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OCA/WMB-T1-11. This interrogatory seeks information on the reaction of Washington
Mutual Bank (WMB) to rate changes. Please refer to your revised testimony at page 6,
lines 6-9, which seems to say that WMB reacts to rate changes by changing the
proportions of First and Standard marketing volumes, subject to the constraints that the
total number of marketing pieces remains the same and the marketing budget remains
the same.

a. Is this a correct restatement of your testimony? If not, please identify the errors
in the restatement.

b. Please describe how WMB will react to the R2006-1 rate changes when they
take effect.

RESPONSE

(a) No.  Your restatement describes WMB’s reaction to the most recent rate increase.  The 
error in your restatement is that it suggests that WMB will employ this exact same 
approach to every rate change.  In reality, we will analyze each particular rate change and 
determine the best strategy for meeting our growth goals subject to our budget constraint.

(b) Assuming that the NSA is in place, then it will likely make sense for WMB to continue to 
send the vast majority of our marketing mail as First-Class Mail.  Thus, our most likely 
reaction to the R2006-1 rate increase would be to modestly reduce our total marketing 
mail volume.


