbCQ36%m& yom bupchold r k -  by bow rmny am Bi-monthly 
m e - ?  IF THE SUM OF MAGAZINES IS MORE THAN THE TOTAL THEY 
GET. YOU WIU. BE TAKEN BACK TO THE BEGINNING TO TRY AGAIN. 

. .  

VERIFYIFOVERIS 
(112611 

$E 
DK ........................................................................ 98 
RF ........................................................................ 99 

COMPUTED OTHER 

SE 

8 9  CKMGl 

(11267) 

I => Q36 dse =>+I d Q 3 m O  I 
COMPUTED TO C O W  MAGS AND CHECK AGAINST TOTAL 

( II 269) 

90: Q38 

( ?I 270) 
$E 
DE: ......................................................... 98 =>Q40 
W~~ ....................................................... 99 =>040 

91: Q39A 
' = > Q 4 O i f  Q 3 8 4  I 
PROBE FOR SPEClFlC NUMBER 
Of thcQ38-gadoer y o u  bovsebold doe MI rccdvc by mul, bow mvly me 
WeeWy M a - ~ e s ?  IF THE SUM OF MAGAZINES IS MORE THAN THE TOTAL 
THEY GET, YOU WILL BE TAKEN BACK TO THE BEGINNING TO TRY 
AGAIN 

VERIIY IF OVER 10 
( 11 272) 

SE 
DK ............................................................. ~ ~ ~ ~ 9 8  
R F ~ ~  ......................................................... .99 

92: Q39B 
PROBE FOR W E C l F K  NL'MBER 
O f  W Q 3 8 m g m k s  p m  bouwbold doa mf recdvc by 4, bow mmy are 
Monthly rmgmks? IF THE SUM OF MAGAZINES IS MORE THAN THE TOTAL 
THEY GET. YOU WILL BE TAKEN BACK TO THE BEGINNING TO TRY 
AGAIN. 

VERlFYIFOVERI5 
( 112741 

$E 

9 3  Q39C 
PROBE FOR WECIFKNUMRER 

monthly r m m ?  IF THE SUM OF MAGAZINES IS MORE THAN THE TOTAL 
THEY GET. YOU WILL BE TAKEN BACK TO THE BEGINNIN0 TO IRY 
AGAIN. 

OflwQ3s- yo' bDarsbold & mt rccdvc by mml LW- me Bi- 

VERIFYIFOVER15 
(11276) 

$E 
DK ........................................................................ 98 
RF.. ...................................................................... 59 

94: Q39D 
=>.d 93% 

~((Q39A~S) .Q394O)IF((Q39B~8) ,Q39B,O~IF((Q3~< 
98),Q3SC,O)) 

COMPUTED OTHER 
(11278) 

SE 

95: CKMG2 
- - 
=>Q38clw=>+lif  Q39IxO 

C0MPUIF.D TO COUNT MAGS AND CHECK AGAINST TOTAL 
I ,1280) 

96: Q40 
PROBE FOR WEClFlCNCMBEK 
How many di5crent novspqsr do mnnbar of p m  bouvbold recdvs h n g h  
lamuil in an m e  uuk? 

SE 
DK ........................................................................ 98 =>Q42 
RF ......................................................................... 59 =>Q42 

(1lzBlI . 

97: Q41A 
=> Q42 d Q4- I 
PBOBE FOR WECIFKNUMBEK 

VERIFY IF OVER 6 
( 11 2831 

$E 
DK ................................................... .98 
w ......................................................... 99 

98: Q41B 
PROBE FOR WEClFlC MIMSER 
Of thCcWO>newr- your bovsebold r-w~ by mul. bow m y  M Daily 
neuspapnr (M-F only m Sal only)? IF THE SUM OF NEWSPAPERS IS MORE 
THAN THE TOT= THEY GET. YOU WUL BE TAKEN BACK TO THE 
BEGINNING TO TRY AGAIN. 

V E R M I F O V E R 4  
( 11 285) 

SE 
DK ............................................................ 98 
RF ............................................................. 99 

9 9  Q41c 
PROBE FOR WEClFlC NIIMBEI 
O f  -0- yom buvbold reCeim by mul. bow m y  nc Wcekly 
ne-papm? IF THE SUM OF NEWSPAPERS IS MORE THAN THE TOTAL 'THEY 
GET, YOU WlLL BE TAKEN BACK TO THE BEGINNING TO TRY AGAIN. 

VERlFYIFOyER4 
(11287) 

SE 
DK ........................................................................ 98 
RF .......................................... 59 

loo: Q41D 
PROBE FORSPEClFlCNUMSEK 
O f l w Q 4 0 ~ y n r b o u v b o l d & v c r b y d b o w m m y r c  Stdayonly 
ne-papm? IF T€E SUM OF NEWSPAPERS IS MORE l" THE TOTAL THEY 
GET. YOU UlLL BE TAKEN BACK TO THE BEGINNING TO TRY AGAIN. 

Vu(MIFOVER3 
( II as) 

$E 
DK 98 
RF ......................................................................... w 

INFO ZERO UN, INTERVIEWER version 3.81 
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101: Q41E 
PROBE FOESFEXlPXkUMBER 
Of mc<Q1O%ewpapap yo= bouschald haw 
ne\rspapo.? IF THE SUM OF NEWSPAPERS IS MORE THAN THE TOTAL THEY 
G ! 3 ,  YOU WILL BE TAKEN BACK TO THE BEGINNING TO TRY AGAIN 

VUUrYIFOVER5 
(11291) 

$E 
DK .................................................... 
RF ....................................................................... 99 

I I 
C O M P W  OTHER 

SE 
(11293) 

103: -1 ~~ ~~ 

=zQlOeLc=>+Iif WlFd) 1 
rommo TO c o w  NEWS AND CHECK AGAINST TOTAL 

( 1 1 2 9 5 )  

104. 442 
PROBE FOR SPECIFIC h'7JMBER 
Pleare thrnk about the ~ e u ~ p a p a r  lhal do mt mmc bough the mail. How many 
c h 5 e n t  newspapos do m w h e n  of your hourehold pmcbse utuch do not corne 

1112%) 
lhrovgh the mail? 

$E 
DK ................................................ ..98 => Q44 
RF ..................................................... 99 => 0 4 4  

105: Q43A 
f = > Q 4 4 K  w24 
PROBE FOR SPECIFIC M M B E R  
O f  th6Q42acurpapers mI recaved by mail. bow m y  ne Daily mwpapnr (7  
days)? IF THE SUM OF NEWSPAPERS IS MORE THAN THE TOTAL THEY GET, 
YOU WILL BE TAKEN BACK TO THE BEGINNING TO TRY AGAIN 

VERIFY IF OVER 6 
( 1 1  298) 

$E 
DK ..................................................... ..98 
RF ................................................ 99 

106: Q43B 
PROBE FOR SPECIFIC MMBER 
of  'h<plZSnwapapap ml d M d  hy d, how m y  pc M y  n e w p p m  ( M F  
mly or S I  only)? IF THE SUM OF NEWSPAF'ERS IS MORE THE TOTAL 
THEY GET, YOU WW. BE TAKFB BACK TO THE BEGINNING TO TRY 
AGAIN. 

VERIFYIFOVER4 
(113M) 

SE 
DK ........................................................................ 98 

............................................................. 99 

107: Q43c 

of tbcQ42MwrpaPus mt rcsdvcd by mul bow many w W d y  ncuapnpcrr? IF 
PROBEFOR SPECIFICNUMBER 

THE SUM OF NEWSPAPERS IS MORE THAN THE TOTAL THEY GET. YOU 
W U L  BE TAKEN BACK TO THE BEGINNING TO TRY AGAIN. 

VERIFY IF OVER 4 
( 11 302) 

$E 
DK ...................................... 

........................................................... 99 

108: Q43D 

of thCQ12%%3p- mt d u d  by mul bow mmy nc sudsy only 
PROBE FOR SPEUFICNIJMBER 

ne\wpspa.? IF THE SUM OF NEWSPAPERS IS MORE THAN THE TOTAL THEY 
GfT, YOU WIU. BE TAKEN BACK TO TliE BEGINNING TO TRY AGAIN. 

VERMIFOYFR3 
( j l y 1 4 )  

$E 
DK ........................................................................ 98 
RF ......................................................................... 99 

109: Q43E 

o f ~ W 2 > o o * s p l p a r n n r r s d d d m u l m u l , b w * m s n y n e y ~ ? I F  
PROBE FOR SPECIFICNUMBER . ,  

T I E  S U M  OF NEWSPAPERS IS MORE THAN THE TOTAL THEY GET, YOU 
WIU. BE TAKEN BACK TO THE BEGINNWG TO TRY AGAIN. 

~ I F O V u ( 5  
( l l M 6 )  

$E 
DK ....................................................................... 98 
RF ......................................................................... 99 

I I I 
COMPLIED OTHER 

$E 
1 11 308) 

111: C X N p 2  ~~~ ~~ 

=5 Q42 elre =z +I d Q43FcO 

COMPLmD TO COUNT NEWS AND CHECK AGAINST TOTAL 
I 

, I, 310, 

112: 0 4 4  

(11311) 
$E 
DK ............................................................... 98 
RF ................................................................ w 

Dar yOm S&Y r.mqap a nrmplpsl ioslvdt a rmguinc .&- rvch 
rrpnrds or F d y  W d y ?  

YES ................................. .......................... I 
NO. ....................................................... 2 
DK ............................................................ 8 
RF ........................................................................... 9 

(11313) 

114: Q46 
Now, I'd Wrc u) ask you pome q h n s  rboot lk Wriour rypr of . m 
hauwbold r a a V a .  Abaut bow m y  pi- of vlcs rdvcnidog z d  
mmmrl. loclVamg d o g s .  wvld  you uy ym bovrsbold &KI h u g h  tk mad 
in.nwsrSgewdi? 

(11314) 
SE 
DK ........................................................................ 98 
RF ........................................................................ 99 
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115 Q47 
Whm membnr of your bouvhold recn- ula, a d d s i n &  or pmmotioo.l matmd 
though Ihc mail do p u  (that LI, p u  and o h  m e m h  of p u r  hourehold). 

i li 316) 
Usually rcad 11 ..... ~ .... .. ... ... ... ...... ~ . .. . .. ~ I 
IJrually I- it .. . . ............... . .. . . .. . ~ 2 
Read s o w ,  don', read others ..... .. . . .......... ... .. .. 3 
urually don't read if  ........... ~ . ~ ~ . 4 
DON7 KNOW . ~~ ........ ~ ........ .. . .... . .. ..... . . 8 
RF .~ .. . . .................... ...~ ~ . . .~ . .~ ... .9 

1 1 6  u48 
Now, t W g  only about advdsemeotr and cnuponr you recaved throw &e m d  m 
the la* month, &d any mmbm of yo= burrbold parr my of fberc it- 00 80 

ficnds, firmly, co-uorkas, or others? 
i 11317) 

Y E S  ..................... ~ ~ ~ . . ~ ~  . . ~ . ~  . . , .  ..... I 
NO ........ .............. ............ ~~ . ~ .. . ~~2 
DK ........................... ~ . .  .~~~ . ~~8 
RF ...~.. ... .... ........................... ...... .......... .... .... 9 

117: scRP4 
PRESS EVTER TO C O N T M E  
Here a c  wmc ~mtmcn16 @e1 +hi dermk bow you fed about receiving adwmsing 

i 11318) 
OT prm"0t id  material in Vanovr wap. 

CONTMUE ................................. .................... ..... 1 D 

118: 0 4 9 6  

h m u &  the mail 

1 w u l d  like IO receive more. . . ~ . . . ~  .......... . ~ .  .~~ ..... 1 
I don't mind getting ads t k  way. . .... .. ...... ~ .... ....... 2 
lunrhtbncuereless. ............ . . ~ ~ ~ .  .~ ~.~~ . ~ .~~ 3 
DK ~. ~ ~~ . ~ ~~~~ ~ . ~. ....... ~. .  ....... ....... ......... 8 

119 Q49B 
W c b  statwent best d a m i k  how you p n d y  fecl a b m  r-\mg advntinOg or 
pomotional m a t e d  RF.AD m M  7 

By telephone throvgh telemad-mng 
i 11 320) 

IwuldWrkctore&vcmore. .. . . ~  .~ . .~  ~. .~.  ~ ..~..~. , ..~l 
1 d o 1  -d geubg ads this wdy. .................. ......... 2 
I wrhthrcmrless. ............ . .. . .... ~ ............ ..... 3 
DK ... ..~. . ~ ~ .  ~ ........................ .... ~~ . ~ .~.~.~~. .~. . .~  ...... 8 
w ........................................................................... 9 

120: Q4K 
mch ltrlsmsm bcrt d e s a i i  bmvyoopasrmlly fccl *boa rocdvhy lmphmn 8 n  
p r o m o ~ ~ R E A D n R . l ?  

(11321) 

. .  

*-&-v=F- 
I w d d  like to - loo~oi .._______...__........_...._ 1 
r&nrmi.d&adatw ............................ 2 
I mcrr WSR 1- ............................................ 3 
DK ................................. I 
RF 9 

121: Q49D 
W i & ~ k l . 3 U U i b m v - p T S C d l Y f C d & O U l ~ ~ ~  
p m m o ~ r m t r d . t R n R . l ?  

(113p) 
l h n g h d ( d c a l D m t c d ~ )  

.......................... 3 
DR ....................................................... 
w ................... ............ ......................... 

122: Q49E 
Whch stat-t h a t  desmhs how you p a d y  feel abou -\mg ad-sing or 
p"motiod matmal READ ITEM ? 

W e  on Web 6tes 
1 11 3231 

I w u l d  Wre 10 r-yc more .. ........... ~I 
I don't m d  getting a& h r  wdy . . .. .. . ... .2  
I wrhthere -e less. .... . ... .. ~ .~ 3 
DK ..... . ~ .~ . . ~ ~ . ~  ~. .... .~ . . . . . . . . .  . . . . . .  ~8 
RF ................................... . ~ ..~ ~ ...... 9 

123: Q49F 
W c h  statement bca desmkr how you pnlonally feel abovt recn-g a h s r n g  or 
promooonal matmal W A D  I E M  

In 1 olarbs ha. on domknoh - 
I wuld  wlc to rntivc more. .... ......... ... .. .. I 
I don't mind getting a& llur  way^ ~ . . . .. .2  
I u l s h f h e r e w e l e r r  ~ ~ ~~ . . ~  ................... ..... 3 
DK ........................................ ~~ ~~~~~ 8 
RF .......... ~~ ............... ~ ~~~. ~~~ ~ ................. 9 

I 11 324) 

124: Q49G 
W c h  statement best dermhr how you pownally feel abou recnmg advemrmg or 
momooonal matmal READ 1m 1 

llmysh teleMsioo advaflswcntr 

I uauld like Io r&ve mme~ . ~ .  .. ...... .. ... . .. .. .. 1 
Idoo'tmindget&gadsthrway ..... ~~ ~.~ . ~ . ~ 2  
1 ulrh there w e  less. . . .. ................ ....... .... ....... 3 
DK..  . ~ . ~ .  .. ~ ... ~. ~ . ... ........ ~ ..... ..................~. 8 
w...  ................ .. . ~ .  ~ ~ . . . . . . . . . . . . . .  9 

i 11 325) 

125: Q49H 
W c b  s t n c m e ~ t  bcrt der'riber how yon p ~ s d y  feel abovt receiving advntiung or 
promoaonal material READ ITEM ? 

I wuld like to recave -re ~ ~ ~~~~ ~ . ~ ..... ..... 1 
I don't m d  getting a& lhir w y .  .......... ..... .. ........ 2 
I Grb there -E less. ... ~~ ~~ ~ ~ . ~. .. ... ....... 3 
DK ...~. ~ . ... ........... ~ .... .............................. ~~ ....... 8 
RF ..... ~.~~~ ~ . ~ ~ . . . ~ ~ .  ~. .. .~~ .... ........................... .......... 9 

Through radio a d v d s m e n t s  
i 11 326) 

126 Q491 
W c b  rlaimenl best dermbsr bow p u  p a d y  feel about recomg 2 d - q  OT 

p r m o b o d  malmal READ ITEM '7 
b u e b  the fax machme 

(11327) 
Iurmldmeu,recd\.~mme ...... ~. .~ ...~ ..... ..... ~ ..... 1 
I&dimindget&gadsthiswy ............................ 2 
1uirhthercuse1csn. ............................................. 3 
DK ...... . . .............................. 8 
RF ........................................................................... 9 - 
127: W9.J 

cmrv.crsarat.Lpmt.armrcl 

Iwmldhlrcbrsainrmrr ................................... 1 
I don\ n6nd getlimg dr t w. 2 
IV&hmcrrW.rrl*u ............................................. 3 
DK 8 
RF ........................................................................... 9 

1% Q s b .  
h i  cmmtlyillcsrt fc. any== ahr thn a US. pabl plsomaedal im 
p0r mailbox or .lei Hau w d d  m fcd .brit -- 
cmployccsmph maed,fmarmnpls ~ i n y ~ l r m s l l b o m . ~  wolltd 
m.. 
mer a ................. .... .......... ............. ....................... 1 
*ea..... ........ 2 
NOlSnrCOrr ................................. 3 
LmNTKNow 8 
w 

(11529) 
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1 2 9  Qsl 
In &be last ye-, b r  anyme in this household mdeed am W c l c  m pdvn aha tu%& 
reLRved sales, a&&+. or promonod nuieridr in thc d? 

WUo) 
Y E S .  .................................................. I 
NO . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  ... ..z SCRPS 
DK ................................................ 8 => SCRPS 
RF . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  9 => SCRPS 

130 Qs2 
PROBE FOR NUMBER 
Wllluo tbc past tuclve monh.  abouf how many ordar tbd m-bm ofthir homebold 
malic 1s z r e d 4  of swing des, adwmrmg or promotional mafolds in the m d ?  
VERITY IF MORE THAN 100. , ,1331) 

$E 
DK . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  98 -:> SCRPS 
RF .................................................... 99 =>SCRPS 

131: Q53 
=> scRP5 d Q52=-0 I 
PROBE FOR NUMBER 
what abouf in the last montb? 

$E 
DK ................................................. 98 = , S C R p S  
RF ..................................................... ~..99 =,scRPs 

132: 0S4A 

1 l, 333) 

=> scRP5 if Q53-4 1 
PROBE FORNUMBER 
O f t h s Q S 3 h r d a s  m th 1st mond bow m y  -c placd by phonc7 IF THE SUM 
OF ORDERS 1T MORF THAN THE TOTAl YOU WILL BE TIAKEN BACK TO ~~ ~~~ ~~~ . ~. ~ ~~~~ 

THE B E G W G  TO TRY AGAIN 
Y E W  IF OVER 20 

1 l, 335) 
$E 
DK ........................................................ 98 
RF .......................................................... 99 

1 3 3  W R  
PROBE FORNUMBER 
O f  16cQS3%das in &e last -4 how mmy -e placed by mnl? IF THE SUM 
OF ORDERS IS MORE THAN THE TOTAL, YOU W U L  BE TAKEN BACK TO 
THE BEGt"l3G TO TRY AGAIN. 

VERIFYIFOYERIS 
( $1 337) 

$E 
DK ........................................................................ 98 

134: 054c 

2 

13% scRp5 

. . .  - r r p c s o m . - d + o f t h d w h m e l k w &  
l~m~rmorm,osdadumpm*sodahrrrrmoClmchndfondS 
~ ' 5 m o n q r m d r r t , D o d r ~ a s  

( 11 341) 

1M: W A  
N O W . b m u l l U U p f ~ . ~ ~ l T E M ?  

I R 4 o r K c o g h ~  
( l l m )  

$E 
DK .......................................... ......... 91 
RF ............................................................ 59 

137: Q5m 

DK ............................................... ~ 9 8  
RF . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  99 

138: QS7C 
Stock brokerag, cornmod~ry, m u d  hmd. or Money mzke l  ~CUIUIIIS 

1 ,I 346) 
$E 
DK . . . . . . . . . . . . . . . . . . . . . . . . .  .... 98 
RF . . . . . . . . . . . . . .  . . . . . . . . . .  ~ . 9 9  

1 3 9  QS8A 
How m a y  of the folloulng ~mwance ~ i i c ~ s  do pmpk m your homebold 
tuve7Flearc exclude any phcicr held &rough thebjobr 

Roperty 
1 If 348) 

$E 
DK .................................................. 98 
RF ............................................................. 99 

140: QSSR 
How many of tbe followOg mi\nancc p l k k s  do people h yow holrrebold 
bvc?Please exclude anoy ootic+er held k u e b  && iobr. 

DK ................................................ 98 
R F  ....................................................... 99 

141: QSSC 

H d t b  
( 11 352) 

$E 
DK ................................................... 98 
RF. ................................................... ~ ~ 9 9  

142: QSSD 
How m y  of the f0Uorvlng iorwacc poticics do pmpk in your homcbold 
have?nease exclude m y  polities held t h o 4  &&jobs. 

AUtOUQbik 
( ? I = )  

$E 
DK ............................................................... 98 
RF .......................................................... .~.39 

1 4 3  QS9A 

DK ........................................................................ 98 
RF ......................................................................... 59 

INFOZEROUN,INTERVIE"ERversion 3.81 
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146: Q59D 
In& bmv- Cremt u d s  do prople in yombomcbld hrvc fmmRE4D ITEM? 

( 11 352) 
Crsmr cnrd mmpudes. like Anmi- Exprar and hnerr Club 

SE 
UK ......................... ~... ...~. ~. ~~~ ........ ~~. ~ .... ~~ ........... 98 
RF ......................................................................... 99 
r 

147: 460 
n e  ncn Ez4 Of d m u  M fa &*ohon p'oposes only. The am- a o w  us to 
~ompprc )am bwwbld to omSr bvwbolds vdb nirmlu charartsisticr. hluding 
pmwltlowmnoypmEvcinyomhouubold? 

(11%) 
SE 
Rdurcd ...... ~.~ ........................................................ 99 

148: Q61 
How m y  of them =e lmdcr age 6? 

( 11 3661 
SE 
Rdvrcd ................ ~ . . ~  ............................................. 99 

149: 4 6 2  
How m y  u c  W t k  ager of6 and 12? 

(11366) 
$E 
R c h d  ...................... .............. ~~~ .... ~.~~~ ..... ...... ...99 

1% Q63 
How many are bnueen &be a g e  of 13 aod 17? E T I E  TOTAL NUMBER Of KIDS 
IS GREATER T I M  OR EQUAL TO THE TOTAL NUMBER OF PERSONS IN 
THE HH, YOU WIU BE TAKEN BACK TO TRY AGAM. THERE HAS TO BE 
AT LEAST 1 ADULT IN THE HH 

( 1,370) 

$E 
Refused .. ~ .... ..~ ....... 99 

151. CRKPF 

152: Q65 
Howmyrdults.  18yeosofrgeoroIdRarem)our homebold? 

$E 
u r n  ................................................................. ~.99 

153: SCW6 

Ibc nca pms&m moccm -5 Multn thrt in )om housebold W s  be& 

( 11 375) 

( I /  373) 

rms- TO CONTINUE 

with yoy 

C 0 " u E  .... ....................................................... 1 u 

PEFSON SAMPLE NUMBER 

9999999 
(11316) 

155: PERNO ; 
=>*if IR i 
PERSON NUMBER 

SE 
ONE ..................................................................... 01 
Two .................................................................... 02 
THREE .................................................................. 03 
FOUR ................................................................... @4 

.......................................... 05 
SIX ....................................................................... 06 
SEVEN .................................................................. 07 
U G M  ................................................ ................. 08 
m .................................................................... w 
TEN .................................................... .....~........... I O  

156: YOU 
=>*if E(($R=lj.lJ) 1 
PRONOUNS 

.( 11 385) 
yo" .......................................................................... I 

158: RESTG 
I =>/+I if SR=l 1 

=>/+I  if $R=I 1 
m c h  catgory best dcscnbcncYOuR a g e ?  

18 - 21 .............................. ..~~...~....~~. ~... ..... ..~..... I 
2 2 -  24 ...................................... ....... .~~ .... ~. ............ 2 
25 - 34 ........ ~... . . ~ ~  . ..~. ................ ~~ ....... . ~... ...... 3 
35-44 ..................................................................... 4 
45 - 54 ..................................................................... 5 
55 - ....................................................................... 
65 - 69 ..................................................................... 7 
7w .......................................................................... s 
N/A. Rcfoncd.................................................,.........9 

(11388) 

- 
160: GEND 
=,I if IF(($R=I),QlRESTG) 1 
COMPUTED -Ex 
MALE ...................... ~ 1 
FEhmLE ................................................................. 2 
RF ........................................................................... 9 

161: AGE 
= > * i f  IF((SR=I).Q2.Q2REsTA) 1 
COMPUTED AGE 

I8 - 21 ..................................................................... 1 
U-24 ........................................................ 2 
25 - 34 ..................................................................... 3 
35 - 44 ..................................................................... 4 
45 - 54 .............. ....................................... 5 
55 - 64 ........ .............................. ~ ...... 6 
65 - 69 ........ ..................................... 7 

NIA. Rdupcd........................................................... 9 

(11390) 

7w ...... . . . . . . . . . . . . . . . . . ... . . . . . . . .. . . . . . . . .. . . . , . .. .. . . . . .. .... . . ......... a 

- 
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162: ass 
w, iS<YOuR &tal RaDu? 

tiMng as mamed .................................................... 2 
s i , p l ~ , ~ " e r ~ ~ ~ . . . ~ . ~ . ~ ~ ~  . ..... ~~~ ~ . . 3  

S e p d  ...................... ~ ~ . ~ . . . ~  ........................... ~ ..... 5 

(11391) 
. ~ . .~~~ ~ ~ ~ ...~ ..... ~ . . ~ ~ ~ ~ I  

Diwrd .................................................................. 4 

Widowd ................................................................. 6 
N / 4  Rcfuwd....~..~.~~~.....~..~~.......................~.............9 

163: 069 
A r C Y O U M Y  ... 

~mploysa f 0 l l - k  .............................. .... ~.~~~ ......... J => Q12 
E.mplo@pm.dmc ....... ........................................ 2 =>Ql2 

( 11 392) 
A r C Y O U M Y  ... 

~mploysa f 0 l l - k  .............................. .... ~.~~~ ......... J => Q12 
E.mplo@pm.dmc ....... ........................................ 2 =>Ql2 

( 11 392) 

R&*m ................................... ~ . . ~  ............. ~ ..... ~~... 3 
No,+@? ............................................ ~ ........... 4 
N / 4  ................................................................ 9 

164: ~ 7 0  
HlvcYOUsbemempb~dwiC+ntheht  12monfbr? 

(11393) 
. ..................................... 1 =z 472 

NO ....... ~ .... ............................................................ 2 
NIP, Re ................................................................ 9 

- 
165: ~ 7 1  
AreCYOU - d y  

( 11394) 
A sfudenf.. ~ ~ .. ~. . . . ... . ............... ......... I => Q19 
Ahmemaker ............ ~ ~.~ ~ . ~ ~ . . ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ .  . 2 =>Ql9 
Diubled ......................................... ~.~~ ....... ~ . ~ . . ~  3 =,Q79 
Temporanlylsidoff ...... ... ~~~ . ~~~~ ~~ ~ . . ~ ~  ~ ~ ~~~ 4 =, 979 
Rewed ............................ .............. . ~ ~ .  . ~ ~ ~ ~ . . . ~ ~ . .  ~ . S  =>Q79 
other, SPECM ................................................... ..6 0 ..> Q19 
N/A Re ................................................................ 9 

166: ~ 7 2  
w c h  cafegory best describercYOUR accupahon m Ihc hn job h t ^ i O U  >held? 

170 PREND 
PERSON<PERVO, 
END OF PERSON ROSTER YOU H A M  RNISHUXPERNO > IN 
A < ~ ~ J S ~ A D U L T  PERSON HOUSEHOLD 

(11399)  
Go TO NEXT ADULT PEI(S0N ........................... 1 
WNE WlTH HH MEMBERS ................................ 2 => Q84 

171: w 
For smt%ticnl p-ses. 1 need to LoDw yym hovJFbold in- for lut year. PI-c tC0 
mc if you mtd b&Id h m c  fm Lsl ycp, hefox tBxs6, w%sows 150,wO m mder 
1 5 O . W  lnslude yom o m  h c m x  md W of dl mrmbnsof p w  b&ld who arc 
I.* u l f h  )on 

( 11 592) 

OvnS5O.wO.yslr .............. 

172: w 

Under 150.000 a year .............................................. 1 

DYrW ..................................................................... 9 

= > + I d  NOT Q-I 

SLopmeu3wnIuyulinmmccatcgory~rbcslmatchesplnbovrelnldiocbmc ... 

$E 1 7 
Under S1,WO I )car .............................................. 01 

S10,WO - 114.9 .................................................... 03 
S15,WO - 519,999 ~....~~. ......................................... 04 
120.000 - $24.999 ........... ................................... 3 5  
$25.000 -134,999 ................................................. 06 
$35.000 - 149.999~ ................................................ 01 
W N T K N O W  . .  . . . .......................... ................ 98 
Rf . . ~ . . .~.~ ~.~~ ~~ ~ ~~. ~ . ~ ~ ~ . ~ . ~  . ~ . ~  ~ ~.~99 

( 11 593) 

$7,000 - 19,999 1 y e u . .  ........................................ 02 

173: QN 
~:> + 1 d NOT Q8&2 1 
$E811  
IS0 W - $64 999 

( 4 1  595) 

08 

167: Q79 

( 11395) 

W N T K N O W  ..................................................... 98 
RF ~ . . ~  .~.  ~ ~~~~. ........................................... 99 

w h t  mas thc last &YOU Xmpleted in rcbmn 

somc high wbml ...... . ... ...... ...... ............... ... ............ 2 
High wbml Bpadusrc .......... . ......... ............... ............ 3 
somc mucgc ........................................................... 4 
ToEhnicnl Scbool G m d m  ...................................... 5 

Po*@mte UOIk ................................................... 7 

8 t h & M k S S  ............ ~ ......................................... I 

College pdmtc ...................................................... 6 

N/A. rs ................................................................ 9 

(113%) 

16% 081 

HOUSEHOLD INCOME 

under $7,000 ryeu .............................................. 01 
11.WO-S9,9991 ................................................ 02 
1lO.WO - 114, ..................................................... 03 
Sl5.wO - SI9 ..................................................... M 
S20.W -124,999 .................................................. 05 
S25.W - 134.999 .................................................. 06 
135,000-y19,999 ............................................... 07 
SSO~wO - 164999~.~ ............................................... 08 . .  
%5.wO - 119 ...................................................... 

( 11 597) 

.~~ 
And -YOU >white. B W A f r i u n  Amaiuo. 

WHITE .................................................................... I 
BLACWAFRICAN -CAN ........................... 2 

Ar;ls or some other race? 1 
1 ___,__ - 
1120,000- 1149,999. 
~ l 5 O . W  md 0- ..... 
DON7 KNOW ......... 

-. . . ._ . . .. ( 11 397) 

mspmc .............................................................. 3 

80,000-$99.w9 .................................................. 10 
............................................ I 1  

12 
........................................ I3 
_...__ 98 

I o n  - - %I 10 - 
~~ 

ASL4N .................................................................... 4 
OR SOME OTHfR RACE ..................... .... ...... ,...... 5 

RF ......................................................................... 99 

175: w 
How mrny magc - ( d e r s )  mnkg m I& S 5 . m  pm ycp pc msc in p.5 

( 11 599) 

N/AREFWW ...................................................... 9 

burelold? 169 a s 2  
WouldaOU %y daKYOU -e 1 h u d  o f k w e b l d ?  

Ycs.~~ ...... ~ ........ ~ ............ ~ .............................. ~ ........... I 
No ........................................................................... 2 
RF ........................................................................... 9 

( 11 398) $E 
D K . . ~ ~ ~ ~  .... ~ ..~ ..... ................................................ 98 
R F ~  ........................ 
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1 7 6  Q67 
Howmy-  -. enmi% mymComg am thcrc in yow l o d l d ?  

$E 
DK ..................... ~ .................................................. 98 

(11601) 

in: w7 
Do p u o m n  rem yow home? 

( 1 1 s m l  
hun ............. ............... I 
item ............. . ........ ~ ...... 2 
W&RF ................................ ~ .................... ~ ............. 9 

178: ass 
Hmulongbm)aulivedin~~prrpcnthom?~LESSTHANONEYEARENlZR 
ZERO 

(11604) 
$E 
DK .................................................... ~ ......... ~ ......... 98 
Rf ............................ .......... ......... 59 

lr): w9 
%ch of tk fOU.a"&g b& dcraibea your lome? 

l116€6) 

Apumvnr ............................................................... 2 
Home ......................... ~ ................. ~~~~~ .... ~~~ ............. 1 

MobileHomc .......................................................... 3 
Gmvp puvrcrr ( w h  as a group house or do-COT) 4 

R e c p k H o t d . . ~ . . ~ .  ... . ...~ ............ .......................... 1 
Noo-TnrsiFm Hotel ................... ...... ... ~ . . ~ ~ ~  ~ ~ ~ . . . ~  . 2 
Housing Unit in a Permanent Txmsienf Horel ......... 3 
DI(/RF ....... ~ ................ ...... ~ , . .~~. ....... ~~ ................. 9 

181: Q91 
=>+Id NOT(Q89=2 OR QS-5) I 
&la bow many vniu arc connated to the propmn 

(1,608) 
I ..~~. ~ ...... ~ . . . ~ ~ ~  ..... ~ ............................................ ~...~~. ~1 
2. ~~. ,, ~ ~ ~ ~ . ~ . . ~ ~ ~ . . ~ ~ ~ ~  ..................................... ..~..~ ...... 2 
3-4 ..................................... ~ 

>9 ...................................... 
tat .......................................................................... 5 
Rf ........................................................................... 9 

182: Q92 
Do you or any membsr of yom howelold b~ a bvdnsrr 
lo&ld? 

YES ......................................................................... 1 
NO ........._.... ....... .. ........................................ 
DK .......................................................................... 8 
RF ....................... ..... ........ ...... ...................... 

in opaved horn your 

( l l M 9 )  

- 
1Iu: Q93 
Ahm low rmny pi- of mril docs Ih b- 
RESPONSE IF '(I 

$E 

a c h  VERIFY 

(11610) 

184: 494 
A d  nbom how mmy pi- of  mnil docs tk b& d d d? V€RlFY 
RESPONSE IF 'W 

(11612) 
$E 
DK ....................................... ~~~~. .......... . .. . ........ 98 
RF .............................. ~ ..... ~.~.. ............................... 59 

185: Q95 
Do you do P lot o f w r u n l  fromyour h e ?  

(11614) 
YES ...................... ~ .... ............................................. 1 
NO ....................... ~.~ ................................................ 2 
N/A, RF ......................................................... 

186: 5aw7 
Rcmcmbswhcn )a"& yola bolusbold *tam w only in hovssbold 
rmil sa p l u x  do mt cow !l& b& msil m r d  it in yow &my. PRESS 
ENTER TO C 0 " U E  

(11615) 
CONTINUE ............................................................ 1 D 

187: 496 
Do you plnn IO smd am 1 luge n U m k  O f  it- me chismas Udr,  p n y  inviations, 
wedding Lmimtioar, dub WA, ac., during tk ouf s- &p? 

YES ......................................................................... 1 
NO ........................................ .................. .. . . . ~~~ .~ .  2 
N I A ,  RF.............. . ~~~ ~.... .~.. .......................... 9 

(11616) 

~ ~~ ~ 

188: Q97 
P R E S  FIO FOR U S T O F  GIFTS 
me -nd pm of tlur sNdy involver a dury In it. you record the mail your 
bowbold receives and smdr fa 7 &p. I1 only takes a few minvtcs F night to 
complets Well gjve p u  y m  choiu of &s for compleohg the &nry W c  ulll mail 
the &ny to you bowbld IF YOU JUST SKIPPEE BACK TO HERE, 
RESONDENT NOT El.IGIRLE FOR HOME DELNFRY! 

(1,617) 
BYMAIL .......... ~.~~ . ~~~ ~.~~ .~~~~~~~ ~ ........... 1 D 
INPEFSON ~ . . ~ . ~  .... .. ........................................ 2 
Rcfuwd to do diula .. ...... ......................... ........... 9 

189: GIFT 
= ,Q97d  Q91=2ANDNOT pSU=01,05.21,27 

W c h  gjf!  wvld you me to rscdve for padtipaw in om $4 

S 2 0 d o n a t i o n i n y o u r n u n c m ~ L m e ~ C u v e r F ~ ~ t i o n  I 

=> INTO3 

(11618) 

A Y m m k d  p.ior of L- h t ~ o n g  wiono of & 2oM Tow & F- 2 
... ~ . . ~ ~ ~ . .  ~~ ...... ~ ~ . ~ . ~  ~ ~ ~ ~ . . .  ........................................ N 
2oMTow&FrnrcmmmcmontivsUSPST-C.p(1 rinchtnlll) 3 
............................................................................... N 

ZWO Tom& F- mmmmmntiKUSPS T-T-Shin 11 Piu fie 1111 4 

$20 urh .................................................................. 5 N 
125 do&ninyow m mC Lme Amrr(mngcsfcr Foamhim 6 

1999 Tom & F- Commmorntivc Clp ad T-& 7 
...... .. .. ..... . ...... .......................................................... 

12s suh .................................................................. a 

190: Q98 
=>+1i f  NOT Q97=2 

W b  -is tk bert timcm ddiwrtk d i q p c h g e  m p m  ham? 

RECORDRESPONSE ............................................ I Do 
ANYTIMEISFINE ............................................... 2 

(11619) 
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191: ASSNM 
I=>+l i f  097=2 I 

$E 102 111 
ScpI 2 5 - a t  I ..................................................... I02 
051 2- 8 ......................................................... IO3 
On 9- IS .................. ........................ 104 
oa 1605122 ................. ........................ 
051 23-051 29 ............................................. 
OQUI-NovS ..................................................... 107 
Nar 6%" 12 ..................................................... 108 
NovI3-Nov19 .................................................... 109 
%v 20-Nov 26 .......................................... 
N w  27-Dcc 3 ..................................................... I l l  

--NDENI WANTS DIARY PACKETD-97 > 

SE 102 $11 
( 11 623) 

.~ ~~ 

Sep 25-Ocl I ..................................................... 102 
On 2-0" 8 ........................................................ 103 

N 
N 

Ocl 16Ocf22 ............................................ 105 
Ocl23-Oct29 ............................................. 106 
Oct 30-Nov 5 ............................................. 107 
Nov6Nov12 .................................... 108 
NavI3-Nov19 ......................................... 109 
Nov 2O-Nov 26 ................................. 110 
Nav 27-Dcc 3 ............................................. I 1  I 

193: ASSN . 

IF((Q91=1),4SSNMASSNP) I 
COMPLTEE ASSN 

(11626) 
$ E  102 111 

On 2-0" 8 ..................................................... 103 
OcI 9-0" I5  ......................................... ..1M 
Ocf 1 6 0 "  22 ............................................... I05 

Oct 30-Nov 5 .................................... . ~ ~ l O 7  
Nov6Nov12 ................................................. 108 
Nav 13-Nov 19 ....................................... 1W 

~~~ 

Nov 20-Nov 26 .................................................... 110 
Nov 27-Dcc 3 ..................................................... 111 

-, I.d 1.- to n i i f Y  F r  MC.. Uilug .de-- 1M r"' phrm -r. 

RESPN 

( 11 629) 

1 %  VADD 
WAS ADDRESS CORRECT? 

( 11 659) 
YES ...................................................................... 1 D =>NPHON 
NO ......................................................................... 2 

INFO ZERO UN, INTERVIEWER version 3.8 1 

1% MADDR 
ADDRESS IMFJRTED CAN CHANGE 

(11660)  
f P  

197: MSUIT 
AFT# 

( 11 695) 

198: MCllY 
cTp( NAME MAUING m(WRTED CAN CHANGE 

( 11 703) 
SP 

199: MSTAT 
STATE IMPORTED CAN CHANGE 

( 11 728) 
AA 
ALABAMA ..................................................... AL 
A U S K A  ......................................................... AK 
ARUONA ......................................................... Az 
ARKANSAS ..................................................... ~ A R  

......................................... CA 
COUlRADo ................................................... co 
CONNECTlCvT ............................................ CT 
DELAWARE ................................................ DE 
DlSTRlCT OF COLUMBIA ........................... Dc 
FLORIDA ........................................... €L 
GEORGlA ....................................... GA 
HAWAII ........ ................ .....HI 

ILLINOIS . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  .IL 
MDLANA . . . . . .  . ........................IN 
IOWA . . . . . . . . . . . . . . . . . . . . . . . . . . .  IA 
KANSAS . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  KS 
KENKICKY . . . . . . . . . . . . . . . . . . . . . . . . . .  KY 
LOUISLANA . . . . . . . . . . . . . . . . .  ~~ ~ LA 

m m o  . . . . . . . . . . . . . . . . . . . . . . . .  m 

MARYLAND .................... MD 
MASSACHUSETTS ....................... .MA 

MINNESOTA .................. ~~~ MN 
t a c m G m  . . . . . . . . . . . . . . . . . . . . . . . . .  .MI 

MlSSLSSIPPl ............................... Ms 
MlSSOURl .................................... MO 
MOlUTANA.~ ...... ......................... 
NEBRASKA ................... ........................ 
NEVADA . . . . . . . . . . . . . . . . . . . . . . . . . .  ~...NV 
NEW HAMPSHIRE ................................... NH 
NEW ERSEY .............................................. NI 
NEWMEXICO ........................................... ~..~.NM 
NEWYORK ..................................................... NY 
NORTH CAROLINA ......................................... NC 
NORTH DAKOTA ............................................ N D  

............................................... OH 
OKLAHOMA ........................... 
OREGON .................................. 
PALAU .............................................................. PW 

SOUTH DAKOTA .............................................. SD 
TENNESSEE ..................................................... m 
TEXAS ............................................................... Tx 
UTAH ................................................................ UT 
VERMONT ....~............~......................................vI 
VIRGINLA ......................................................... VA 
WASHINGTON ................................................ WA 
WEST VlRGINV\ ............................................. WV 
WlSCONSD4 ...................................................... WI 
WYOhQNG ...................................................... WY 
I 

2W: MzIpl 
ZIP CODE IMPORTED CAN CHANGE 

99999 
D W  ............................................................. 59959 

( 11 739) 
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201: MZIPL 
PLUS 4 IMPORTED CAN CHANGE 

8999 
DKRF ............................................................... 9999 

202 WHON 
WAS PHONE NUMBER CORRECT? 

( 11 739) 
EZS ......................................................................... 1 D ->&2 
NO ......................................................................... 2 

203: TELOl 
NEW PHONE NUh4BER 

( 11 760) 
9999999999 

( I/ 735) 

204: JSALT 
h mcre an altsnrtsphom numbs thrrus c m d  you at? 

(11752) 
Yes .......................................................................... 1 
No ........................................................................... 2 *+2 

205: ALTPH 
And Umaf is tbm dt-te numk? FORMAT # W W W  

999-9999999 
( 11 753) 

Y€S.THISNUMBEROK.~~ ........................... ~1 D =>4PPI 
NO, CALL DIFFERENT NUMBER .............. 2 

207 OTHPH 

( I, 766) 
999-9999999 

208: Apm 
READ LIST 
Would you p d n  to be d l e d  in the. 

Mom& ........................................................ ~ . I  
Alicnmn.~.~ .......................................................... 2 
EVenmg ................................................................. 3 
No bert lime ............................................................ 4 
DKRF ..................................................................... 9 

( 3 , 7 7 8 )  

2w: INTO3 
=>+Id NOT Q97=9 

PRKUEN+EPMCONrNE 
Although you do oof 
blM Blvcnur 0d.y r3ar.k yo"& 

RENSEDTODODIARIES ............................... RF D ->IEND 

210: 

I 
Io mntinoc wita 011 s-, w appr& the tims you 

( l lT19) 

C 0 " U E  ............................................................ I D 

211: 099 

I=>'if SJ I 

DAY OF WEEK -VIEW COMPLETED 

SUNDAY ............................................................... 1 
MONDAY .............................................................. .2  

( 11 782) 

TUESDAY ............................................................. 3 
WEDNESDAY ...................................................... 4 
THURSDAY ........................................................ ~ . . 5  
W A Y  .................................................................. 6 
SATURDAY ........................................................... 7 

212: 
=>*lf ~((SHclNM).I ,~( (SH>I200 AND SH<1600).2JF((SH>1559 

AND SHcl800).3.4))) 

TIME OF CQNTACT 
(I/ 783) 

BEFORE NOON .................................................... 1 
NOON- 359PM .................................................... 2 
4PM-6PM ............................................................. 3 
AFTFR 6PM .......................................................... 4 

2 1 3  Of01 
=>'if IT 

N I E R V E W  LENGTH 
I 

( 11 784) 

214: INT 
Ento F d  Di)lrporidoa 

G d n u c  .......................................................... OK N =>END 
No Am- ....................................................... NA N =>END 
B u y  .................................................. BZ N =>END 
AosWnng Machine ................................ Ah4 N =>END 
Diwonnen ..................................... ....E€ N =>END 
ComputsEaxMaclunc~ ....................... FX N =>END 
BunnersIGovonmcnr .................................. BG N =>END 
1st Refur al ........................................................... R I  N =>END 
Refused ............................................. R€ =Z END 

(11788) 

Deafnan-ge B m e r  ................................... LB N =>END 
Complete .......................................... CM CD =>END 
Call Bask ............................. CB N = > / I 3  
Spanish Callback ................................................. SC => ICB 
PamalComplefe ............................................. F€ =,IC8 
OMrpuom ......................................... ~ ~ O P  N =>END 
Rcmavc my _ne  boom your mVlLy Est. Do oof e= Cau me a- 
........................................................................ =>OLlST 

N o t M d .  .................................................... NO N =>Elm 

OL 

2 1 5  NOTES 
ENTER NOTES FOR SUPERVISOR YOU WONT BE ABLE TO READ YOUR 
NOTE LATER, SO M4KT SURE IT SAYS WHAT YOU WANT 

( I/ 790) 
ENTFR N o T r S  ...................................................... I 0 

2 1 6  Fa 
ENTI3 NOTES TO "ERVll34EP.S BE CAUTIOUS! ANYONE CAN READ 
WHAT YOU PUT HERE. ,.,-.\ , ,, ,-,, 
E N E R  NOTES ...................................................... 1 0 

x" . p P ~ C i a C i o .  tor )sur **xcipcio. in -1. .r*. m - ott.ri4 . CbDi 
o* -r., giez.: 

825 c h u C a B 1 .  -rim in you - LD - -rr -c- -I 

,999 m r  dc rra"C. col-cararim RY "p md T.*irt. 

$25 in u s b  

.WID 

217: F10 
PRKU Eh'TER M C 0 h " U E  
GQTSUSTING 

CONTINUE ............................................................ 1 D 
( 11 792) 
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218: CB 

(11793) 

(11835) 
EtiTE3 RESPONSE ............................................... I DO 

1 
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Wlliam J. Henderson 
Postmaster General, CEO 

UNITED STATES 
POSTAL SERVICE 

March 6, 2002 

uSAMPIDu 
Postal Resident 
uADDRESSn 
aCITYr, ((STATE>> NZIPD 

Like most Americans, you depend on an uninterrupted flow of mail to and from your home. 
The U.S. Postal Service aims to provide exceptional delivery performance and now boasts a 94 
percent on-time service record nationwide for First-class Mail. To help ensure this superior level 
of service in the 2l'century, the U.S. Postal Service is conducting its Household Diary Study. 

By participating in this study, you will help us continue to improve postal services. 
You, together with a few other families in the d I P n  ZIP Code, have been selected to provide a 
snapshot of mail received and sent. delivery service quality, and customer satisfaction. 
Your household will be provided a postal diary in which to record this information, along with 
instructions on how to complete the diary. The information you provide will help us make 
important decisions on how to improve our Performance and to invest in equipment, facilities, 
new programs, and new technologies to better serve you. 

In appreciation for your participation in this study, we are offering a choice of several gifts: 
. A charitable donation of $25 in your name to the Lance Armstrong Cancer Foundation, 

* An official Tour de France Commemorative Team USPS Cap and T-shirt 

. Twenty-five dollars in cash 

We would like to talk to you about this important national study. A survey specialist from NuStals, 
our partner in this study, will be contacting you to explain the study and answer any questions. 
If you have any questions, please contact NuStats at 1-888-643-USPS (8777) or email questions 
to usDs@nustats.com. All information colleded is strictly confidential in order to protect your 
privacy. 

To learn more about this important survey, please visit our Web site at www.nustats.com or 
telephone the postmaster at your local post office. Thank you for joining us in the Household 
Diary Study. 

Sincerely, 

iA4liiam J. Hendew&' 

475 LEnfanl Plaza sw 
Washington Dc 2D2M)-M)lO 

mailto:usDs@nustats.com
http://www.nustats.com
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Instruction Booklet 

This guide contains instructions for completing the Answer Booklets, and speciJ;c . 
information and examples of mail markings for each tvpe of mail, 

behind each color-coded tab. 

If you have any questions as you complete your answer booklet call: 

I-888-643- USPS (8 777) 
Available l lam to 9pm Central Standard Time (Mon-Fri) 

lZpm to 6pm Central Srandard Time (Sat and Sun) 

OR 

e-mail your question to: 

USPS@ut ustats. corn 

FY 2001 
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How to Fill Out the Answer Booklets 

0 Sort your daily mail into the following types: 
Explanations of each type and examples of mail markings are included in this book under the 
tab associated with each mail type. 

1, First-class Mail (Purple pages) 

2. Standard or Bulk Mail (Blue pages) 

3. Nonprofit Organization Mail (Gray pages) 

4. Packages or Product Samples (Green pages) 

5. Expedited Mail (Gold pages) 

6. Magazines, Newspapers, or other Periodicals (Yellow pages) 

7. Unaddressed Mail - Delivered by US Postal Service only (Peach pages) 

0 Number the mail pieces within each type of mail. 
First write the mail type on each piece of mail and then number the mail pieces. 

The top First-class mail piece is #I, the next is #2, and so on until you have numbered all 

First-class mail for that day. Then number the other types of mail 

Write in mail piece number 
and mail piece 9pe 

Fim-Clau Mail 

First Class 

JANE DOE ~~~ ~~ 

123 MAIN STREET 
A N W E R E .  USA 999949999 



e Complete the Summary Page (page 1) in the Answer Booklet for 
each day. On this page, record the total number of mail pieces of each type that all 

members of your household received and sent today. 

Example Summary Page (in Answer Booklet) 



0 Read question sheets and record codes in the Answer Booklet. 
Open the Answer Booklet (for your first mail day) and the Question Booklet to the pages for the 

Same type of mail. There are color-coded sheets for each type of mail. You will use a different 

Answer Booklet for each day of the week but you will reuse the Question Booklet each day. 

Each question sheet contains both questions and answer (number) codes. Instead of writing 

answers on the question sheet, you record the number code for the correct answer in your 

Answer Booklet. You can record the information for up to 12 mail pieces on one answer sheet. 

You record information about mail piece #1 in the first column (under #I), for mail piece #2 in the 

second column (#2), etc. 

@ Answer all the questions for your mail, one mail piece at a time, going down the answer 

sheet (vertical). 

@ For each question (identified by A, B, etc.), write in the answer (number) code on the answer 

sheet. 

Question Sheet (in Question Booklet) Answer Sheet (in Answer Booklet) 

I First-class Received I 



Helpful Hint. . . 
The most time-consuming task for most people is answering the "Mail Classification" question 

at the end of each question sheet (Question R for First-class mail). To accurately answer this 

question, you need to record all of the mail markings that have been placed on the mail piece 

by the US Postal Service or a mailing house. 

If you  prefer, send us al l  of your mail pieces 

(outside with the mail markings identified - not 
the contents) and we'll classify them for you. 

Be sure to mark each piece with the mail type and 

mail piece number you have assigned and place 

in the correct daily envelope. 

Place completed Answer Booklets and mail pieces in the 
envelopes marked Monday through Sunday. The completed answer 

booklets should be placed in the corresponding daily envelope. Please include the mail 

pieces with the mail type and mail piece number you have assigned, even if you completed 

the mail classification question at the end of each question sheet. 

Place daily envelopes in pre-paid Priority Mail envelope. The daily 

envelopes with your completed answer booklets and mail pieces should be sent to NuStats in 

the pre-paid Priority Mail envelope. 

Special Circumstances 
If household members will be away from home on any day(?,) during the diary week, 

record all mail received in the daily answer booklet on the day you return. 

If you forget to pick up your mail for a day, record all mail received under the next day 

Sunday is included in your diary week. You may not receive mail on Sunday, but you may 

receive packages and/or send mail out. 

Remember., . 

rn 

Record all mail received and sent by all members of your household. 

Do not include mail sent for a business, club, or association operated from your home. 
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First-class Mail 
Received and Sent 

(Purple) 

All First-class mail may not say ‘First-class” on the envelope or postcard. It is important to look at 

the mail markings and postage on each mail piece to determine if it is First-class or not. Use the 

following to help you determine if your mail piece should be recorded under this type: 

Letter-size envelopes marked “First-Class” with postage of 34$ or more. 

Large envelopes marked “First-Class.” Check the mail markings carefully, some large 

envelopes may be marked Standard or Bulk mail or Expedited. 

Postcards usually have 20$ postage (for First-class.) Some postcards are larger in size 

than a typical picture postcard. No matter how large a postcard is, it should be classified 

as a postcard - not a flyer. 

- 

. The most common First-class mail pieces are letters, bills, postcards, greeting cards, 

checks and money orders, etc. 

Mail (that is not a package) sent with special services, such as Certified, Registered, 

Insured, or Mailgram. 

Magazines, catalogs, newsletters or other periodicals that are marked “First-class.” 

Examples of First-class mail markings begin on the following page. 

ir 
P .  

t 



Purple 

First-class Mail Examples 

First-class 

34$ - Stamp 

1 -  

20$ - Postcard Stamp 

I 

Metered Permit 

Metered Postcard Metered Postcard 

Presorted First-class, PRSRT, or FP 

“Presorted First Class” 
on Metered Strip 

~~~ 

Presorted 
First-class Mail 

U S Postage Paid 
Mailed from Zp Code 27101 

PERMIT W O O  

“Presorted First Class” 
on Permit 

‘‘Presorted First Class” 
on Stamp 

PERMIT XO 

address and 
in lower left comer 

5698 l(3 0 305 

JANE DOE 
123 MAIN STREET 

-- 
5698 I 6P) 0 305 

“First Class” on Permit 
“FPabove address or lower left 

Hint: Find closest match 



Purple 

First-class Mail Examples 

AUTO AB, orAF, orAT, orAV 

AUTO**3-DIGIT 999 *.__**.*****.+ 

JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

~- 

“AUTO above or below the address 

5895@ 0.261 1 
JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

99999 AUTO L,ULLuEuLuLuuI 

“AB, or AF, or AT, or AV” 
above address 

AUTOCR, orAC 

AUTOCR*’ C-013 .*....**.********. 

JANE DOE 
123 MAIN STREET 
ANYWHERE. USA 99999-9999 

AC*’C-O13 *tt*tttt*****tt*** 

JANE DOE 
123 MAIN STREET 
ANYWHERE. USA 99999-9999 

“AUTOCR above address “AC” above address 

Single Piece, or SNGLP, or SP 

JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

jingle piece 

“Presorted First-Class” left of Metered Strip 
“Single piece” in lower left 

“Presorted First-Class” left of Metered Strip 
“SNGLF”’ left of Barcode 

Hint: Find closest match 



Purple 

First-class Mail Examdes 

Certified Registered 

RR-000 005 1111‘1 US 
1111 Z 1170 381 171 

71199 3 0 0  0036 363‘i 9934 

Return Receipt Requested 

Delivery Confirmation Insured 

0300 LOU0 8OI11 7L1L 7-13 

Hint: Find closest match 



Purple 

First-class Mail ExamDles 

Mail from outside the US 

AIR MAIL 

JANE DOE 
123 MAIN STREET 
ANYWERE,  USA 99999-9999 

Mailgram 

Federal Government Mail (Franked) 

L 
“Official Government Signature”(Franked) 

Other Federal Government Mail 

FIRST-CLASS MAlL 
POSTAGE AND FEES PAID 

AGENCY NAME 

I P E W T  NO.G9QQ 

“Official Mail or Government Permit Number” 

Hint: Find closest match 

AGENCY NAME 
PERMIT NO.G999 
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Standard or Bulk Mail 
(Blue) 

Use the following to help you determine if your mail piece should be recorded under this type: 

. Mail marked "Presorted Standard" or "Bulk Rate," whether its a letter, postcard, 

magazine, catalog, circular, or flyer, etc. 

* Detached label card with the following message and a marking for automated mail. 

These cards are usually accompanied by mail not in an envelope, such as advertising 

flyers, circulars, samples, coupons, or mail order offers. The detached label card should 

be recorded under "Standard or Bulk Mail" but the separate advertising pieces should be 

recorded under "Unaddressed mail." 

Postal Service Regulauons requlre that tlur address card be 
delivered together wth IS acwmpanymg postage paid mal 
advnu~ementr If you should receive thm card wthout its 
accompanying mall, please notlfy your local posmaster 

- For separate advertising pieces folded together, record each piece separately in the diary. 

Special Note. . . Catalogs in envelopes marked "Bound Printed MatteT or items marked "Special 

Standard Mail or Media Mail," or 'Library Mail" should be recorded under Packages Received 

(Green pages). 

Examples of Standard or Bulk mail markings begin on the following page. 



PRESORTED 
STANDARD 

PRSRT STD 

W 
10 
W 
ID 

W 
W 
W 

u) 
4 
0 

__ 

BULK RATE 

llllll'llllll 

ELK. RT. 



Standard or Bulk Mail Examdes 

Note: Many of the markings may appear with any of the permit types (i.e. AUTOCR may appear 
with a Presort Standard, PRSRT SID, Bulk Rate, or BLK RT permit or meter strip.) 

Also, AUTKR, AUTO, CAR-RT SORT, or Carrier Route Presort may appear in the permit area 
in the top, right-hand corner of the mail piece. 

AUTOCR AUTO 

Preswt Sandad 
U.S. Postage Paid 
ANWERE USA 

PERMITXO 

AUTOCR’T-013 *** *t*.t*t*t*.tt 

JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

“AUTOCR” above address 

U.S. Postage Paid 
ANWERE USA 

PERMITM 

AUTO**C-O13 t.Ottttt+t*t*lt* 

JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

~ ~~~ 

“AUTO above address 

Carrier Route Presort, or CAR-RT SORT 

Presort Standard 
U.S. Postage Paid 
ANWERE USA r PERMIT M 

Carrier Route Presort C-004 *-*-** 

JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

US. Podage Paid 
ANWERE USA 

PERMIT M 

CAR-RT SORT* C-004 m-mm 

JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

“Carrier Route Presort” “CAR-RT SORT” 

Hint: Find closest match 



Blue 

Standard or Bulk Mail Examples 
Note: Many of the markings may appear with any of the permit types (i.e. ECR may appear with a 

Presort Standard, PERT SID, Bulk Rate, or BLK RT permit or meter strip.) 

ECR with LOT, WSS, or WSH 

Pmatamee.4 
us PortspsFm I I 

ECRLOT"C-013 ff-.."*-X 

JANE DOE 
123 MAIN STREET 
A N W E R E .  USA 99999-9999 
- 

"ECRLOT" above address 

ECRWSS"C-013 t~ttilfllf.t*t** 

JANE DOE 
123 MAIN STREET 
ANYWERE.  USA 99999-9999 

"ECRWSS" above address 

ECRWSH"C-013 ***t.t***.*t..tt 

JANE DOE 
123 MAIN STREET 
ANYWERE, USA 99999-9999 

"ECRWSH above address 

_ _ ~  

-ERE USA 

LOT"C-013 "*tt"tttt*tt" 

JANE DOE 
123 MAIN STREET 
ANYWERE. USA 99999-9999 

JANE DOE 
123 MAIN STREET 
ANYWERE,  USA 99999-9999 

"ECR" on Permit and "LOT" above address "ECR" on Permit and "WSS" above address 

123 MAIN STREET 
AM?NHERE, USA 99999-9999 

"ECR" on Permit and "WSH" above address 

Hint: Find closest match 



Blue 

FlZJ U S Portage Paid 

5698 1 @.305 

i 

Standard or Bulk Mail Examples 

Note: Many of the markings may appear with any of the permit types (Le. ES may appear with a 
Presort Standard, PERT STD, Bulk Rate, or BLK RT permit or meter strip.) 

ES, EH, EA, EB, AB, AF, AT, AV, RA, RB, DB, DD, DS 

Hint: Find closest match 

ES 
EH 
EA 
EB + above address 
A B  or lower left 
AF 
AT 
AV 
RA 
RB 
DB 
DD 
DS 

“One of these codes’: 
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Nonprofit Organization Mail 
(Gray) 

Use the following to help you determine if your mail piece should be recorded under this type: 

= All Nonprofit mail must be marked “Nonprofit Organization,” Nonprofit Org.,” or 

“Nonprofit.“ 

- A few examples of Nonprofit Organizations are charities, schools, hospitals, churches, etc. 

May include requests for donations of money, your time, or other items, or they may be 

asking you to purchase an item or service. 

Examples of Nonprofit mail markings begin on the following page. 



Gray 

NonDrofit Oraanization Mail Examples 

Nonprofit Organization, Nonprofit Org., or Nonprofit 

NonproM Organization 
U S. Postage 

PAID 1 
Boston. Massachusetts 

Permit No. 9 

“‘Nonprofit Organization” 
0x1 Permit 

“Nonprofit Org.” 
on Metered Strip 

“Nonprofit Org.” 
on Stamp 

NONPROFIT ORG 
U.S. POSTAGE 

PAID 
HAPPY HEART SOCIETY 

NONPROFIT 
U.S. POSTAGE PAID 
WASHLNGTON, DC 

Permit No. 1 

“Nonprofit Org.” 
on Permit 

“Nonprofit” 
on Permit 

Note: Many of the markings may appear with any of the permit types (Le. AUTOCR may appear 
with a Nonprofit Organization, Nonprofit Org., or Nonprofit permit or meter strip.) 

Also, AUTOCR or AUTO may appear in the permit area in the top, right-hand corner of the 
mail piece. 

AUTOCR AUTO 

NCNPROFTTORG 
U.S. Postage paid 

AUTOCR”C413 -*r.mr 

JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

AUTO”C-013 m++rrr+mr+rr 

JANE DOE 
123 MAIN STREET 
A N M E R E ,  USA 99999-9999 

“AUTOCR” above address “AUTO above address 

Hint: Find closest match 



Gray 
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d 

h 
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Nonprofit Organization Mail Examples 

Note: Many of the markings may appear with any of the permit types (i.e. CAR-RT SORT may 
appear with a Nonprofit Organization, Nonproft Org., or Nonproft permit or meter strip.) 

Also, CAR-RT SORT or Carrier Route Presort may appear in the permit area in the top, right- 
hand corner of the mail piece. 

Carrier Route Presort, or CAR-RT SORT 
- 

U.S. PO&* paid 
ANYYIMERE USA 

PERMrr #a 

Carrier Route Presort“C-013 **tf” 

JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

“Carrier Route Presort” above address 

CAR-RT SORT”C-0004 ttt*t.**.* 

JANE DOE 
123 MAIN STREET 
ANYWERE, USA 99999-9999 

“CAR-RT SORT” above address 

Note: Many of the markings may appear with any of the permit types (i.e. ES may appear with a 
Nonprofit Organization, Nonprofit Org., or Nonprofit permit or meter strip.) 

ES, EH, EA, EB, AB, AF, AT, AV, RA, RB, DB, DD, DS 

5698 1 

123 MAIN STREET 
ANYWERE, USA 99999-9999 

JANE DOE 

e 
5698 1 0.305 

ES 

EH “One of these codes” 
EA 
EB c above address 
AB or lower left 
AF 
AT 
AV 
RA 
RB 
DB 
DD 
DS 

Hint: Find closest match 
- 



Gray 

Nonprofit Organization Mail Examples 
Note: Many of the markings may appear with any of the permit types (i.e. ECR may appear with a 

Nonprofit Organization, Nonprofit Org., or Nonprofit permit or meter strip.) 

ECR with LOT, WSS, or WSH 

U.S. P e  fad 
M E R E  USA 

ECRLOT”C-013 .t.,.l+.*.l.lttfl 

JANE DOE 
123 MAIN STREET 
ANYWERE, USA 99999-9999 

NONPROFIT 

ANYKHERE USA 

ECRWSS”C-013 rn.f.....h_ 

JANE DOE 
123 MAIN STREET 
A N W E R E .  USA 99999-9999 

“ECRLOT’ above address “ECRWSS” above address 

NONPROFIT OROANlZATlON 

A N W E R E  USA 
u.s Po- PSS l i  PERMI7 XO 
(-I 

ECRWSH”C-013 tttt.t*.ttttf*.* 

JANE DOE 
123 MAIN STREET 
ANYWHERE, USA 99999-9999 

“ECRWSH above address 

- 

LOT”C-013 “.tt..*.tt””* 

JANE DOE 
123 MAIN STREET 
ANYWERE, USA 99999-9999 

“ECR” on Permit and “LOT” above address 

NONPROFIT OR0 

“wsS**cO13 ....*”*....” 
JANE DOE 
123 MAIN STREET 
A N W E R E ,  USA 999994999 

“ECR” on Permit and “WSS” above address 

JANE DOE 
123 MAIN STREET 
A N W E R E .  USA 99999-9999 

“ECR” on Permit and “WSH” above address 

Hint: Find closest match 
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Packages or 
Product Samples 
Received and Sent 

Use the following to help you determine if your mail piece should be recorded under this type: 

. Include all packages - large or small. 

- All packages received or sent via the United States Postal Service (USPS) as well as 

packages delivered by any other organization, such as the United Parcel Service (UPS), 

Federal Express, Airborne Express, etc. 

. Be careful to distinguish between packages delivered by the United States Postal Service 

(USPS) and those delivered by the United Parcel Service (UPS). The United States Postal 

Service (USPS) markings include an Eagle while the United Parcel Service (UPS) markings 

have a shield. 

i .. 

i. 

. Product samples delivered by any organization except those included in the newspaper. 

c 

i 



? 

Expedited Mail 
Received and Sent 

(Gold) 

Use the following to help you determine if your mail piece should be recorded under this type: 

Expedited letters, Express Paks. and Priority mail (not boxes or packages) that have been 

sent next day air, next day service, or 2-day service. 

. Packages or Boxes should be recorded under Packages (Green pages) 

. Delivered via the United States Postal Service (USPS), United Parcel Service (UPS), 

Federal Express, Airborne Express or any other Expedited mail carrier. 

Examples of Expedited Mail carriers are included on the following page. 

I. 



Gold 

Expedited Mail Examples 

Express Mail Priority Mail 

Airborne 

AIRBORNE 

UPS 

Fed Ex 

DHL Worldwide Express 

Hint: Find closest match 
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Magazines, Newspapers, 
or other Periodicals 

(Yellow) 

Use the following to help you determine if the Magazine, Newspaper, or other Periodical should be 

recorded under this type: 

. Delivered by the United States Postal Service (USPS) only 

- Not marked First-class, or Standard or Bulk 

. Examples include daily, weekly and monthly magazines, alumni or fraternal magazines and 

newspapers. 

. Do not include newspapers delivered by your local news carrier or magazines and 

newspapers that you bought at the store or a newsstand. 

a 

3 
3 
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Unaddressed Mail 
(Peach) 

Use the following to help you determine if your mail piece should be recorded under this type: 

= Include materials delivered by the United States Postal Service (USPS) only. 

Do not include advertising material that has been leff at your door, material hung on your 

doorknob, or on left on your car. 

1 Mail that doesn't have an address label (not even "Occupanr or "Resident") 

= Mail not in an envelope, such as advertising flyers, circulars, samples, coupons, or mail 

order offers. 

= For separate advertising pieces folded together, record each piece separately in the diary. 

e 





UNITED STATES 
POSTAL SERVICE, 
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Question Booklet 

Use with Answer Booklets (Monday through Sunday). 

If you have any questions as you complete your answer booklet call: 

1-888-643-USPS (8777) 
Available I l a m  to 9pm Central Standard Time (Mon-Fri) 

l2pm to 6pm Central Standard Time (Sat and Sun) 

OR 

i 

f . 

e-mail your question to: 

USPS@ut ustats. corn 

M 2001 



Example 
Once you've sorted and numbered your mail pieces, you are ready to begin recording information, You need 

both this Question Booklet and the Answer Booklet. Open both this Question Booklet and the Answer 

Booklet to the color-coded pages for the correct mail type. 

Each question sheet contains both questions (letters A, B, C, etc.) and answer codes (numbers 1,2 3, etc.) 

Don't record your answers in this Question Booklet; instead, use the daily Answer Booklet. Record the 

number that best matches your response. 

Answer the questions about each mail piece down the answer sheet. For example, if you receive two (2) 

first-class mail pieces on Monday, you will record answers about mail piece #I in the first column, and about 

mail piece #2 in the second column. 

Excerpt from Question Sheet (in Question Booklet) 

YelpfUl Hint . . . Some people have trouble with the "Mail Classification" (the last question for each 

.)ail type.) If you prefer, send us all of your mail pieces (he  envelope or other outside material, not 
the contents) and we'll classify them for you. Be sure to label each piece with the mail type and mail 

piece number you've assigned it in the Answer Booklet. 



Purple 

First-Class Mail Received 
W m  NUNBER CODES IN ANSWER BOOMETINSTE4D OF at7CUNG YOUR ANSWERS HERE 

A. ENV.IPOSTCARDICATALOG1FLYER: Was the mail piece an envelope, postcard or cataloglflyer? 
1. Envelope 2. Postcard 3. CataloglFlyer 

ADDRESSEE: Mail piece was addressed to . .  . 
1. Male head of househdd 5. Child (under 18) 

2. Female head of househdd 6. Whde family 

3. 
4. OLheradult(l8andover) 

B. 

Male 8 Female head of household (Mr. 8 Mrs.) 7. mer addressee: (Speciry on Answer Bookkt page 4) 

C. ZIP CODE: Was your zip code included in the address? 
1. Yes - 5  digits 2. Yes - 5 digits + 4 3. Yes -fueign zip code 4. Nozipmle 

D. BAR CODE: Was a bar code printed on this mail piece? ~ ~ , , , ~ ~ ~ , ~ , ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~  
1. 
2. Yes - inside window anyplace on mail piece 5. Yes -someplace else 

3. Yes -on lower right comer (not in window) 6. Nobarcode 

Yes ~ diredly above a M o w  me address 4. Yes - lower rlght comer and inside window 

Was the zip code included in the return address? 
2. Yes - 5 digits + 4 3. Yes ~ faeign rip code 4. No zlp code 5. No return address 

MAIL TYPE: Type of Mail (write in only one number for each mail piece) 
Friend or Relative: Business or Government: 
1. HdidayISeasons greeting card 12. AdvertisinglPranotional/Sales materials only (No bills) 

2. Mher greeting cards (birthday, sympathy, Mank you) 13. Notice a confirmation of order 
3. Invitation 14. Credit card slatementlbill 

4. Letter from friend OT relative 15. BillllnvoicelPremium notice 
5. Announcement (birth. mwriage. etc) 16. Financial statement 
6. 17. Payment u other checWMoney adeflCredll (No rebate) 

18. Rebate received In respomse 10 cmpon submitted 

I 
Other persona: (Specfy on Answer Booklet page 4) 

IF YOUANSWERED I - 6: + SKIP T O P  
SociaUCharitabldPoliticaUNonprofit: 19. HdidaylGreetinglThank you card (tram a business) 

7. AnnmmemenUMeeiing Noticehvitation M. Business invitatiolllAnnouncement (Not sales) 

8. Request fa donatlm 21. Omer businesslgovernment: (Speciw on Answer Booklet pg. 4) 
9. Canfirmation or thank you f a  donation 
10. Bill (Fa  BusinesslGwernment bills recad code 15) 

11. Othersoclal. etc.: lSpecifyonAnswerBo~~fpage4) 

SENDER TYPE: What type of industry did the mail piece come from? (Ifnot from Friend or Relative) 

1. Credd Card (Msa. American Express, etc.) 15. TelephonelLong distance company 

2. Bank. Savings &Loan. Credit Union. Lmn Co.. etc. 16. EldiGmNVaterNtil i ty company 

3. Sarities bfckerlCompany (Stocbcker) 17. Medical (doctor. dentist. hospital. not insurance co.) 
4. Money market (not with broker OT bank) 18. other prdessional (lawyer. kcwntant. engineer, elc.) 
5. Insurance company 19. Leisurelenterlainment s h c e  (bavel agent. hotel. elc.) 

6. Real eslatdMulgage 20. Cabla lV related 
7. other financial: (Speciru on Answer &&let page 4) 21. Canplter related 

8. SupermxkeUGrccery stae Manufacturers: 
9. Departmentldiscamt stae 23. All rnanufadurers 

10. Mail order company Government: 
11. Other slue (jewelry. shoes, domes. hardware. elc.) 24. Federal (sccial security, veterans adminisbation. IRS) . 
12. Publisher (newspapers. bccks, magarins) 25. SMe and Local 
13. Land promotion cwnpany SofiaUCharitabldPditicaUNonprofit: 
14. other merchants: (Specify on AnswerE&lef page 4) 26. All Social/Charitabl~oltic~/Nonprdil organizations 

2. 
Financial Services: 

Merchants: 22. other senrices: (Specw on Answer Bmklef page 4) 



First-class Mail Received conf. Purple 

H. RETURN ENV.: Was a return envelope or card included? 
1 

2 Yes -needs a stamp 

RETURN ZIP: Did the address on the return envelope or card include a zip code? 
1 Yes-5dtgits 3 Yes -foreign n p  code 

2 Yes - 5 digits + 4 4 Nonpccde 

Yes - pe-stamped or pos- paid 3 No return envelope or card induded + SKIP TO J 

1. 

J. ADVERTISING: Was any advertising or promotional material enclosed? I 1. Yes 

2. No +b SKIP TO P 

I K. READING: Was the advertising . . . (Write in one number only) 
1. Read by a member d the hwsehdd 4. Discarded withaR being read 
2. 

3. 
Read by more man m e  member of the household 
Looked at but not read by any member d household 

5. Set aside for reading later 

L. REACTION: Would this advertising be described as. . . 
1. Useful information we like lo receive 3. Neither interesting, enjoyable. nor useful 
2. Interesting or enjoyable. but not useful 4. Objectionable 

I a. HOW ORDER How could the item@) or service@) be ordered? (Write in all that app/y) 

I 1. Mail 

2. Phone 

4. Fax 

5. Internet 
3. In-person 6. other (Specifvon Answer Booklet page 4) 

RESPONSE: Is anyone in your household considering responding to the advertisement? 
I. Yes 3. Maybe 

N. 

2 No+ SKIPTOP 

HOW RESPOND: How would the response most likely be made? 
1 Mail 4 Fax 
2 Phone 5 Internet 

3 Inperson 6 other (Spec!fy on Answer Bookkt page 4) 

ARRIVAL TIME: The mail piece.. . 
I Fvnved on day needed + SKIP TO R 
2 h v e d  earlier than needed + SKIP TO R 4 Amved late 

ARRIVED LATE: If the mail piece arrived late, was it. . . 
1 Mailed late 3 Don't lolow when mailed 
2 Ndmailedlate 

CLASS: Mail Classification (Each mail piece may show one or more of these markings - record alr) 

3. 

'. 
3 Not expected to arrive + SKIP TO R 

2. 

3. 
To classify mail: Look at markings in top right right-hand corner, above or below address and inside window 

1. 

2. AUTO 

3. AB 
4. Ai= 
5. AT 

6. AV 

7. AUTOCR. or AC 

8. 

Presated First-Class, or PRSRT, or FP 

Single Piece, or SNGLP, or SP 

9. Cwtified I 10. Registered 

11. Rdurn Receipt Requested 

12. Ddivery Confirmation 

13. Signabre Confirmation 

14. Insured 

15. Mail frcm outsie the US 

16. Mailgram 

17. Federal Government Mail rvlth OKtciaI Signature (FRANKED) 

18. Other Federal Govemmeni Mail 

19. FirstXlass 

M. CmnY dassify type: (Please mark 8 place in envelope a!mg 



First-Class Mail Sent Purple 

(If Package: Record on Answer Booklet page 11) 
W R m  NUMBER IWDE IN ANSWER BooMEJINsTE4D OF URCLING YOUR A N M S  HERE 

~~ 

A. ENVELOPE OR POSTCARD: Was the mail piece an envelope or a postcard? 
1. Envelope 
2. Pastcad 

B. MAIL TYPE: Type of Mail (Write in on/y one number for each mail piece) 

1. HdidaylSeascns greeting c x d  7. Order 
2. Other greeting cards (birthday, sympathy. thank yw) 8. Inquiry 
3. Invitafirm 9. Payment 
4. Letter to hiend a relative 10. Other businesslgwemment: (Specify on Answer Bookkfpg. 6) 
5. Announcement (birth. rnmiage, etc) SociaUCharita bldPo/iticaUNonprofit: 
6. Other persmd: (Specify on Answer Booklet page 6) 11. Donation 

Friend or Relative: Business or Government: 

IF YOU ANSWERED I - 6: + SKIP TO I 12. Inquiry 

13. Letter 

14. Other social, etc.: (Spec@ on Answer Bookkt page 6) 
- ~. . . .. . - _ _ _  -~ -. 

E ADDRESSEE TYPE: What type of industry did you send the mail piece to? (Ifnot to friend/re/ative) 
Financial 

1. 
2. 
3. Securities brokwlCompany (Stockbroker) 
4. 
5. Insurance cmpany 

6. Real estatelMcrtgage 
7. 

Credit Card (Visa. American Express, etc.) 
Bank, Savings &Loan, Credit Union. Loan Co., etc. 

Money market (not with broker M bank) 

Other financial: (Specify on Answer Booklet page 6) 

Merchants: 
8. SupermarkeVGrocery store 

9. Depallmentldiscount store 
IO. Mail order cmpany 

11. Other store (jewelry, shoes. clothes, hardware, etc.) 
12. Publisher (newspapers. books, magazines) 
13. Land promotion company 
14. Other merchants: (Specirv on Answer Bcaklet page 6) 

Services: 
15. Telephonellong distance company 
16. Electric/GasMlaterlUtility company 
17. Medical (doctor. dentist, hospital. not insurance co.) 
18. Other professional (lawyer. accwntant, engineer. etc.) 

19. Lesurelenterlainrnent service (travel agent, hotd. etc.) 

20. Cable N related 
21. Cmputw related 
22. Other services: (.Spec@ on Answer Booklet page 6) 

Manufacturers: 

Government: 
23. All manufacturers 

24. Federal (social security, veterans administration. IRS) 

25. State and Local 

SociaUCharitable/PoliticaUNonprofit: 
26. All SociaVCha~able/PditicalMonprda organizations 

D. AD RESPONSE: Was the mail piece sent in response to advertising or solicitation for funds? 
I. Yes 

2. No SKIPTOF 

AD MATERIAL: Was the advertisingIpromotionaUsolicitation material . . . 
1. Received in mail (not in magazine) 5. Heardon radio 
2. Seen in magazine 6. Received WRT telephone 
3. Seeninnempaper 7. Other advertising: (Specify on Answer E&kt page 6) 
4. SeenonTelwision 

E. 

F. RETURN ENV.: Did you use your own envelope or card? 

2. 
I 1. Yes 

No - a makg  envelope a card was provided 

More questions on back of page + 



r 

1 

Purple First-Class Mail Sent cant, 

G. POSTAGE TYPE What type of postage was on the envelope or card? 
1 

2 Regular postage stamp 5 No postage at all 
3 Meterstamp 

Business reply mail + SKIP TO J 4 other (Spec@ on Answer Eou4let page 6) 

". BAR CODE: Was a bar code printed on the envelope or card? .............................................................. 
1 Yes 
2 No 

1. POSTAGE f: How much postage did you pay? 
1 2Ocents 3 Mwe than 33 cents 
2 33cents 4 other (Spec@ on Answer Bwklet page 6) 

ZIP CODE: Was the zip code included in the address? 
1 Yes -five digits 3 Yes -foreign zip cafe 

2 Yes -five digits + four 4 No - zip cafe nd included 

PO BOX: Was the mail piece sent to a PO Box? 
1 Yes 
2 No 

J. 

K. 

RETURN ZIP: Was your zip code included in the return address? 
No - zip ccde not included 

2 Yes -five digits + four 4 No return address included 

I L' 1 Yes -five digits 3 

M. CLASS: Mail Classification (Each mail piece may show one or more of these markings - record all) 
1. Regular FirstClass 6. Insured 

2. Mail to outside the US 7. Return Receipt Requested 
3. Cerlified 8. Delivery Confirmation 
4. Registered 9. Signature Confirmation 
5. Mailgram 10. Other classification: (SpecQ on Answer Bwklel page 6) 

i 

i 



Standard or Bulk Mail Received Blue 

197uTr NUMBER W D E  IN A M R  BOOMETINSlE4D OF CIRCLING YOUR AN- HERE 

A ADDRESSEE Mail piece was addressed to..  . 
1. 
2. 

ZIP CODE: Was your zip code included in the address? 
1. Yes -five digits 3. No - zip ccde n d  included 
2. Yes -five digits +four 

BAR CODE: Was a bar code printed on this mail piece? ~ ~ , , ~ ~ ~ ~ ~ ~ , ~ , , ~ ~ , ~ ~ , ~ , ~ ~ ~ ~ ~ ~ ~ ~ ~ I ~ ~ ~ ~ ~ ~ ~ I ~ ~ I ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ I I ~ ~ ~ ~  

Specific member(s) of the household 
"occupant; 'resident," 'postal patron," with a withoui sbeet address 

6. 

'' 
1. 

2. Yes -inside window anyplace on mail piece 5. Yes -someplace else 
3. Yes - on lower nqht m e r  (not in window) 6. Nobarcode 

Yes - direcdy above ar below me address 4. Yes -lower right caner and imide window 

D. SENDER ZIP: Was the zip code included in the return address? 
1. Yes -five digits 3. No-zip ccde not included 

2. Yes -five digits +four 4. No retum address 

MAIL TYPE: Was mail piece . . . (Write in on/y one number for each mail piece) 
1. In letter size envelope 6. Pcstcard 
2. In envelope larger than letter size (nd  catalog) 7. Addressed FlyerslCinulaWFolded piece (no envelope) 
3. Catalog in envelope 8. NewspaperslMagazinesNewsl&ers 

4. Catalog not in envelope 

E. 

IF PACKAGE: RECORD ONANSWER BOOKLETPG. I 1  . 
5 Detached label postcard 9 Can7 classify type (Please mark 8 place in envelope along 

wth other mail pieces fa this day) 

COUPONS: Did the mail piece contain coupons? I F .  1 Yes 

2 No - 
G. MULTIPLE: Did the mail piece contain.. . 

1 Material f r m  one aganization only 

Financial 
1. 

2. 
3. Securities brokw1Company (Stockbroker) 

4. 

5. Insurance ccmipany 
6. Real estatdMcrtgage 

7. 

Credit Card (Visa. American Express, eic.) 

Bank. Savings 8 Loan, Credit Union. Loan Co.. etc. 

Money malkei (not with bra- or bank) 

omer financial: (Spec@ on Answer Booklet page 8) 

Merchants: 
8. SupermarkeffGrocery stare 

9. DfpartmenVdisccunt Stare 

10. Mail order canpany 

11. mer stare (jewelry, shoes. clothes, hardwe. etc.) 

12. Publisher (nempapgs. books, magazines) 

13. Land pranoiicm cmpany 

14. Other merchants: (Specify on Answer Sodrlei page 8) 

Services: 
15. TelephmeAong distance cwnpany 

16. ElectridGasNvater/Utilii canpany 

17. Medical (doctar. dentist. hcspital. not insurance ccrnpany) 

I H. SENDER TYPE What type of industry did the mail piece come from? (/f not personal) 

- 

Services cont.: 
18. Other pdessional (lawyer, accountant. engineer. etc.) 

19. Leisurdentertainment service (travel agent, hot& etc.) 
20. Cable N related 

21. Canplter related 

22. Other services: (Spec@ on Answer Booklef p g e  8) 

Manufacturers: 

Government: 
23. All manufactures 

24. Federal (social sscurity. vetwans administration. IRS) 

25. State and Local 

SociaUCharitaMe/PoliticaUNonpof#: 
26. Union ar professional organization 

27. church 

28. VeteranSpJFW) 

29. Educational 

30. Cha-ities 

31. Politic* campaign 

32. Cnher Social: (Spec@ on Answw Booklei page 8) 1 
More questions on back of page 3 



Standard or Bulk Mail Received a n t  

1. 

Blue 

FAMILIARITY Was this mail piece from an organization someone in household. . . 
1 Does or has done business 3 Organization no one in hwsehdd knows 

2 

RETURN ENV.: Was a return envelope or card included? 
I 

2 Yes -needs a stamp 

Knows. but no one does business wth 

J. 
Yes - pie-stamped a postage paid 3 No return envelope of cird included ., SKIP TO L 

K. RETURN ZIP: Did the address on the return envelope or card include a zip code? 
1 Yes -five digits 3 No - zip code n d  included 

2 Yes -five digits + f o u r  

READING: Was the mail piece . . . (Write in one number onlyj L. 
1. Read by a member of the househdd 4. Discaded withwt being read 

2. 

3. 

REACTION: Would this mail piece be described as.. . 

Read by w e  than one member d the househdd 

Looked at but not read by any member d hasehold 

5. Set aside fcr reading later 

M. 
1. Useful information we like to receive 3. Neither interesting, enjoyable. n u  useful 

2. Interesting OT enjoyable. but not useful 4. Objectionable 

N. ADVERTISING: Did this mail piece contain. . . 
1. Advertisement f a  item@) u servicqs) to be purchased 3. Other: (SpecifyonAnswerBookleipage 8) SKIP TO R 
2 Sdicitation f a  funds + SKIP TO P 4 Did not contam anymtng + SKIP TO R 

__  - 

0. HOW ORDER: How could the item@) or service@) be ordered? (Write in al l  that app/yl 
1 Mail 4 Fax 
2 Phone 5 Internet 
3. In-person 6. Other: [Specify on Answer Booklet page 8) 

P. RESPONSE: Is anyone in your household considering responding to the advettisemenffsolicitation? 
1. Yes 3. Maybe 

2. 

HOW RESPOND: How would the response most likely be made? 
1. Mail 4. Fax 
2. Phone 5. Internet 

NO + SKIP TO R 

Q. 

3. In-person 6. other: (Specify on Answer Booklei page E) 

CLASS: Mail Classification (Each mail piece may show one or more of these markings - record all) 

~ 

To classify mail: Look at markings in top right right-handcorner. above or below address and inside window 

1. Standard, or STD, or Bulk Rate, or BLK RT 
2. 

3. AUTOCR 
4. AUTO 
5. 
6. ECR 
7. LOT 
8. WSS 
9. WSH 
10. ES 

Presated Standard. or PRSRT STD 

CMer  Rwte Presort. or CARRT SORT 

13. EB 
14. AB 
15. AF 
16. AT 
17. AV 
18. RA 
19. RB 
20. DB 
21. DD 
22. DS 

11. EH 23. Can't classify type: (Please mark 8 place in envelope akng 
12. EA wdh oiher mail pieces for this day) 



Gray Nonprofit Organization Mail Received 
WIUTE NUMBER CODES IN ANSWER BOOMETINSJE4D OF CJRCUNG YOUR AN- HERE 

~ 

A ADDRESSEE: Mail piece was addressed to. . . 
1. 
2. 

ZIP CODE: Was your zip code included in the address? 

Specific member(s) of the hnaehdd 
'Occupmt." "resident," "postal patxm.' with a without street address 

B. 
1. Yes -five digits 3. No- zip code nd induded 

2. Yes - five digits + four 

c. BAR CODE: Was a bar code printed on this mail piece? ~ ~ ~ ~ ~ ~ ~ , ~ ~ ~ ~ , , , ~ , ~ , , ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~  
1. 
2. Yes - inside vdndow anyplace on mail piece 5. Yes -someplace else 
3. Yes -on lower right caner (not in window) 6. Nobarcode 

SENDER ZIP: Was the zip code included in the return address? 
1. Yes-fivedigits 3. No - zip code nd included 

2. Yes -five digits + four 4. No return address 

Yes -directly above a below the address 4. Yes - lower right caner and inside window 

D. 

E. MAIL TYPE: Was mail piece . . . (Write in only one number for each mail piece) 
1. In letter size envelope 
2. In envelope larger than l&er size (not catalog) 7. Addressed Flyers/Circularr/Fdded piece (no envelope) 
3. Catalog in envelope 8. Newspapeffi/Magarines/Newsletters 
4. Catalog not in envelope IFPACKAGE: RECORD ONANSWERBOOKLETPG. 11 
5. Detached label pastcard 9. Can't classify type: (Please mark 8 place in envelope along 

COUPONS: Did the mail piece contain coupons? 
1. Yes 

2. No 

6. Postcard 

I- with other mail pieces f a  this day) 

F. 

.. 

G. MULTIPLE: Did the mail piece contain . . . 
1. Material f r m  one aganization only 

Financial 
1. 

2. 
3. Securities brokerlCwnpany (Stockbroker) 

4. 

5. Insurance company 

6. Real estatdMartgage 

7. 

Credit Card (Visa, American Express. etc.) 

Bank, Savings 8 Loan, Credit Union. Loan Co., etc. 

Money manet (not with broker a bank) 

Other financial: (Specify M Answer Booklet page IO) 
Merchants: 
8. SupermarkeUGrccery stae 

9. Departmentldiscount stae 

10. Mail order campany 

11. Other stae (jewelry, shoes. dothes. hardwae. etc.) 

12. Publisher (newspapen. books. magazines) 

13. Land promotion company 

14. Other merchants: ( S p c i f y  M Answer B d k f  page 70) 

Services: 
15. TelephoneAong distance company 

16. ElectridGas/waleriUtility company 

17. Medical (doctor, dentist hospital. not insurance COmPany) 

SENDER TYPE: What type of industry did the mail piece come from? (/f not personal) 

~ 

Services cont.: 
18. Other professional (lawyer, accountant. engineer, etc.) 

19. Leisurdentertainment smite (travel agent. hotel, etc.) 
20. CaMeNrelaied 

21. Canputer rdated 

22. Other sBNices: [SpecQ on Answer Bcdflef page IO) 
Manufacturers: 
23. All manufacturers 

Government: 
24. Federal (social security. veterans administration. IRS) 

25. State and Local 

S o c i a Y C h a r i t a b U N o n ~ ~ :  
26. Union a prdessional organization 

27. Church 

28. Veterans (VFW) 

29. Educational 

30. Charities 

31. Political campaign 

32. Other Social: (SpecQon AnswerBookkfpage IO) 

More questions on back of page 3 



Nonprofit Organization Mail Received ant.  Gray 
~ 

1. FAMILIARITY: Was this mail piece from an organization someone in household.. . 
I. Does a has done business with 3. Organization no one in hwsehdd knom 

2. 

RETURN ENV.: Was a return envelope or card included? 

Knaus. but no m e  d o g  business with 
~ 

J. 
I. Yes - pestamped a postage paid 3. No rebm envelope or csrd included + SKIP TO L 
2. Yes - needs a stamp 

K. RETURN ZIP: Did the address on the return envelope or card include a zip code? 
1. Yes-fivedigits 3. No- zip code not included 

2. Yes -five dioits + f w r  

L. READING: Was the mail piece. . . (Write in one number only) 
1. Readbyamwnberdthehwsehdd 4. Discarded without being read 

2. 

3. 

REACTION: Would this mail piece be described as.. . 
1. Useful infamation we like lo receive 3. Neither interesting. enjoyable, n u  useful 

2. Interesting cf enjoyable, but not useful 4. Objectionable 

ADVERTISING: Did this mail piece contain. . . 

Reed by mae lhan one member d the hwsehdd 

Looked at but not read by any member d hanehdd 

5. Set aside f a  reading later 

M. 

N. 
1. Advwtisemenl f a  ilem(s) a sewice(s) to be purchased 3. Other: (Speczfyon AnswerE3ookkrpage 10) + SKIP TO R 
2. Sdicitati? f a  funds + SKIP TO P 4. Did not contain anminq + SKIP TO R 

0. HOW ORDER: How could the item@) or service@) be ordered? (Write in a// that apply) 
1. Mail 4. Fax 
2. Phone 5. Internet 
3. In-person 6. Otha: (Specify on Answer BOokktpage 10) 

RESPONSE: Is anyone in your household considering responding to the advertisementkolicitation? 
1. Yes 3. Maybe 

2. 

HOW RESPOND: How would the response most likely be made? 
1. Mail 

2. Phone 5. lntefnet 
3. Inperson 6. other: (Specify on Answer Booklet page IO) 

CLASS: Mail Classification (Each mail piece may show one or more of these markings - record alr) 

No + SKIP TO R 

Q. 
4. Fax 

L 
R. 

- 

To classify mail: Look at markings in top right right-hand corner, above or below address and inside window 

1. NonprdilOrganizaIion. or Nonprofit Org., or Nonprdit 12. €0 
2. AUTOCR 13. AB 
3. AUTO 14. AF 
4. Canier Route Pres&, or CAR-RT SORT 15. AT 
5. ECR 16. AV 
6. LOT 17. RA 
7. wss 18. RE 
8. WSH 19. DB 
9. ES 20. DD 
10. EH 21. DS 
11. EA 22 Can't classify type: (Please mark 6 place in envelope along 

with other mail pieces forthis day) 



Green 

___ 

C. ZIP CODE: Did the address include a zip code? 
1. Yes -five digits 3. No- zip code n d  included 

2. Yes -five digits +four 

BAR CODE: Was a bar code printed on the package? 1 1 , , , 1 1 , , 1 , 1 , ~ ~ 1 , 1 , , ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ , , ~ ~ i ~ ~ , , ~ ~ i ~ ~ t i ~ ~ t ~ ~ ~ ~ ~ i ~ i i ~ ~ ~  

1. Yes 

D' 

Packages or Product Samples Received 
WIUTE NUMER CDDEINANSIER BOOMETINSTE4D dFcJRcLING YOURANSlER.5 HERE 

k FROM: Was the package from . . . 
1 Fnend u relative 4 Business - far othff reasM1s 

2 Business - ordered by hwsehdd member 5 Unsdiclted sample 

3 Business - d w e d  by friend a relative 

6. ADDRESS: Was the address on the package . . . 
1. carect 

2. lncarect 

E. RETURN ZIP: Did the return address include a zip code? 
1. Yes-fivedigits 3. No - rip c d e  not iwduded 

2. Yes d five digits + four 4. Norebxn address included -. 

/FDELIVERY: Package was deliveredlhandled by. . . 
1. United States Pcslal Service (USPS) 11. Airborne Overnight Air Express 

2. UPS Next Day Air 12. Aihrne Second Day Service 

3. UPS 2nd Day Air 13. Emwy Waldwide Next Day 

4. UPS 3 Day Select 14. Emery Wddwide Second Day 

5. UPSGrwnd 15. Emery Wddrvlde Deferred 

6. FedEx Overnight 16. Emery Waldwide Ground Service 

7. FedEx2Day 17. DHL Express Waldwde 

8. FedEx Express Saver 18. Roadway Express 

9. FedExGround 19. Omff ddivwy type: (Speciry on AnswerB&h?t page 12) 

10. FedEx H m e  Delivery IF YOUANSWERED 2 - 19: +SKIP TO H 

G. SPECIAL SVCS: Did your package have any of the following special services? (Write in all that apply) 

1. Special Handling 6. Signatwe Conftrmatim 
2. certified 7. I N W e d  

3. Registered 8. C.O.D. 
4. Return Receipt Requested 9. No sp&ial seruices 
5. Ddivery confirmation 10. Omer: (Specify on Answer Booklet page 12) 

More questions on back of page 3 



Packages or Product Samples Received ant.  Green 

Financial 
1. 

2. 

3. Securities brokedCompany (Stakbroker) 

4. 

5. Insurance canpany 

6. Real estatdMcrtgage 

7. 

Credit Card Vsa, AmMcan Express, etc.) 

Bank Savings 8 Loan, Credit Union. Loan Co., etc. 

Money market (not mth broker or bank) 

Omer finamial(Specify on Answer Bwkkf page 12) 

Merchants: 
8. SupermarkeVGraery s lue 

9. DepartmenUdiscamt stae 

10. Mail order company 

11. Other stae (jewehy. shoes, clothes. hardwe. etc.) 

12. Publisher (newspapes. books. magazines) 

13. Land promotion coTany 

14. Other merchants: (Specify on Answer Bmklel page 12) 

Services: 
15. TeIephonelLong distance company 

16. Electric/GasNVaterlUt,lity company 

17. Medical (da ta .  dentist. hospital. not Insurance co.) 

I H. SENDER TYPE: What type of industry did the package come from? (If not from friendrelative) 

- 

Services cont.: 
18. other prdessional (lawyer. accwntant, engineer. etc.) 

19. Lc3surekntertainment service (travel agent. hold. etc.) 

20. CaMe TV related 

21. Cmnputer related 

22. other services: (Specify M Answer Bcdilet page 12) 

Manufacturers: 

Government: 
23. All manufacturers 

24. Federal (saial saurity. veterans administration. IRS) 

25. SMeandLaal 

S o c i a U C ~ r i t a b l e / P d a U N o n ~ o ~ :  
26. Union a professional organization 

27. Church 

28. Veterans 

29. Educatlonal 

30. Chaities 

31. Pditical campaign 

32. Other Social: (Speclfyon AnswerBook~tpage 12) 

I 1. 
CONTENTS: Did this package contain . . . (write in all that apply) 
1. Clothing 6. Bmk(s) 

2. Travel products or infamation 7. MusicNideo 

3. Canpuler hardwarfleripherals 8. Cmputet software 

4. Electronics 9. Food products 

I O .  Other ccntents: (Specfy on Answer Bookleipage 12) 

J. ITEM ORDER: How was the item@) or sewice(s) ordered? (write in all that app/y) 
1. Item ordered from pnnt catalog 4. Item ordered on-line 
2. Item ordered from oo-line catalog 5. From direct m d  piece (not catalog) 
3. Item ordered from stae 6. Other: (Speca). on Answer W k t  pa+ 12j 

K. PKG CONDITION: Did the package.. . 
1. 

2. Lwk damaged before opening 

Lcok all nght M a e  opening 

L. CONDITION: The contents were.. . 
1. Nddamaged 

2. Damaged (Please describe on Answer B w k k i  page 12) 

M. CLASS: Package Classification (If delivered by the United States Postal Service only) 
1. Firstclass (up to 13oz) 8. Nonprofit 
2. Priority 9. NcmprofdECR 
3. Express Mail 10. Bound Printed Matter 
4. Standard a Bulk Rate 11. Special Standard MaiUMedia Mail 

6. 
7. 

5. Standard a Bulk Rate Enhanced Carier Route (ECR) 12. Libray Mail 
Pacel Post. or Bulk Rate Pacel Post. a Bulk PP 
DBMC Pacel Post a DBMC PP (to Bulk Mail Center) 

13. Package received from wtside the US 
14. Cm't classify. (Flease mark 8 place in envelope along with 

other mail pieces f a  this day) 



Green 

0. ZIP CODE. Was their zip code included in the address? 
1. Yes-fivedigits 3. No- zip code n d  induded 

2. Yes -five digits + four - 

RETURN ZIP: Was your zip code included in the return address? 
1. Yes -five digits 3. No - zip code n d  included 

2. Yes - five digits + four 4. No rewm address included 

C. 

D. DELIVERY: Package was deliveredlhandled by. . . 
1. United States Pc6tal Semce (USPS) 11. Airborne Overnight Air Ewress 

2. UPS Next Day Air 12. Airborne Second Day Service 

3. UPS 2nd Day Air 13. Emery Worldwide Next Day 

4. UPS 3 Day Select 14. Emery Worldwide Second Day 

5. UPSGround 15. Emery Wddwide Deferred 

6. FedEx Overnight 16. Emery Wddwide Ground Service 

7. FedExZDay 17. DHL Express Wddwide 

8. FedEx Express Saver 18. Roadway Express 

9. FedExGround 19. Other deliverytype: (Specifyon AnswerSookletpage 12) 

10. FedEx Home Delivery IF YOUANSWERED 2 - 19: T, GO TO NEXT MAILPIECE __ _____._._ 

Packages Sent 

1 .  Special Handling 6. Signature Confirmation 
2. Certified 7. Insured 

4. Return Receipt Requested 9. No special seMces 
5. Ddwery Confirmation IO. Other: (Speciwon Answer Bookkt page 12) 

3. Registered 8. C.O.D. 

send your package? 
Inside the United States: 5. 301 to 600 miles 

1. Lccal 6. 601 to 1.OW miles 
Out of town: 7. 1.001 to 1,400 miles 

2. %miles wless 8. 1,401 to 1.800 miles 

3. 51 to 150 mils 9. Mae than 1.800 miles 
IO. Out of the United States 

WRITENUMBER WDSINAN~BOOMETINsTE4DLFCE!CUffi  YOURANswaLsHERE 

A, ADDRESSEE: Was the package to. . . 
1 Fnendardative 

2 Business 

G. CONTENTS: Did #is package contain. . . (Write in all that applyj 
1. Clothing 6. Bwk(s) 

2. Travel produds or infamatian 7. MusicNideo 

3. Canplter hardwardPwipherak 8. Canputer s h a r e  

4. Elecbonics 9. Foodproducts 

10. Other cmtenls- (Specify on Answer Booklet page 12) 

H. REASON: Why did you send this package. . . 
1. Gin a other item sent to friend a relative 3. Returning unsdicited merchandise 

2. Returning merchandise adwed 4. Other reason: (Speci fyonAnswerBtpage 12) 

~ 5. Toys 

CLASS: Package Classification (Write in all that apply) 

2 Pnaity 6 ParcelPast 
3 ExpressMait 7 Mail sent artside me US 

First-class (up to 13oz) 5 Spmial Standard MaiVMedia Mail 1 '. 1 EwndPnntedMatter 8 Other (Spec@ on Answer B m W t  page 12) 



Gold 

Expedited Mail Received 
(Express Mail, Priority Mail, Federal Express, UPS, etc.) 

WRITE NUMBER WDES IN ANSWER BOOMETINSTEAD OF CIRCUNG YOUR ANSWERS HERE 

A. LETTER OR PAK: Was the mail piece a letter or a pak? (/f Package: record under Packages Received) 
1. Ldter 
2. Pak 

ADDRESSEE: Mail piece was addressed to. . . 
1. Male head of household 5. Child (under 18) 
2. Female head d hwehdd 6. Whde fanily 

3. 
4. 

B. 

Male 8 Female head d hmsehdd (Mr. 8 ME.) 
Other adult (18 and over) 

7. Other addressee: (Specify on Answer Bookletpage 14) 

C. MAIL TYPE: Type of Mail (Write in only one number for each mail piece) 
Friend or Relative: Business or Govefnrnent: 
1. HdidaylSeasons greeting cad 12. AdvertisinglPronlotionaVSales materials only (No bills) 

2. Other greeting cards (birthday. sympathy, thank yw) 13. Notice or confirnlation of order 

3. Invitation 14. Credit card statemenVbill 
4. Letter from fnend relative 15. Bill/lnvoice/Premium notice 
5. Announcement (birth, marriage. etc) 16. Financial statement 
6. Other persona: (Specm on Answer Bookie1 page 14) 17. Payment a other checklMoney wddcredit (No rebate) 

18. Rebate received in response to coupon submitted IF YOU ANSWERED I - 6: + SKlP TO 0 
SociaUCharitable/PoliticaWNon~ofit: 19. HdidayIGreetinflhank you card (from a business) 

7. AnnouncemenVMeeling Noticeilnvitation 20. Business invilationlAnncuncement (Not sales) 
8. Request f a  donation 21. Other businesslgovemment: (Specifyon Answer Swklelp. 14) 

9. Confirmation or thank you for donation 

10. Bill (For BusinesslGovernment bills record code 15) 
11. Other social, etc.: (Specifyon AnswerBooklefpage 14) - 

D. SENDER TYPE: What type of industry did the mail piece come from? (lf not from Friend/RelativeJ 
Financial Services: 
1. Credit Card (visa. American Express, elc.) 15. TdephondLong distance company 
2. Bank. Savings &Loan, Credit Union, Loan Co., etc. 16. ElectridGaSM(ater1Utility company 

3. Securities bfokedCompany (Stockbroker) 17. Medical (doctor, dentist. hospital. not insurance co.) 

4. Mmey market (not wm broker or bank) 18. Other professional (lawyer, accountant engineer, etc.) 
5. Insurance canpany 19. Leisurdentertainment service (travel agent hotel, etc.) 

6. Real estatehfutgage M. Cable TV related 
7. 21. Canplter related Omer financia: (Specify on AnswerBwklef page 14) 

Merchants: 22. Other services: (Speclry on AnswerBcok/etpage 14) 

8. SupermarketlGrm store Manufacturers: 
9. DwartmenVdiscount slue 23. All manufactures 

IO. Mail order m p a n y  Government: 
11. Omerstore Oewelry. shoes. dothes. hardware, etc.) 24. Federal (social security. veterans administration. IRS) 
12. Publisher (newspaperr. books. magazines) 25. State and Local 
13. Land prwMtion c0"pany 

14. Omer merchants: (Sp=cify on Answer Bca4let page 14) 26. All Socia l /Char i tab le /Pd~ ic~~~pr~~t  organizatiom 
SociaVCharitabldf oliticaVNonprofif: 

E. CONTENTS: Did this letter or pak contain . . . (Write in a// that app/y) 
1. Clothing 6. Bwk(s) 

2. Travel products or ihfmation 7. MusicNideo 

3. Cmputer hardwarfleripherals 8. Computer sdware 

4. Electronics 9. Focdprcduds 

10. Omff contents: (Specifyon AnswerBocddetpaps 14) 

More questions on back of page 



Expedited Mail Received Gold 

' F. ITEM ORDER How was the item@) or service(s) ordered? (Write in a// that app/yJ 
1 Item ordered from pnnt catalog 4 Hem adered *line 
2 Item ordered from mlinecatalcg 5 Fram direct mal piece (not catalog) 

3 Item ordered from slue 6 Other (Spec@ on Answer @ock!et page 14) 

G. RETURN ENV.: Was a return envelope or card included? 
1. 

2. Yes -needs a stamp 

Yes - prestamp& a postage paid 3. No return envelcpe a card included + SKIP TO I 

H. REFURN ZIP: Did the address on the return envelope or card include a zip code? 
1 Yes -5dtgils 3 YES - faeign zip code 

2 Yes - 5 digits + 4 4 No~lpccde 

1. ADVERTISING: Was any advertising or promotional material enclosed? 
1. Yes 

2. No + SKIP TO 0 

J. READING: Was the mail piece. . . (Write in one number on/yJ 
1. Read by a member of the household 4. Discadd without being read 

2. 

3. 

Read by mwe than one member d the household 

Looked at but not read by any member of household 

5. Set aside f a  reading later 

K. REACTION: Would this mail piece be described as.. . 
1. Useful information we like to receive 3. Neither interesting, enjoyable, na  useful 

2. Interesting w enjoyable, but not useful 4. Oblectionable 

I L. HOW ORDER: How could the item@) or service(s) be ordered? (Write in a// that apply) 
1 Mail 4 Fax 
2 Phone 5 lntemet 
3 In-person 6 Other (Spec@ on Answer Booklet page 14) 

RESPONSE: Is anyone in your household considering responding to the advertisement? 
1 Yes 3 Maybe 
2 No+SKlPTOQ 

M. 

N. HOW RESPOND: How would the response most likely be made? 
I Mail 4 Fax 
2 Phone 5 lntemet 
3 Inpenon 6 Other (Spec@ on Answer Booklet page 14) 

ARRIVAL TIME: The mail piece. . . 
1 Amved on day needed + SKIP TO Q 
2 h v e d  eariier than needed + SKIP TO Q 4 Amvedlate 

0. 
3 Not expected to arrive + SKIP TO Q 

ARRIVED LATE: If the mail piece arrived late, was it. . . 
1. Mailed late 3. Dm't b o w  when mailed 
2. Not mailed late 

Q. CLASS: Mail Classification 
1. Express Mail 7. Fed& Overnight 

2. Priaity Mail 8. FedEx Second Day 

3. Airborne Overnight Air Express 9. DHL Wmidvide Express 
4. AihwneSecondDay 10. Other delivery type: (Spec@ M Answer Booklef page 14) 

5. UPS Next Day Air 

6. UPS Second Day Air 
11. CmY dassify type: ( P h s e  mark 8 place in envelope a h g  

with ofher mail pieces forth& day) 



Expedited Mail Sent Gold 
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r: 

(Express Mail, Priority Mail, Federal Express, UPS, etc.) 
WRITE NUMER CODES I N  ANSWER BaDMET I N m D  OF L-RUNG YOUR ANSWERS HERE 

A. LETTER OR PAK: Was the mail piece a letter or a pak? (Ifpackage: record under Packages Sent) 
1. Letter 

MAIL TYPE: Type of Mail (Write in onIy one number for each mail piece) 

1. HdidayISeasons greeting card 7. mer 
2. Other greeting cards (birihday. sympathy, thank you) 8. Inquiry 
3. Invitation 9. Payment 
4. Lener to friend or rdative 10. Other business.lgovernment(S~c~ on Answer Bookktp. 16) 
5. Announcement (birth, marriage, etc) SociaUCharitabIePoliticaUNonprofit: 
6. Other personal: (Spec@ on Answer Booklet page 16) 11. Donatiar 

Friend or Relative: Business or Governmentr 

IF YOUANSWERED I - 6: +SKIP TOF 12. Inquiry 

13. Letter 
14. mer social. etc.: (Spec@ on Answer Bookkf page 16) 

I C. ADDRESSEE TYPE: What type of industry did you send the mail piece to? (/f not to friendrerative) 
Financial Services: 

1. Credit Card (Visa. American Express. etc.) 15. TelephoneLong distance Ganpany 

2. Bank. Savings &Loan, Credit Union, Loan Co.. etc. 16. ElectriclGashnJaterlUtility company 

3. Secunties brokerlCompany (Stockbroker) 17. Medical (doctor. dentist. hospital. not insurance co.) 

4. Money market (not with broker or bank) 18. Other professional (lawyer. accountant, engineer. etc.) 

5. Insurance company 19. Leisurdentertainment service (travel agent, hot&, etc.) 

6.  Real estatdMortgage m. Cable TV related 

7. Other financial: (Spec@ on Answer Booklet page 16) 21. Canputer related 

Merchants: 22. Other services: (Spec@ on Answer Booklet page 16) 

8. SupermarkeVGrocery Stae Manufacturers: 
9. Departmentldiscount stae 23. All manufacturers 

10. Mail wder ccmpany Government: 
11. Other Stae (jewelry. shoes, dothes, hardware. etc.) 24. Federal (social security, veterans administration, IRS) 

12. Publisher (newspapers. boaks, magazines) 25. State and Local 

13. Land promotion cwnpany SociaVCharitaMe/PoliticaVNonprofitr 
14. Other merchants: (Specirv on Answer Booklet page 16) 26. All S o c i a V C h a i n a b l e / P d i i ~ ~ o n ~ ~ ~  organuatims 

D. AD RESPONSE: Was the mail piece sent in response to advertising or solicitation for funds? 
1. Yes 

2. NO + SKIP TO F 

I E. AD MATERIAL: Was the advertisingIpromotionaUsolicitation material.. . I 
1. 

2. Seen in magazine 
3. Seeninnempaper 

Received in mail (wt in magazine) 5. Heardcmradio 
6. Received over tdephone 
7. mer advertising: (Specify on Answer Booklet page 16) 

4. SeenonTelevision I 
CLASS: Mail Classification (Each mail piece may show one or more of these markings - record a10 
1. Express Mail 7. FedEx Overnight 
2. Pnaity Mail 8. FedEx Sgand Day 
3. Arbme Overnight Air Express 9. DHL Warldwide Express 
4. AirbomeSecondDay 10. Other dass%cation: (Specify on Answer Booklel page 16) 
5. UPS Next Day Air 
6. UPS Second Day Air 

F. 



Yellow 

Magazines, Newspapers, or Other Periodicals Received 
(Record only if delivered by the United States Postal Service) 
WRITE NUMBER CODES IN ANSWER BOOMET I N m D  OF aRCUh'G YOUR AN- HERE 

k TYPE: This periodical is. .  . 
1. Daily newspaper 5. Monthly magadne 
2. Weekly newspaper 6. othermagazine 
3. OMer newspaper 7. mer periodid: (Specw on Answer Bmklef page 18) 
4. Weekly magazine 

SENDER TYPE: Was the periodical from. . . 
1. Uniw 5. Educational wganizatiw 
2. Religious organization 6. Prdessimal organization -someone in househdd is member 
3. Veterans' organization 7. Any other publisher OT organization 

4. Chaitable organizatiw 

B. 

C. SUBSCRIPTION: Type of subscription? 
1. Paid - de& by househdd member 4. Free - came Mth membwship 
2. Free - ordered by househdd member 5. Gift subsuiption frwn a friend a relative 
3. Free - not ordered by hwsehdd member 6. other subscription: (Specify on Answer Bwklel page 18) 

D. ZIP CODE: Was your zip code included in the address? 
1. Yes-fivedigits 
2. Yes ~ five digits + four 

F. ARRIVAL TIME: The mail piece . . . 
1. Arrived earlier than expected 3. Amved later than expected 

2. Arrived ar day expected 4. Was not expected to arrive on any special day 

G. DELIVERY This periodical . . . 
1. 
2. 
3. 

Cwld arrive later a not cause difficultyfincmvenience 
Canes on the proper day and shculdn't come any later 

Doesn't have a regular detivery day 

4. 

5. 
6. 

Arrives so late that it causes difficultyfincmvenience 

Delivery date is not impatant 
other delivery need: (Specily on Answer Eooklef page 18) 



Unaddressed Material Received 

A. COUPONS: Did the mail piece contain coupons? I 1. Yes 

B. SAMPLES: Did the mail piece contain a product sample? 
1. Yes 

Financial 
1. 

2. 

3. Securities brokerlCcmpany (Stockbroker) 

4. 

5. Insurance company 

6. Real estalelMaIgage 

7. 

Credit Card (Visa, American Express. elc.) 

Bank. Savings 8 Loan, Credit Union. Loan Co.. etc. 

Money market (not with broker M bank) 

Other finanaal: (Specify on Answer Bwkiet page 20) 

Merchants: 
8. SupwmarkeVGrccery slae 

9. DepartmenVdiscounl slae 

10. Mail ordw company 

11. Othw stae (jewelry, shoes, hardware, etc.) 

12. Publishw (newspapers. books. magannes) 

13. Land promotion company 

14. 0th- merchants: (Specify on Answer Bookki page 20) 

Services: 
15. TdephondLong distance company 

16. ElechidGasNValerNtility company 

17. Medical (doctw, dentist. hospital. not insurance co.) 

C. SENDER TYPE: What type of industry did the mail piece come from? 
Services cont: 

18. Other professional (lawyer, accountant engineer, etc.) 

19. Ldsurdenlerlainment senice (lravel agent hold. elc.) 

20. Cable N related 

21. Canpuler related 

22. other smites: (Spec@ on Answer Booklet page 20) 

Manufacturers: 
23. All manufacturers 

Government: 
24. Federal (social security. veterans administration. IRS) 

25. Stale and Local 

SociaUCharitable/PoliticaUNonprofit: 
26. Union a professional organization 

27. Church 

28. Velwans 

29. Educational 

30. Charities 

31. Pditical campaign 
32. Other Social: (Specify on Answer Bookkt page 20) 

D. FAMILIARITY Was this mail piece from an organization someone in household . . . 
1. 
2. 

3. 

READING: Was the mail piece . . . (Write in one number only) 
1. Read by a hasehdd member 4. Disscrrded without being read 

2. Read by mae than one hcusehdd member 5. Set aside f a  reading later 

3. 

REACTION: Would this mail piece be described as . . . 
1. UseM infamation we like to receive 3. Ndther inleresfing, enjoyable, n u  useful 
2. lntwesting a enjoyable, bid not useful 4. Objectionable 

Does a has done business with 

Knows, but no one does business Hnth 

Giganizalion no m e  in househdd knows 

E. 

Looked al but not read by any household member 

F. 
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Summary Page 
No Mail/Packages Sent or Received Today: + 0 CHECKHERE 

Mail Received Monday: Total ## 
Record the total number received above and then record for each mail type 

1. First-class: 

GO TO PAGE 3 
(PURPLE) 

QUESTIONS 

1 First-class Envelopes: 

First-Class Postcards: 

First-class Catalog/Flyer: 

First-class errors: ___ #Wrong address, right person 

- # Right address, wrong person 

___ Total # rcvd. 

- Total # rcvd. 

- Total # rcvd. 

DO NOTANSWER 

- # Wrong address, wrong person I- ABOUT THESE 

2. Standard or Bulk: - Total # rcvd. + GO TO PAGE 7 (BLUE) 

3. Nonprofit Organization: - Total # rcvd. + FRZJPAGE 
4. Packages or Product Samples: ~ Total # rcvd. + FR2qGE ' I  

5.. Expedited: - Total # rcvd. + GO TO PAGE 13 (GOLD) 

6. Magazines, Newspapers, 
or Other Periodicals: ~ Total # rcvd. + GO TO PAGE 17 (YELLOW) 

7. Unaddressed Material: ___ Total # rcvd. + GO TO PAGE 19 (PEACH) 

Mail Sent Monday: Total ## 
Envelopes: __ 
Postcards: ___ Total # sent 

Total ' sent 1 GO TO PAGE 5 (PURPLE) 

Packages: ___ Total #Sent + GO TO PAGE 11 (GREEN) 

Expedited: __ Total # Sent + GO TO PAGE 15 (GOLD) 

Summary Page 
No Mail/Packages Sent or Received Today: + 0 CHECKHERE 

Mail Received Monday: Total ## 
Record the total number received above and then record for each mail type. 

1. First-class: 

GO TO PAGE 3 
(PURPLE) 

OUESTIONS 

I First-class Envelopes: 

First-class Postcards: 

First-class Catalog/Fiyer: 

First-class errors: ___ #Wrong address, right person 

__ # Right address, wrong person 

- Total # rcvd. 

- Tolai # rcvd. 

__ Total # rcvd. 

DO NOTANSWER 

__ #Wrong address, wrong person 1 ABOUT THESE 

2. Standard or Bulk: ~ Total # rcvd. + GO TO PAGE 7 (BLUE) 

~ Total # rcvd. + Go To 
(GRAY) 

3. Nonprofit Organization: 

Total # rcvd. + Go 4. Packages or Product Samples: - 
(GREEN) 

5. Expedited: ~ Total rcvd. + GO TO PAGE 13 (GOLD) 

6. Magazines, Newspapers, 
Total # rcvd. + GO TO PAGE 17 (YELLOW) or Other Periodicals: - 

Total # rcvd. + GO TO PAGE 19 (PEACH) 7. Unaddressed Material: - 

Mail Sent Monday: Total # 
Envelopes: - 
Postcards: - Total # sent 

Total ' sent > GO TO PAGE 5 (PURPLE) 

Packages: ___ Total #Sent + GO TO PAGE 11 (GREEN) 

Expedited: - Total #Sent + GO TO PAGE 15 (GOLD) 

Pa--- 1 



Summary Page 
No Mail/Packages Sent or Received Today: + g CHECK HERE 

Mail Received Tuesday: Total # 
Record the total number received above and then record for each mail type. 

1. Fint-Class: 

GO TO PAGE 3 
(PURPLE) 

QUESTIONS 
DO NOTANSWER 

I First-class Envelopes: 

First-class Postcards: 

First-class CataloglFlyer: 

First-class errors: - #Wrong address, right person 

- #Right address, wrong person 

- Total # rcvd. 

- Total # rcvd. 

__ Total # rcvd. 

__ #Wrong address, wrong person > ABOUT THESE 

2. Standard or Bulk: ___ Total # rcvd. + GO TO PAGE 7 (BLUE) 

3. Nonprofit Organization: 

4. Packages or Product Samples: - Total # rcvd. + FRgpGE " 

- Total # rcvd. + gRz,PAGE 

5.. Expedited: __ Total # rcvd. + GO TO PAGE 13 (GOLD) 

6. Magazines, Newspapers, 
or Other Periodicals: - Total # rcvd. + GO TO PAGE 17 (YELLOW) 

7. Unaddressed Material: - Total # rcvd. + GO TO PAGE 19 (PEACH) 

Mail Sent Tuesday: Total # 
Envelopes: - 
Postcards: ____ Total # sent 

Total ' sent >. GO TO PAGE 5 (PURPLE) 

Packages: - Total #Sent + GO TO PAGE I1 (GREEN) 

Expedited: ___ Total #Sent + GO TO PAGE 15 (GOLD) 

Summary Page 
No Mail/Packages Sent or Received Today: ---t 0 CHECKHERE 

Mail Received Tuesday: Total # 
Record the total number received above and then record for each mail type 

1. First-class: 

GO TO PAGE 3 
(PURPLE) I First-class Envelopes: 

First-class Postcards: 

First-class CatalogiFlyer: 

First-class errors: - #Wrong address, right person 

- Total # rcvd. 

__ Total # rcvd. 

- Total # rcvd. 

__ # Right address, wrong person DO NOTANSWER > QUESTIONS 
__ #Wrong address, wrong person J ABOUT THESE 

2. Standard or Bulk: - Total # rcvd. + GO TO PAGE 7 (BLUE) 

3. Nonprofit Organization: - Total # rcvd. * GO TO PAGE 9 

Total # rcvd. + Go PAGE " 4. Packages or Product Samples: - 
(GREEN) 

5. Expedited: 
~ Total # rcvd. + GO TO PAGE 13 (GOLD) 

6. Magazines, Newspapers, 
Total # rcvd. + GO TO PAGE 17 (YELLOW) or Other Periodicals: __ 

Total # rcvd. + GO TO PAGE 19 (PEACH) 7. Unaddressed Material: - 

Mail Sent Tuesday: Total # 
EnveloDes: Total#sent 7 - 

GO TO PAGE 5 (PURPLE) 
Postcards: __ Total # sent 

Packages: 

Expedited: 

__ Total # Sent + GO TO PAGE 11 (GREEN) 

- Total # Sent + GO TO PAGE 15 (GOLD) 

Page 1 Paae 1 



Summary Page 
No Maillpackages Sent or Received Today: -+ 3 CHECKHERE 

Mail Received Wednesday: Total # 
Record the total number received above and then record for each mail type. 

1. First-class: 

GO TO PAGE 3 
(PURPLEJ 

First-class Envelopes: 

First-class Postcards: 

First-class Catalog/Flyer: 

First-class errors: - #Wrong address, right person 

- Total # rcvd. 

- Total # rcvd. 

- Total # rcvd. 

- # Right address, wrong person DO NOT ANSWER 1 OUESTIONS - #Wrong address, wrong person J ABOUT THESE 

2. Standard or Bulk: - Total # rcvd. + GO TO PAGE 7 (BLUEJ 

3. Nonprofit Organlzation: 

4. Packages or Product Samples: .__ Total # rcvd. -- 

5.. Expedited 

GO TO PAGE 9 __ Total # rcvd. + (GRAv) 

GO TO PAGE 11 
(GREEN) 

__ Total # rcvd. + GO TO PAGE 13 (GOLDJ 

6. Magazines, Newspapers, 
or Other Periodicals: __. Total # rcvd. + GO TO PAGE 17 (YELLOW) 

7. Unaddressed Material: __ Total # rcvd. + GO TO PAGE 19 (PEACH) 

Mail Sent Wednesday: Total # 
Envelopes: __ 
Postcards: - Total #sent 

Total i$ sent 1 GO TO PAGE 5 (PURPLEJ 

Packages: 

Expedited: 

___ Total # Sent + GO TO PAGE 11 (GREEN) 

__ Total # Sent + GO TO PAGE 15 (GOLD) 

Summary Page 
No Maillpackages Sent or Received Today: + 0 CHECKHERE 

Mail Received Wednesday: Total # 
Record the total number received above and then record for each mail type. 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

First-Class: 

First-class Envelopes: 

First-Class Postcards: 

First-class Catalog/Flyer: 

First-class errors: __ #Wrong address, right person 

GO TO PAGE 3 
(PURPLEJ 

___ Total # rcvd. 

__ Total # rcvd. 

___ Total # rcvd. 

- # Right address, wrong person DO NOTANSWER 1 OUESTIONS 
- #Wrong address. wrong person J ABOUT THESE 

Standard or Bulk __ Total # rcvd. + GO TO PAGE 7 (BLUE) 

GO TO PAGE 9 
( G R W  

Nonprofit Organization: __ Total # rcvd. + 

Packages or Product Samples: - Total # rcvd. + Go (GREEN) To PAGE 

Expedited: __ Total # rcvd. + GO TO PAGE f 3  (GOLD) 

Magazines, Newspapers, 
or Other Periodicals: __ Total # rcvd. * GO TO PAGE 17 (YELLOW) 

Total # rcvd. + GO TO PAGE 19 (PEACH) Unaddressed Material: ___ 

Mail Sent Wednesday: Total # 
Envelopes: __ 

Postcards: - Total # sent 

Packages: __ Total # Sent + GO TO PAGE I1 (GREENJ 

Expedited: - Total # Sent + GO TO PAGE 15 (GOLD) 

Total ' sent 1 GO TO PAGE 5 (PURPLE) 

p--- 1 Pa-- I 



No Mail/Packages Sent or Received Today: ---t 0 CHECKHERE 

Mail Received Thursday: Total # 
Record the total number received above and then record for each mail type. 

1. First-class: 

GO TO PAGE 3 

First-class Envelopes: 

First-class Postcards: 

- Total # rcvd. 

- Total # rcvd. 

First-class Catalog/Flyer: - Total # rcvd. 

First-class errors: - #Wrong address, right person J 
__ #Right address, wrong person DO NOTANSWER 1 OUESTIONS - # Wrong address, wrong person J ABOUT THESE 

2. Standard or Bulk: ___ Total # rcvd. + GO TO PAGE 7 (BLUE) 

3. Nonprofit Organization: 

4. Packages or Product Samples: - Total # rcvd. + (GGORg$GE " 

- Total # rcvd. + gRz,PAGE 

5.. Expedited: - Total # rcvd. + GO TO PAGE 13 (GOLD) 

6. Magazines, Newspapers, 
or Other Periodicals: - Total # rcvd. -f GO TO PAGE 17 (YELLOW) 

7. Unaddressed Material: - Total # rcvd. + GO TO PAGE 19 (PEACH) 

Mail Sent Thursday: Total # 
Envelopes: - Total # sent ?- GO TO PAGE 5 (PURPLE1 
Postcards: - Total # sent J 

Packages: - Total # Sent + GO TO PAGE 11 (GREEN) 

Expedited: - Total # sent -* GO TO PAGE 15 (GOLD) 

No Mail/Packages Sent or Received Today: + 0 CHECKHERE 

Mail Received Thursday: Total # 
Record the total number received above and then record for each mail type. 

1. First-class: 

GO TO PAGE 3 
(PURPLE) 

- Total # rcvd. 

- Total # rcvd. 

- Total # rcvd. 

First-class Envelopes: 

First-class Postcards: 

First-class Catalog/Flyer: 

First-class errors: __ #Wrong address, right person 

___ #Right address, wrong person DO NOTANSWER 
OUESTIONS - # Wrong address, wrong person J ABOUT THESE 

2. Standard or Bulk: - Total # rcvd. + GO TO PAGE 7 (BLUE) 

3. Nonprofit Organization: 

4. Packages or Product Samples: ~ Total # rcvd. + 

- Total # rcvd. + Go " 
(GRAY) 

GO TO PAGE 11 
(GREEN) 

- Total # rcvd. + GO TO PAGE 13 (GOLD) 5. Expedited: 

6. Magazines, Newspapers, 
or Other Periodicals: - Total # rcvd. + GO TO PAGE 17 (YELLOW) 

Total # rcvd. + GO TO PAGE 19 (PEACH) 7. Unaddressed Material: __ 

Mail Sent Thursday: Total # 
Envelopes: __ 

Total # sent Postcards: - Total # Sent 1 GO TO PAGE 5 (PURPLE) 

Packages: - Total # Sent -> GO TO PAGE 11 (GREEN) 

Total # Sell1 -* GO TO PAGE 15 (GOLD) Expedited: __ 

Page 1 Page 1 



Summary Page 
No Mail/Packages Sent or Received Today: + 0 CHECKHERE 

Mail Received Friday: Total # 
Record the total number received above and then record for each mail type. 

1. First-class: 

GO TO PAGE 3 
(PURPLE) 

First-Class Envelopes: 

First-Class Postcards: 

First-class Catalog/Flyer: 

First-class errors: __ #Wrong address, right person 

___ # Right address, wrong person 

- #Wrong address, wrong person 

- Total # rcvd. 

- Total # rcvd. 

- Total # rcvd. 

DO NOTANSWER 

ABOUT THESE 
1 QUESTIONS 

2. Standard or Bulk: Total # rcvd. + GO TOPAGE 7 (BLUE) 

GO TO PAGE 9 3. Nonprofit Organization: 

4. Packages or Product Samples: - Total # rcvd. -+ (GREEN, 

5. Expedited: ~ Total # rcvd. + GO TO PAGE 13 (GOLD) 

__ Total # rcvd. + ,GRAv) 

GO TO PAGE 11 

6. Magazlnes, Newspapers, 
or Other Periodicals: - Total # rcvd. + GO TO PAGE 17 (YELLOW) 

7. Unaddressed Material: __ Total # rcvd. + GO TO PAGE 19 (PEACH) 

Mail Sent Friday: Total # 
Envelopes: - Total # sent 3- GO TO PAGE 5 (PURPLE) 
Postcards: - Total # sent J 

Packages: 

Expedlted: __ Total #Sent + GO TO PAGE 75 (GOLD) 

- Total # sent + GO TO PAGE If (GREEN) 

Summary Page 
No Mail/Packages Sent or Received Today: + 0 CHECKHERE 

Mail Received Friday: Total # 
Record the total number received above and then record for each mail type. 

1. First-class: 

GO TO PAGE 3 
(PURPLE) I- First-class Envelopes: 

First-class Postcards: 

First-class Catalog/Flyer: 

First-class errors: - # Wrong address, right person 

# Right address, wrong person 

- Total # rcvd. 

- Total # rcvd. 

- Total # rcvd. 

DO NOTANSWER 

ABOUT THESE 
) QUESTIONS 

__ #Wrong address, wrong person 

2. Standard or Bulk: _c_ Total # rcvd. + GO TO PAGE 7 (BLUE) 

GO TO PAGE 9 3. Nonprofit Organization: 

4. Packages or Product Samples: ___ Total # rcvd. + (GREEN) 

5. Expedited: 

- Total # rcvd. + (GRAvl 

GO TO PAGE 11 

__ Total # rcvd. + GO TO PAGE f3 (GOLD) 

6. Magazines, Newspapers, 
or Other Periodicals: __ Total # rcvd. + GO TO PAGE 17 (YELLOW 

7. Unaddressed Material: __ Total # rcvd. + GO TO PAGE 19 (PEACH) 

Mail Sent Friday: Total # 
Envelopes: __ 
Postcards: __ Total # sent 

sent 1 GO TO PAGE 5 (PURPLE) 

Packages: - Total #Sent + GO TO PAGE 11 (GREEN) 

Total #Sent + GO TO PAGE 15 (GOLD) Expedited: - 

F : 1  Pa 7 



Summary Page 
No Mail/Packages Sent or Received Today: + 0 CHECKHERE 

Mail Received Saturday: Total # 
Record the total number received above and then record for each mail type. 

1. First-Class: 

GO TO PAGE 3 

First-class Envelopes: 

First-class Postcards: 

___ Total # rcvd. 

- Total # rcvd. 

First-class Catalog/Flyer: __ Total # rcvd. 

First-Class errors: - #Wrong address, right person J 
__ # Right address, wrong person DO NOTANSWER ) QUESTIONS 
___ #Wrong address, wrong person ABOUT THESE 

2. Standard or Bulk - Total # rcvd. + GO TO PAGE 7 (BLUE) 

GO TO PAGE 9 3. Nonprofit Organization: ___ Total # rcvd. + 

4. Packages or Product Samples: - Total # rcvd. + (GREEN, 

5.. Expedited: - Total # rcvd. + GO TO PAGE 13 (GOLD) 

GO TO PAGE 11 

6. Magazines, Newspapers, 
or Other Periodicals: - Total # rcvd. + GO TO PAGE 17 (YELLOW) 

7. Unaddressed Material: - Total # rcvd. + GO TO PAGE 19 (PEACHj 

Mail Sent Saturday: Total # 

Total # sent >- GO TO PAGE 5 (PURPLE) 
Envelopes: __ 
Postcards: - Total # sent 

Packages: 

Expedited: 

__ Total # Sen! + GO TO PAGE 11 (GREEN) 

__ Total # Sent + GO TO PAGE 15 (GOLD) 

Summary Page 
No Mail/Packages Sent or Received Today: + 0 CHECKHERE 

Mail Received Saturday: Total # 
Record the total number received above and then record for each mail type. 

1. First-class: 

GO TO PAGE 3 
(PURPLE) 

First-Class Envelopes: 

First-class Postcards: 

First-class Catalog/Flyer: 

First-class errors: - #Wrong address, right person 

- Total # rcvd. 

___ Total # rcvd. 

- Total # rcvd. 

__. #Right address, wrong person DO NOTANSWER -!- OUESTIONS 

2. Standard or Bulk: - Total # rcvd. + GO TO PAGE 7 (BLUE) 

3. Nonprofit Organization: 

Total # rcvd. + PAGE " 4. Packages or Product Samples: ___ 

GO TO PAGE 9 
~ Total # rcvd. + (GRAY, 

(GREEN) 

5. Expedited: ~ Total # rcvd. + GO TO PAGE 13 (GOLD) 

6. Magazines, Newspapers, 
Total # rcvd. -+ GO TO PAGE 17 (YELLOW) or Other Periodicals: - 

7. Unaddressed Material: ~ Total # rcvd. + GO TO PAGE 19 (PEACH) 

Mail Sent Saturday: Total # 
Envelopes Total # sent 7 - 

GO TO PAGE 5 (PURPLE) 
Postcards: - Total # sent 

Packages: __ Total #Sent + GO TO PAGE I f  (GREEN) 

Expedited: - Total # Sent + GO TO PAGE f 5  (GOLD) 

Page 1 Page 1 



Summary Page Summary 
No Mail/Packages Sent or Received Today: + CHECKHERE 

Mail Received Sunday: Total # 
Record the total number received above and then record for each mail type. 

1. First-class: 

GO TO PAGE 3 
(PURPLE) 

First-class Envelopes: 

First-class Postcards: 

First-class Catalog/Flyer: 

First-class errors: __ #Wrong address, right person 

__ Total # rcvd. 

- Total # rcvd. 

- Total # rcvd. 

- #Right address, wrong person DO NOTANSWER 1 OUESTIONS 
__ #Wrong address, wrong person J ABOUT THESE 

2. Standard or Bulk: Total # rcvd. + GO TO PAGE 7 [BLUE) 

3, Nonprofit Organization: GO TO PAGE 9 ___ Total # rcvd. + 

GO TO PAGE 11 4. Packages or Product Samples: __ Total # rcvd. + 

5.. Expedited: __ Total # rcvd. + GO TO PAGE 13 [GOLD) 

6. Magazines, Newspapers, 
or Other Periodicals: __ Total # rcvd. + GO TO PAGE 17 [YELLOW) 

7. Unaddressed Material: - Total # rcvd. + GO TO PAGE 19 [PEACH) 

Mail Sent Sunday: Total # 

' sent 3 GO TO PAGE 5 (PURPLE) 
Envelopes: - 
Postcards: - Total #sent 

Packages: - Total #Sent + GO TO PAGE 11 (GREEN) 

Expedited: - Total # Sent + GO TO PAGE 15 (GOLD) 

No Mail/Packages Sent or Received Today: + 0 CHECKHERE 

Mail Received Sunday: Total # 
Record the total number received above and then record for each mail type 

1. First-class: 

GO TO PAGE 3 
(PURPLE) I First-class Envelopes: 

First-class Postcards: 

First-class CataloglFlyer: 

First-class errors: - #Wrong address, right person 

- # Right address, wrong person 

__ #Wrong address, wrong person 

- Total # rcvd. 

- Total # rcvd. 

__ Total # rcvd. 

DO NOTANSWER 

ABOUT THESE 
1 QUESTIONS 

2. Standard or Bulk: __ Total # rcvd. + GO TO PAGE 7 (BLUE) 

3. Nonprofit Organization: 

4. Packages or Product Samples: __ Total # rcvd. -+ (GREENJ 

5. Expedited: __ Total # rcvd. + GO TO PAGE 13 (GOLD) 

- Total # rcvd. + pRi;PAGE 
GO TO PAGE I1 

6.  Magazines, Newspapers, 
or Other Periodicals: __ Total # rcvd. + GO TO PAGE 17 (YELLOW) 

Total # rcvd. + GO TO PAGE 19 [PEACH) 7. Unaddressed Material: __ 

Mail Sent Sunday: Total # 
EnvelODeS: Total # sent 3 - 

GO TO PAGE 5 (PURPLE) 
Total # sent Postcards: - 

Packages: __ Total # Sent + GO TO PAGE 11 (GREEN) 

Total # Sent + GO TO PAGE 15 [GOLD) Expedited: - 
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Exa m pl e 
Today you received a First-class postcard from a mail order company, and a 
letter from a friend. 

1. Open the Question Booklet to the purple page, First-Class Mail Received. 

2. For question A, your number code is either: 1 (envelope), 2 (postcard), 

3. Write a " 2  for postcard as shown below. 

4. Finish answering the remaining questions (B-R) about the postcard. 

5. Answer the same questions about mail piece #2. the letter from a friend, on 

or 3 (catalog/flyer) as shown on the question sheet. 

the same page in the coiumn under #2. 

Answer Sheet (Example) 

See Question 
Sheet for entir' 
question\ 

See Question 
Sheet for t h w  
list of codes foi 
each question 

Monday Page 3 

Exam'ple 
i 

Today you received a First-class postcard from a mail order company, and a 
letter from a friend. 

1. Open the Question Booklet to the purple page, First-class Mail Received. 

2. For question A, your number code is either: 1 (envelope), 2 (postcard), 

3. Write a "2" for postcard as shown below. 

4. Finish answering the remaining questions (E-R) about the postcard. 

5. Answer the same questions about mail piece #2,  the letter from a friend, on 

or 3 (catalog/flyer) as shown on the question sheet. 

the same page in the column under #2 

Answer Sheet (Example) 

See Question 
Sheet for entin 
q u e s t i o n 1  

See Question 
Sheet for t h v  
list of codes for 
each question 

Monday Page 3 

Page 2 Page 2 



irst-Class Received 
Mail Piece: .) 

W. HOW ORDER 1 1 1 1 1 1 1 1 1 1 1 1 1  
N. RESPONSE 

a. ARRIVED LATE 

3. CLASS 

Mmdav _. Purde ._ Page 3 
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i , .  

dnswers and/or provide comments here 

. I  ,. 

Specify 0th 

Ques. 
Letter Specify Others/Comments: 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

Monday Purple Page 4 



First-Class Sent 

Mondav Purde Page 5 



Specify 0th". answers and/or provide comments here 

Qua.  
Letter Specify Others/Comments: 

MAIL PIECE # 

I I  MAIL PIECE # I 
I I  I MAIL PIECE # 

I /  MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # I I  

Monday Purple Page 6 



Stirlrdard or Bulk Received 

Questions: 4 
A. ADDRESSEE 

E. ZIP CODE 

C. BAR CODE 

D. SENDER ZIP 

E. MAIL TYPE 

F. COUPONS 

0. MULTIPLE 

H. SENDER TYPE 

I. FAMILIARITY 

J. RETURN ENV. 

K. RETURN ZIP 

L READING 

M. REACTION 

N. ADVERTISING 

0. HOW ORDER 

P. RESPONSE 

1. HOW RESPOND 

R. CLASS 

Mondav Blue Page 7 



Specify oth,. answers and/or provide comments here 

Qua. 
Letter Specify Others/Comments: 

MAIL PIECE # 

I I  MAIL PIECE # 

I I  MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

Monday Blue Page 8 



Non p t ofit Organization Received 

M. REACTION 



pd”  *-..>’1 W,.” ”..-~ .,,. C-.”.,r *, ., , 
_f 

h. . ,.I 

Specify 0th- answers and/or provide comments here 

Que. 
Letter Specify Others/Comments: 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

WIL PIECE # 

wii PIECE # 

~ 

WAIL PIECE # I 

Monday Gray Page 10 





Specify oth,. answers and/or provide comments here 

Qua. 
Letter Specify Othen/Comments: 

I 
MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # I I  
I I I 

MAIL PIECE # 

WAIL PIECE # 

WAIL PIECE # 

Monday Green Page 12 





p y 4  v , ... . : -~ ..% r .  , :. ,', . 
. .  . . . ,  L . ,. 

Specify o t L  answers and/or provide comments here 

Ques. 
Letter Specify Others/Comments: 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

Monday Gold Page 14 



Expedited Sent 

Questions: + 
A. LETTER OR PAK 

#f I #2 I #3 I #4 1-M I #6 I #7 I #a I #g l # f O l # f 7 ( # f 2  

6. MAIL TYPE 1 1 1 1 1 1 1 1 1 1 1 1 1  

D. AD RESPONSE 

E. AD MATERIAL 

F. CLASS 

MandaY 



rr.,,..~." p"I..", cy+2 c , ,., I . ,I " 

dnswers and/or provide comments here 

Emz 4E-T 

Specify ott. 

Ques. 
Letter Specify Others/Comments: 

MAIL PIECE# 

I 
MAIL PIECE# 

MAIL PIECE# 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

I I  MAIL PIECE # 

I I  MAIL PIECE # 

Monday Gold Page 16 



Magazines, Newspapers, 
and Other Periodicals Received 

A. TYPE I I I I I I I I I I I I I  

10. DELIVERY I I I I I I I t /  I I I I I 

Monday Yellow Page 17 



w,..4., .yM. .\.* D",..." p..> * , 
u, - 

Specify 0th.. answers and/or provide comments here 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

MAIL PIECE # 

M I L  PIECE # 

Monday 

Quer. 
Letter Specify Others/Comrnents: 

Yellow Page 18 



Unaddressed Material Received 

Monday Peach - -- Page 19 
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Specify oth,. answers and/or provide comments here 

Ques. 

Monday Peach Page 20 





PHOTO QL 3K START 

Mail Markings Mail Markings can be: 

a in (he top, right-hand 
corner, 

a t ~ i i i i i i i ) t i ~ t t i t  fmo?%*cc% -C ‘:. 
I 

er below the W?1?31 

W G%RL)I1 RECIUil i i  WI?!! 
~ ,I address, or 
8 )  

,)” I inside the window of 
an envelope. 

Sort your mail into the 7 types 
of mail h i ed  in rhe Instruction 
Booklet. 

First-class Mail 

Open the Answer Booklet for Monday 
(or first mail day). Compleie ihe 
Summary Page (page 1) by recording 
the total amounts of mail of each type 
you received. 

Q Open the Question Booklei io page I - 
First-class Mail Received. (If.vou did 
not receive First-class mail today, skip 
to page 3, First-class Mail Sent, or 
page 5, Standard or Bulk mail or oiher 
pagesfor mail types you did receive.) 

Record answers io questions about 
each mail piece in the Answer Booklet. 
Be sure to record mailfor each mail 
type you receive (Monday - Sunday) on 
the pages for that mail ppe. 

Questions? CaN our USPS Hotline at: I-888-643-USPS (8777) or e-mail your question to USPS@nustats.com 

mailto:USPS@nustats.com




, ................................................. ..... ..... ... 
1. Return your completed Answer 

Booklets and mail pieces in the 
pre-paid Priority Mail envelope. 

2. Return your completed Technology 
Questionnaires ($included in your package). i 

3. Mark your choice on the 

ires! I 

gift seiection form. 

We will mall your gift after we receive your 
completed Answer Booklets and Technology Questio i 

.......................................................................................... 

.......................................................................................... 
1. Return your completed Answer 

Booklets and mailpieces in the 
pre-paid Priori@ Mail envelope. 

2. Return your completed Technology 
Questionnaires (if included in your package). i 

3. Mark your choice on the 
gift selection form. 

We will mail your gift after we receive your 
i completed Answer Booklets and Technology Questionnaires! i 

..I .... .... .... . . . . .  . . a * ,  . . a * ,  ..... ..... 
1. Return your completed Answer 

Booklets and mail pieces in the 
pre-paid Priority Mail envelope. 

2. Return your completed Technology 
Questionnaires (f included in your package). i 

3. Mark your choice on the 
g f t  selection form. 

We will mail your gift after we receive your 
i completed Answer Booklets and Technology Questionnaires! i 

.......................................................................................... 

........................................................................................ 

1. Return your completed Answer 
Booklets and mail pieces in the 
pre-paid Priority Mail envelope. 

2. Return your completed Technology 
Questionnaires (f included in your package). 

3. Mark your choice on the 
g f t  selection form. 

We will mail your gift after we receive your 
completed Answer Booklets and Technology Questionnaires! i 

.......................................................................................... ......................................................................................... 



UNI' '3 STATES mm .SERVICE, 
c/o NuStats 

801 E. William Cannon, Suite 115 
Austin, Texas 70745 

UNITED STATES 
POSTAL SERVICE@ 

clo NuStats 
801 E. wiiiiam Cannon, suite 11s 

Austin, Texas 78745 

UNITED STATES 
POSTAL SERVICE@ 

c/o NuStats 
801 E. Wiiiiam Cannon, Suite 115 

Austin, Texas 78745 

UNITED STATES 
POSTAL SERVICE, 

c/o NuStats 
801 E. William Cannon, Suite 115 

Austin, Texas 78745 



82: Diary P 

Gift Form 

. . .  

,, .'. ' . . 



UNITEDSTATE 
POSTAL SERVICE. 

Gift Selection Form 
In appreciation for your participation, choose one of the following gifts: 

[7 Charitable donation of $25 in your name to the Lance Armstrong Cancer Foundation 

0 Tour de France commemorative Team USPS T-shirt & Cap from the United States 

Postal Service (team sponsor) and outfitter Pearl lzumi 

[7 Twenty-five dollars 

Is your mailing address correct? If not check here and update below: 0 

Oty, State, Zrp 

Phone 
.- 

/-z- 
@%-*----- -IC.,-yIII 

Mail back with your completed Answer Booklets & Technology questionnaires! 
U " U  Boa Post4 Lnlcc 

UNITED S T A B  
POSTAL SERVICE, 

Gift Selection Form 
I n  appreciation for your participation, choose one of the following gifts: 

0 Charitable donation of $25 in your name to the Lance Armstrong Cancer Foundation 

0 Tour de France commemorative Team USPS T-shirt & Cap from the United States 

Postal Service (team sponsor) and outfitter Pearl lzumi 

0 Twenty-five doMars 

Is your mailing address correct? If not check here and update below: [3 

Name 

Address 

cw, stare. ZP 

Phone 

- L I D -  
HL 
@%-*----- Mail back with your completed Answer Booklets &Technology questionnaires! 

uusI*rk*.)+rrh 



p pen dix B2: Diary Package 

lnstrucfion Curd 



I'm 3ished I'm finished 
What do I need to send back? 
0 Completed Answer Booklets and mail pieces for each day. 

0 Technology questionnalre(s) - if included in your package. 

@ Glft Selection form with your choice of gift selected 

Place everything in the pre-paid Priority Mail 
envelope provided in this package. 

Drop in any public US.  Postal Servic 
mail box or at your local post office. 

Questions? Call our hotline at: 1-888-643-USPS (8777) 
Mon - Fri: l lam - 9pm M Sat & Sun: l2pm - 6pm CSJ 

or, e-mail your questlon to: USPS@nustats.com 

I'm finished 
What do I need to send back? 
0 Completed Answer Booklets and mall pleces for each day 

Technology questionnaire(s) - if included in your package 

Glff Selection form with your choice of gift selected 

Place everything in the pre-paid Priority Mail 
envelope provided in this package. 

Drop in any public US. Postal Servic 
mail box or at your local post office. 

Questions? Call our hotline at: 1-888-643-USPS (8777) 
Mon - Fri: l lam - 9pm M Sat & Sun: 12pm - 6pm CSJ 

or, e-mail your q u d o n  to: USPS@nustats.com 

What do I need to send back? 
0 Completed Answer Booklets and mail pieces for each day. 

0 Technology questionnaire(s) - if included in your package. 

@ Gift Selection form with your choice of gift selected 

Place everything in the pre-paid Priority Mail 
envelope provided in this package. 
Drop in any public U S .  Postal Servic 
mail box or at your local post office. 

Questions? Call our hotline at: 1-888-643-USPS (8777) 
Mon - Fri: l lam - 9pm CSJ Sat & Sun: lZpm - 6pm CSJ 

or, e-mail your question to: USPS@nustats.com 

I'm finished 
What do I need to send back? 
0 Completed Answer Booklets and mail pieces for each day 

0 Technology questionnaire(s) - if included in your package. 

Gift Selection form with your choice of gift selected 

Place everything in the pre-paid Priority Mail 
envelope provided in this package. 

Drop in any public US.  Postal Servic 
mail box or at your local post office. 

Questions? Call our hotline at: 1-888-643-USPS (8777) 
Mon - Fri: l l am - 9pm CSJ Sat & Sun: l2pm - 6pm CST 

or, e-mail your question to: USPS@nustats.com 

mailto:USPS@nustats.com
mailto:USPS@nustats.com
mailto:USPS@nustats.com
mailto:USPS@nustats.com




us design systems to use our resources most effectively, develop strategies for making wise 
program advances, and monitor the effects of electronic technology on regular mail service. 
Ultimately, these data will be used to analyze ways of keeping the cost of service at a 
minimum. 

The study is conducted on our behalfby NuStats, a professional research company in Austin, 
Texas. NuStats ensures that all information collected is strictly confidential and will be used 
for our research purposes only. The information from your household will be used only in 
combination with data from other participating households. 

There are three main components to completing the Household Diary Study: 1) recording all 
mail your household sends during a 7-day period, 2) recording all mail your household 
receives during the same Deriod. and 3) completing the enclosed technolow questionnaire(s). 

I f  you have any questions, do not hesitate to call NuStats at 1-888-643-8777 between 1 lam - 
9pm Monday through Friday, or 12pm - 6pm Saturday or Sunday, Central Standard Time. 

I would like to thank you again for your participation and willingness to do the research that 
will help us improve our performance at your local Post Office. 

Sincerely, 

I 
wiii j. HW&S~"---- 
Postmaster ral,CEO 

Enclosures 
1. Photo Quick Start 
2. InstructionBooklet 
3. QuestionBooklet 
4. Answer Booklet (7) and daily envelopes (7) - one for each day of week 
5. Gift Selection Form 
6. "I'm finished . . ."postcard 
7. Priority mail envelope 
8. *Technology questionnaires - one for each household member age 13 and older 

'Not every household receives Technology quesrioMoires I 





Appendix C1: Sampling Plan 

Design and Methodology 
The purpose of the study is to obtain comprehensive 
market data on mail sent and received by households 
and, specifically, to supply: 

A detailed picture of the household mailstream, 
including mail class and subclass, characterize 
recipient households and mail senders by sector 
and industly, identify contents of mail, and 
describe household attitudes and responses 
patterns concerning mail received. 

A comparison of underlying trends in household 
mail usage and receipt between 1987 and 
succeeding years of the study. 

Detailed data on households’ use of the Internet 
for various purchases (e.g. e-commerce, bill 
paying, emails, and e-cards that will impact the 
household mailstream). 

These data are useful to the volume forecasting, 
planning, marketing, and rate-making functions of 
USPS. 

Sampling Plan 
This sampling plan description provides information 
on how households were selected for the study. A 
sample is the subset of the population that is used to 
gain information about the entire population. The 
population of inference for the HDS comprised all 
US. households. A stratified three-stage probability 
sample was used to select a sample that would truly 
represent a l l  US. households. The probability design 
ensures that each household wil l  have an equal 
chance of selection. 

To accomplish this, a master national sample was 
speeified and drawn by in-house sampling 
statisticians. The probability sample of households 
was drawn by USPS from the national database of 
addresses following specifications produced by 
N d t a t s .  Then a stratified random selection from the 
master sample was made to identify the quarterly 
samples. The master sample design involved a three- 
stage probability sample with stratscation by county 
(clusters) at the primary sampling stage and by a 
county a t  the secondary stage. At the third stage, 
household clusters were selected. 

Stage 1: Primary Sampling Unit (PSU) 
Definition and Selection 

The Primary Sampling Units (PSUs) were clusters of 
counties. The 30 largest Metropolitan Statistical 
Areas (MSAs) were treated as individual units (each 
was a cluster of counties) and was a self-representing 
PSU. The other 288 MSAs were sampled 
proportionately to their population; approximately 20 
of the MSAs were individually sampled. The 
remaining counties of the US. (all 800+ non- 
metropolitan counties) were area-clusters sampled in 
proportion to the population. The probability sample 
households were drawn using a highly stratified 
geographic design to ensure that the final sample 
would be representative of households comprising five 
geographic regions: East, Northeast, South, Central, 
and West. There were a total of 87 PSUs categorized 
into three strata: 

1. 
2. 
3. 

Large Metro areas - 30 largest MSAs, 
Other Metro areas - 21 other MSAs, and 
Non-Metro areas - 36 non-metropolitan counties 
or groups of counties. 

Stage 2: Secondary Sompling Unit (SSU) 
Definition and Selection 

The Secondary Sampling Unit was a county. 
Sampling of SSUs was by probability of selection 
according to population (number of households). 
Selection was from the national sample of PSUs and 
was stratified by geographic region and then by size. 
This insured that the SSU selection was properly 
allmated to the geographic regions. Not every SSU 
was fielded every Postal Quarter (reporting period), 
but every Postal Quarter had a national probability 
sample of SSUs. 

Stage 3: Tertiary Sampling Unit (TSU) 
Definition and Selection 

The final (Tertiary) Sampling Unit (TSTJ) was a 
household cluster. Clusters contain approximately 10 
households and are defined by estimated income 
classification, as defined by zip code average income 
estimates. 

The sample was continuously fielded, throughout all 
52 weeks of the year. Allocatiom were temporally 
disprop~rti~nate in order to ensure greater amounts 
of data collection during peak mail flow periods. 



Appendix C2: Data Collection Method 

Data Collection Method 
The study uses a two-stage design in which 
households are recruited to participate in the diary 
study in a household interview (%age 1) and 
recrnited households complete a 7-day diary of mail 
received and sent (Stage 2). In the PFS 2001 study, 
9,991 households were recruited to participate in the 
diary study, and 5,353 households actually completed 
7-day mail diaries. 

Stage 1: Household Interview 
The main function of the household interview is to 
recruit households to participate in the diary study. 
However, it is also used to collect information on 
household and person demographics, recall of mail 
sent and received, adoption and use of communication 
technologies, and attitudes about mail received. 

The household interview consisted of 9,991 completed 
interviews with an adult member (age 18 or older) in 
the household. These respondents represented a 
cross-section of U S .  households by geography and 
household income. The household interview 
contained 157 items and took an average of 21 
minutes to administer. The flow of the interview 
included all of the following elements. 

Introduction. As a springboard for detailed 
questions, each interview began with an 
introduction, the purpose of the interview, and a 
battery of questions on how much respondents 
enjoy doing certain types of communications 
activities (e.g. emailing, writing cards and letters, 
reading cards and letters). 

Mail volume recall. The respondent was asked to 
summarize how many personal letters, greeting 
cards, electronic greeting cards, and packages, a l l  
members of the household have received in a 
particular time pericd. 

Use of postal services. The use of post offices, 
post office boxes, private mailing services was 
explored. 

Communication with non-US friends and 
relatives. If members of the households had any 
&ends or relatives living oversees, they were 
asked about cards, letters, em&, telephone calls, 
and wire. transfers sent. 

Technology adoption and use. Questions were 
asked about ownership and use of personal 
computers, fax machines, Internet, and other new 
communications technologies. 

Bill payments. Bill payment volumes, methods, 
and timing were explored in depth. 

Periodicals. Summary volumes of magazines and 
newspapers received by the household were 
collected. 

Advertising. Descriptions of advertising received 
by the household as well a s  attitudes about the 
advertising, and orders placed because of it, were 
elicited. 

Online shopping. Respondents were asked about 
their online shopping habits. 

Financial accounts and credit cards. Respondents 
were asked to summarize the total accounts and 
credit cards held. 

Household and person demographics. 
Demographic items included gender, age, marital 
status, employment status, educational 
attainment, race/ethnicity, household income, 
wage earners in household, home ownership, 
residence tenure, and dwelling type. 

Households completed the recruitment interview via 
computer assisted telephone interviewing (CATI) and 
the diary package was mailed to the household via 
Priority Mail. This diary package contained 
instructions, diaries for seven days, a card to identify 
the choice of incentive and a Priori@ Mail return 
envelope. Households that could not be reached via 
telephone were mailed a recruitment letter. The 
response rate for the recruitment atage was 48 
percent.' 

Most refusals took place prior to even hearing who 
NuStats was and why the firm was calling. 
Households that refused and that were later re- 
contacted cited time mnstrainta and privacy concern 
as their reasons for not participating. 



Stoge 2: Moil Diory Package 
Households were sent diaries along with instructions 
and a toll-free “help” telephone number. The night 
before the assigned diary week was to begin, a 
reminder call was made to each household to confirm 
receipt of the packet and to answer any last minute 
questions. If the packet was not received by this 
time, the address was re-confirmed, a new diary week 
was assigned, and the packet was re-sent. 

The diary package contained a Certificate of 
Appreciation, Instruction Booklet, and a “Quick 
Start” sheet that was photo-based. The Instruction 
Booklet was multi-purpose. I t  provided information 
about the study, answers to frequently asked 
questions, instructions for filling out the diary, 
guidelines for sorting mail, and examples of mail 
markings. 

The diary instrument was comprised of two parts: 

1. Question sheets were contained in the Instruction 
Booklet. Question sheets were organized by mail 
classification (e.g. First-class mail received, 
First-class mail sent, Standard, Bulk Rate, or 
Nonprofit, etc.). The question sheets were color- 
coded by mail classification. Information to be 
collected about each mail classification included: 
type of mail piece (i.e. envelope, postcard, 
catalog), receiver zip code, seuder zip code, mail 
classification, mail type, sender type, information 
about advertising enclosed and receiver reaction 
or responses to it, and timeliness of the mail piece 
arrival. 

2. Answer booklets were specific to each day (e.g. 
Monday, Tuesday, Wednesday, etc.). The diary 

packages contained Seven answer booklets. Each . ? 
booklet was arranged by mail classification and i 
color-coded to correspond to the question sheets. 

Households were instructed to enclose pertinent ’ . 

information from each mail piece received in the 
returned diary packages to enable NuStats editors to 
venfy or clarify quantity and classes of mail recorded 
in the diaries. A three-stage editing process was used 
to check the accuracy of the diary information 
recorded hy each household. First, returned diary 
packets were culled for those that represented a 
reasonable attempt to complete the diary. Second, 
the diary information recorded for each day was 
checked to assure sufficient and logical answers and : 

also to venfy recorded information against mail 
markings returned in the package by the ’ 

householder. Third, a second editor re-checked the 
diary information recorded for each day a s  noted 
above. This second edit was a quality control check 
that assured the accuracy of the data. Completed 
diaries were given a rating of 1 (little follow-up 
needed), 2 (follow-up call needed), or 3 (unusable). 

During the editing process, correction call-backs were 
made to households to clarify information or to fill-in 
missing information. About 3% of returned diaries 
did not pass the edit checking process, while over half 
required some form of respondent re-contact to clarify 
or correct diary information. 

Of the 9,991 households recruited to receive a diary 
package, 5,353 actually returned acceptable2 
completed diaries to NuStats for a completion rate of 
54 percent. 
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Appendix C3: Data Processing 

Data Management 
Data management entails how the information 
resulting from the Household Interview and Mail 
Diaries were processed, made available for analysis, 
documented and stored. Household interviews that 
were conducted via telephone were done using 
computer-assisted telephone interviewing (CATI) 
technologies. The questionnaire and relevant data 
checks were programmed into a master questionnaire 
that was then distributed to the individual computer 
terminals used by interviewers to administer the 
survey. In-home interviewers were completed on a 
paper questionnaire and these were subsequently 
entered into the same CATI questionnaire a t  
NuStats. The diary information was entered into a 
data entry program that was pre-programmed with 
data checking routines. 

After completion of data collection, editing, and entry 
tasks, the survey data were contained in eight data 
files. One data fde contained the Household 
Interview data. I t  was developed as an SAS file. The 
Mail Diary data is in eight files - one for each mail 
classifcation (First-class mail received, First-class 
mail sent, etc.). These fies were developed as  SAS 
fies. 

The file variables are identified by variable name. 
For each file variable, the File Information contains: 

Label, which is a brief description of the variable, 

Measurement level, which specifies the level of 
measurement as scale (numeric data on an 
interval or ratio scale), ordinal, or nominal. 
Nominal and ordinal data can be either string 
(alphanumeric) or numeric, 

Value formats, which identify the response codes. 
and 

Column width and alignment. 

Several SAS programming operations were necessary 
to put the Mail Diary data in the desired form for 
analysis. The structure for these programs in 
contained in a separate File Information document 
that accompanied the data delivery. 

Various edit routines were implemented to check the 
consistency of the reported data and to identify 

reporting or entry errors. Routine edit checks were 
conducted to examine questionnaire responses for 
reasonableness and consistency across items. 
Routine checks included such items as: 

Response code range checks, 

Checks for proper data skips and patterns of 
answering questions consistent with prior 
answers, 

Checks for realistic responses (e.g., number of 
online purchases possible in one month), and 

Checks for high frequency of item non-response 
(missing data). 

When conducting these checks, data were compared 
against the actual survey forms or respondents were 
recontacted. Extreme values that were either 
impossible or unlikely were identified, and 
inconsistent data were corrected when possible. For 
example, extremely high numbers of computers 
owned by a household were examined to determine 
whether they were legitimate data or probable entry 
errors. Some extreme or inconsistent data values 
that could not be corrected were edited to missing 
values. 

In addition, in-depth customized data checks were 
done to ensure that data within each record of the 
Household Interview was logically consistent. For 
example, a respondent reported paying bills by 
Internet only if he/she also reported having Internet 
access. Customized checks were also completed to 
ensure consistency between the Household Interview 
and Mail Diary data. For example, addressee was 
identified as a child (under 18) in the diary only if the 
household also reported having a child in the 
Household Interview. 
Documentation of raw variables, derived variables, 
and analytical programs were provided in a data 
documentation binder that accompanied the data 
delivery. Identifiable information, such as  
respondent names, addresses, and telephone 
numbers, were removed to protect respondent 
confidentiality and privacy. Such information has 
been stored in a locked archival me. 



Sample Demographic Profile (all counts unweighted) 

$7,000 - $9,999 

$10,000~ $14,999 

$15.000- $19,999 

TABLE I 

Annuol Household h o m e  by Recruitment I Retrievol Status 

63 114 177 

I56 183 339 

I89 183 372 

I Under $7,000 I 63 I 101 I 164 1 

One 

Two 

Three 

FO", 

Five or More 

Refused 

Total 

1,227 1,173 2,400 

3.247 2,485 5,732 

625 664 1,289 

203 224 427 

50 82 132 

1 10 11 

5,353 4.63% 9,991 

IT0t.l I 5.353 I 4.63% I 9.991 I 

TABLE II 

Number of Adults in  Household by Recruitment I Retrieval Stotur 



TABLE 111 

Geographic Region by Recruitment / Retrievol Stotur 

30 Lorgert Mefro Areas 

Other Metro Areas 

Non-Metropolifon Areos 

Total 

1 Eoit I 1,108 I 919 

2,534 2,406 4,940 

1,666 1,434 3,100 

1,153 798 1,951 

5,353 4.638 9.991 

I Norfheorf I 772 I 805 1 1.577 I 
I South I 1,155 I 1,166 I 2.321 I 
I Central I 1,250 I 877 I 2,127 I 
I West I 1,070 I 871 I 1.941 I 
ITotal I 5,353 I 4,638 I 9.991 I 

TABLE N 

Urban / Rurol location by Recruitment / Retrieval Stotus 

TABLE V 

Age 01 Heod of Household by Recruitment / Retrievol Stotur 

~~ 

I 18-24 I 172 -I 277 1- 449 I 
I 25-44 I 1,946 I 1,814 ~ 3.760- I 
1 4 5 . 6 4  I 2,222 I 1.61 1 I 3.833 I 
I 65+ I 978 I 904 I 1.882 I 
I Refused I 35 I 32 I 67 I 



TABLE VI 

Edurotionol Attainment of Heod of Household by Recruitment / Retrievol Stotus 



Appendix C4: Data Weighting and Expansion Section 

Wed 1,941 I 

The PFY 2001 HDS utilizes both weighting and 
expansion factors to 1) adjust the sample data to 
match population parameters and 2) expand mail 
volumes exhibited in the diary sample to all 
households in the United States. 

This section illustrates the methodology selected in 
creating sampling and expansion weights for the PFY 
2001 Household Diary Study. 

Weighting Procedures - PFY 2001 
Recruitment 
Sampling weights were produced separately for the 
households that participated in the recruitment 
phase of the PFY 2001 HDS, and those that 
completed and returned a diary. There were two 
main weighting variables: Geography and Income. 
PFY 2001 recruitment geographic weights were 
derived from the following variables: 

Stroto: Strata consists of three separate categories 
that defme the urbadrural  location of each household 
while region consists of five categories that define 
geographic location. A household may be classified 
within strata a s  residing in the top 30 metropolitan 
areas nationwide, any other metropolitan area, or a 
non-metropolitan areas. Table A provides 
unweighted sample counts from PFY 2001 
recniitment data for strata: 

TABLE A 

HDS Mol Recruitment Data: Urban/Rural Locotion 

19.4 100.0 

30 Largest Metro &os 4,940 

Ofher Metro A r e a s  3,100 

Non~Metro Countier 1,951 100.0 

TOtDl 9,991 100.0 

Region: Counties were also grouped according to 
their geographical location within the United States 
(See Table B). There are five mutually exclusive 
regions (along with respective states): 

Five Regions:. :. 

East: District of Columhio, Delowore, Kentucky, 
Morylond, North Carolina, Ohio, Pennsylvania, 
South Corolino, Virginia, West Virginio. 

Northeast: Connedicut, Mossochusetts, Moine, 
New Hornpshire, New Jersey, New York, Rhode 
Islond, Vermont. 

South: Alohomo, Arkonsos, Florida, Georgia, 
Louisiana, Mississippi, Oklohomo, Tennessee, 
Texas. 

Centrol: Colorado, Iowa, Illinois, Indiana, 
Kansas, Michigon, Minnesoto, Missouri, North 
Dakoto, Nebraska, South Dakota, Wisconsin, 
Wyoming. 

West: Alosko, Arizona, Colifornio, Hawaii, Idaho, 
Montono, New Mexico, Nevada, Oregon, Utah, 
Washington. 

TABLE B 

HDS 2001 Recruitment Data: Geographic Region 

I Ead 1 2.025 I 20.3 I 20.3 I 
I Northeod I 1.577 I 15.8 I 36.1 I 
I south I 2.321 I 23.2 I 59.3 I 
1 Centml I 2,127 I 21.3 I 80.6 I 



Strato/Region: Strata and Region are combined to according to its location witbin stratalregion cells, 
form a 15 resulting in 15 mutually exclusive and exhaustive 
strata/region cells. Table C indicates the distribution geographic categories (See Table D). 
of households from the PFY 2001 recruitment sample T~ calculate the weight for each strata/region 
within Strata and Region. interval, the population percentage was divided by 
Population parameters for the intersection of strata the sample percentage. Geography weights appear in 
and region were based on 2000 census counts of the last column to the right in Table D. 
households by county. Each county was grouped 

West 

TABLE C 

Distribution of Households within Stroto ond Region 

1.318 418 205 I ,94 I 

Eorl 745 796 484 

Northeori I 1,097 I 317 I i6a  

Column ~ o t c l ~ s  I 4,940 I 3,100 

I I I 

South 690 993 638 

Centrol I 1,090 I 58 I I 456 

1,951 I 9,991 

2,321 

2.127 

TABLE D 

HDS 2001 Recruitment Doto: Construction of Geographic Weight 

1.02 

0.96 

1.19 

0.92 

- 
- 
- 

0.94 

0.94 

0.83 

1.04 

0.88 

1.05 

- 
- 
- 
- 
- 

NortheoSI 1,681,693 1.6% 168 1.7% 0.95 
NO". 
Meho S o h  6.190.31 7 5.9% 638 6.4% 0.92 
Areas 

Cenlrol 6,207,946 5.9% 456 4.6% 1.29 

lwest I 2,963,067 I 2.8% I 205 I 2.1% I 1.37 I 
r-b I 105,480,101 I 100.0% I 9,991 I 100.0% I 1.00 I 



lncome lrnpufrrfion Procedures 
In addition to weighting for differences in geography 
between the sample and the population, a n  additional 
weight was created based on differences in income 
distribution. Weights were calculated for income 
based upon the following sequence: 

First, income was imputed for those respondents who 
either did not know their household income or refused 
to answer the question. This was accomplished using 
a "hot d e c k  approach to imputation. To achieve this, 
the sample was stratified according to a number of 
variables correlated with income. 

These include stratalregion, age and educational 
attainment of the head of household, and the number 
of wage earners. To be effective, each of these 
explanatory variables used in stratifying the H e  must 
have a valid response. Therefore, non-responses for 
these variables were imputed. In the case of age, non- 
responses were coded according to the age 
distribution for valid responses. Wage earners were 
imputed based on the ratio between household size 
and wage earners far valid responses. Educational 
attainment was imputed based on the distribution of 
valid responses, maintaining consistency between 
educational attainment and age. 

Once all four vanahles used in stratlfylng the data to 
prepare for income imputation were populated with 
vahd cases, the sample was stratified according to the 
followmg sort order: 

1 )  SfrofoIRegion, 

2) Educational Attoinrnent of Heod of Household, 

3) Number of Woge Eorners, and 

4)  Age of the Heod of Household. 

Non-responses to the income question were then re- 
coded into a new variable containing original valid 
cases and imputed non-responses. Imputation was 
accomplished manually by donating neighbor cases to 
those coded a s  don't know or refused. Cases directly 
above non-responses were used as donors up to two 
times (for consecutive non-responses). For those 
instances in which there were three or more 
consecutive non-responses, cases directly below these 
cases were used a s  the donor case. This process 
continued until all responses to the income question 
were recoded a s  valid responses. The resulting 
distribution was then evaluated against the original 
income distribution to determine consistency. Figure 
A illustrates the resultant changes between the 
original income distribution and the imputed income 
distribution. 

1. Oriainal Distribution DImDuted Distribution I 

$100,000 or more 

$80,000 - $99,999 
$65,000 - $79,999 

E $50,000 - $64,999 
8 5 $35,000 - $49,999 
$25,000 - $34,999 

5 n $20,000 - $24,999 0 

3 

i $lS,O00 - $19,999 
$10,000 - $14,999 

$7,000 - $9,999 
Under $7,000 

0 2 4 6 8 10 12 14 16 18 20 
FemdagedSampleHwsehdds 

FIGURE A 

Comparison Between Originol 
and Imputed Income 
Distribution 



TABLE E 

HDS 2001 Recruitment Interview: Construdion of Income Weight 

Under 87K 

$ 7 K t o  c $ l O K  

$ I O K I o  1$15K 

$15Kto 1-$20K 

$20K l o  c 82I.K 

6.90% 21 1 2.18% 3.1 7 

3.44Y" 235 2.42% 1.42 

7 80% 447 4.61% I .69 

7 04% 523 5.40% 1.31 

6 99%. 629 6.49% I 08 
I 

The main effect of imputation is an increase in the 
middle-income categories, maintaining - with some 
exceptions - the original sample distribution. An 
income weight is then calculated based upon 
population parameters of income distribution as 
reported in the 2001 Current Population Survey data 
produced by the US Bureau of the Census4. Table E 
illustrates the calculation of the income weights. 

The resultant income weights were then multiplied to 
the geographic weights explained above. Frequency 
distributions were generated for one common variable 
(gender) with unweighted and weighted counts. To 
ensure that weighted counts of recruitment data 
would equal unweighted counts, the resultant 

weights were adjusted based on the ratio between 
unweighted and weighted counts. 

An additional weight was constructed for use with the 
recruitment data for certain items that  measured 
volume (Le. number of cards sent, number of 
magazines received, etc.). This weight is identical to 
the final weight with an added component, adjusting 
volumetric items based on the number of weeks 
within each postal quarter. This allowed for the . 
adjustment of seasonal fluctuations between postal 
quarters that were due to the differing lengths within 
postal quarters. 

' 

I 

. i  

; 
Weighting Procedures - PFY 2001 

>. 7 

Diary Dutu 
As mentioned above, 9,991 households participated in 
the recruitment phase of the PFY 2001 HDS, while 
5,353 households mmpleted usable diaries. 
Balancing weights for the diary portion of the PFY 
2001 HDS are essentially identical to weights used in 
recruitment, providing an adjustment for the 
reduction in sample size and the addition of age of 
head of household. For those households in which 
either more than one person was identified as the 
head of household or no individual was identified as 
the head of household, one was chosen. This was 
completed based on the following sequence of Criteria: 
1) oldest male, 2) oldest female (if no male exists). : 



For cases in which two candidates for the head of the 
household were of the same age, the respondent was 
chosen. Heads of household were grouped into eight 
age cohorts: 18-21, 22-24, 25-34, 35-44, 45-54, 55-64, 
65-69, and 70 years or more. 

Weights were computed based on the quotient of each 
cohort’s percentage of the population divided by each 
cohort’s percentage of the sample. The resultant 
weight was then multiplied to the final weight 
produced in the recruitment phase. Other 
adjustments to weights used in the diary data 
included a quarterly adjustment, which accounted for 
sampling across postal quarters. Since the survey 
period for each household is one 7-day span, an 
expansion factor was applied to diary data to adjust 
weekly volumes to annual volumes. A final 

adjustment was made to expand the sample to the 
level of total households in the United States, which 
a t  the time of data collection was 105.5 million. 

Expansion factors are applied in order to derive both 
the number of mail pieces per household per week 
and annual volumes received by households 
nationwide. The number of households that 
participated in the diary portion of the survey were 
divided into the number of households in the United 
States a t  the time of the survey: 105.5 Million. The 
resultant factor was applied to each household in the 
survey. The expansion factor was multiplied by the 
sampling weight and then multiplied by 52 (the 
number of calendar weeks in one year) to derive 
nationwide annual volume estimates from the sample 
data. 



Adi ust men t Factors 

Priority Fl& 

In order to account for under-reporting of household 
mail volumes, a variety of adjustment factors have 
been used. There are three types of adjustment 
factors: Destination adjustment factors: Household- 
to-Household adjustment factors, and Household-to- 
Nonhousehold adjustment factors. 

Destination adjustment factors were calculated from 
differences between weighted volumes derived from 
PFY 2001 HDS sample data and mailing volumes 
calculated under the City Carrier Cost System 
(CCCS) and Rural Carrier Cost System (RCCS) 
operated by USPS. These destination adjustment 
factors were applied to First-Class Letters & Flats, 
First-class Packages, Priority Flats & Packages, 
Standard Mail (A) Letters & Flats, Standard Mail (A 
Packages, and Package Services (formerly Standard 
Mail (B)), and Periodicals. 

Household-to-household adjustment factors were 
applied based on the logic that  mail originating and 
destinating in households should consist of a “closed 

1.99 INfA INfA 

loop”. In other words, mail that  is sent to households 
by households should equal mail received by 
households from households. This situation does not 
necessarily exist within the confines of a finite sample 
since households may receive mail from households 
outside the sampling frame. Therefore, household 
mail sent is adjusted to equal household mail 
received. This factor is applied to First-class Letters 
& Flats (1.14) and Packages (1.18). 

Household-to-nonhousehold adjustment factors were 
applied to account for under-reporting of mail sent by 
households to nonhouseholds. The use of this 
adjustment factor is based on a comparison between 
the amount of mail sent by households to non- 
households derived from the recruitment phase of the 
survey and amounts derived from actual diary data. 
This factor (1.35) is applied to First-class mail sent 
by households to non-households. 

The following table indicates adjustment factors 
applied by postal classification: 

Standard Moil (A) Letten a F l h  

TABLE F 

HDS 2001: Adjustment Foflorr Utilized by Postal Clorrifitotion 

1 . I  8 N/A NfA 

Standard Moil (A) Pockooger 

IPtiority Packoges 11.22 INfA IN/A I 

0.95 IN/A IN/A 
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APPENDIX D 

Revenue, Pieces ond Weight Volume (millions) 
Postal Fiscal Years 1987.2000, and 2001 

Single Piece 53,937.474 52,174.240 51,253.1 16 

Automated-Presorl (Work Shored) 21,371.032 45,277.460 47,009.254 

Single Piece 2,482 994 2,516.809 2,668.950 

Automaled-Presort (Work Shored) 754.821 2,707.744 2,847.1 32 

International 776.341 1,071.245 1.094.660 
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