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OCA/USPS-T4-1.  In your testimony at page 2, you discuss the characteristics of the 
Newgistics SmartLabel™. 

a. Was the SmartLabel™ developed specifically for use with the proposed 
Parcel Return Services?  If not, please explain the history of the label.   

b. If the label is or could be used for services other than Parcel Return 
Service, please explain any differences in the label when used for different 
services. 

c. Has the Postal Service approved this label for use with Parcel Return 
Service?  

d. Please provide a sample or a prototype of the Newgistics SmartLabel™ 
for each of the USPS services for which it is designed.  

e. Are there any postal services currently in place that use the Newgistics 
SmartLabel™?  If so, please list them.  

f. Do any other carriers, such as United Parcel Service or Fedex, carry 
returned items via a Newgistics SmartLabel™?  If so, please list them.  

g. Please list other channels, aside from postal services, by which 
consumers and small businesses can return items using the Newgistics 
SmartLabel™. 

 

RESPONSE:

a. The SmartLabel™ was designed for use with return services offered by 

the Postal Service, potentially including the proposed Parcel Return 

Services.  

b. As shown below, the label is currently used for Merchandise Return 

Service.  The label would be modified for future use for the proposed 

Parcel Return Services to include the required barcode, to indicate the 

appropriate service, and to meet other requirements to be specified by the 

Postal Service.   

c. A label is being submitted for final review and approval. 

d. A sample label is reproduced below. 
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e. 
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e. Yes, the Newgistics SmartLabel™ is being used for Merchandise Return 

Service.  

f-g. The SmartLabel™ is used only within the United States Postal Service. 
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OCA/USPS-T4-2.  In your testimony at page 2, lines15 through 17, you list a number of 
methods consumers may use to enter into the mail stream a return package with a 
Newgistics SmartLabel™.   Your list does not include placing the parcel in a collection 
box.  Witness Gullo indicates that parcel returns may be placed in a collection box. 
(USPS-T1 at 11, line 22.)   Can return parcels with Newgistics SmartLabel™ be mailed 
at a collection box?  If not, please explain.  
 

RESPONSE:

Yes, it is my understanding that a merchandise-return parcel can be mailed in a 

collection box because it is from a “known mailer.”   
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OCA/USPS-T4-3.  Your testimony includes an Exhibit A at page 5.  The title of Exhibit A 
indicates that it estimates the characteristics of Parcel Returns [in percentages] 
delivered from Origin BMCs, and the source of the data is Newgistics, Inc. 

a. Please explain the phrase "Delivered From Origin BMCs”. 
b. Please explain how the percentage of deliveries from origin BMCs is a 

satisfactory proxy to estimate the percentages of RBMC addressed 
returns that will be mailed from the various zones in the percentages 
listed, particularly since pickup will not necessarily be at every BMC.  

c. What is the basis for the Newgistics, Inc. information provided in the 
Exhibit?  

d. Four zone groups are set forth in the left-hand column of Exhibit A.  Do 
these zones represent the distances returned parcels are carried from the 
consumers to the return BMCs or from the return BMCs to the retailers?  
Please explain.  

 

RESPONSE:

a. It is for a parcel returned from a consumer within that consumer’s BMC 

service area. 

b. See response to part (a) above.  It is our intent to pick up parcels at each 

BMC. 

c. The basis is the parcel history from our current offering. 

d. The zones represent the distances from the consumer to the BMCs. 
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OCA/USPS-T4-4.  Based on your extensive experience in the parcel and logistics 
industries (as related at page ii of your testimony), please offer your opinion on the ten 
most common channels for returning merchandise ordered from vendors such as those 
described at page 1, lines 9 – 13.  (OCA asks that you consider “channels” to refer to 
discrete postal services, alternative carriers such as United Parcel Service or Fedex, 
and others of which you are aware). Please list these ten channels in order of the 
volumes carried, from largest to smallest.  
 

RESPONSE:

The most common channels for returning parcels include: United Parcel Service, 

FedEx, and their affiliates (UPS Store, World Ship Centers, etc).  I do not have 

information as to the volumes or rank. 
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OCA/USPS-T4-5.  In your opinion, will the availability of the proposed PRS products be 
likely to stimulate new merchandise purchases?  Please discuss.  If so, what 
percentage in additional overall merchandise purchases do you believe might be 
stimulated?  Please explain your answer.  
 

RESPONSE:

A convenient method of returning products can stimulate new merchandise purchases. 

This comment is based on a study done by the Simon Management Group. I do not 

have information with specific percentage increases. 
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OCA/USPS-T4-6.  In your opinion, do you think that the proposed PRS products will 
cause a shift from other methods for returning merchandise, such as Priority Mail, intra- 
and inter-BMC Parcel Post, conventional Bound Printed Matter, United Parcel Service, 
Fedex, Airborne, and others, into PRS?  Please discuss the likelihood and extent of any 
such shifts.  
 

RESPONSE:

This proposed service is an ongoing business development. Thus, based on the 

experiences so far, and the design of the RBMC rate, the use of inter BMC packages 

will decrease. I do not have details to comment on the impact of other mail classes. I do 

believe, as indicated earlier, that the convenience of the SmartLabel™ will spur 

additional purchases via direct marketing and thus result in more overall business, 

including returns. 
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OCA/USPS-T4-7.  In your opinion, if the Postal Service were to give consumers access 
to delivery scan information collected at postal return facilities (described in USPS-T-1, 
at pages 9 – 10), would that reduce the number of calls to retailers that you mention in 
your testimony at page 2, lines 1 – 6?  Please discuss.  
 

RESPONSE:

It is my opinion that consumers would welcome the use of delivery scan information if it 

were made available to them. This certainly would result in fewer phone calls, reduced 

cost for the direct marketer, and improved consumer convenience. 
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OCA/USPS-T4-8.  Do you recommend that the Postal Service give consumers access 
to delivery scan information collected at postal return facilities (described in USPS-T-1, 
at pages 9 – 10)?  Please discuss.  
 

RESPONSE:

Yes, I do recommend consumers be given access to delivery scan information. The 

increased use of technology helps improve confidence in the Consumer’s direct 

marketing experience. The result will be increased consumer use of direct marketing 

services. 

 
.
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