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i Whiteman, Greg - Washington, DC

From: Michelson, Robert - Washington, DC
-Sent:  Tuesday, January 19, 2010 5:53 PM
To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC
Ce: Lisa Brunning; Jeff Resnick; Becky Yalch; Neil Wolch
Subject: RE. 5-Day Forecasts

Greg,

| did not see this coming and sent our a "final' voiume estimate last week. We need to talk about how we position it with Sam
and Bob Bernstock. | will plug in the new percentages tomorrow. So long as the volume loss stays about -.7%, we will be okay.
If it is much bigger, we will have more explaining to do.

| have a meeting tomorrow at 11 am. | can talk before that.

Bob

From: Neil Wolch [mailto:neil.wolch@opinionresearch.com]

Sent: Tuesday, January 19, 2010 5:42 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: RE: 5-Day Forecasts

Importance: High

Hi everyone,

| have attached a file that includes revised forecasts, per the note below. The second attachment summarizes the changes,
showing the new forecasts next to those sent on 12/1/09. The National and Consumer segments did not change. Most of the
other changes are fairly small, but a few (for lower volume products) are larger.,

What stands out most is the sharp decline in Priority Mail for Small Businesses. There are a few fairly heavy users {(compared to
others in the segment) who reported that they would sharply decrease or completely stop thelr use of this product if the change
were made. This could be a legitimate reaction.

Once again, we are very sorry for the error. Please let us know if you have any questions or comments, or if there is anything
else we can do.

Best regards,

Neil

From: Neil Wolch

Sent: Tuesday, January 19, 2010 10:04 AM

To: Whiteman, Greg - Washington, DC; 'Smith, Bob - Washington, DC'; 'Michelson, Robert - Washington, DC'
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: 5-Day Forecasts

Hi Greg and Bobs,

As 1 just mentioned to Greg, we just discovered that we had accidentally cleaned out more "inliers” than intended when we
updated the forecasts (to those we sent on 12/1/09). We agreed to drop cases where there was a 25% or greater increase in
total volume from the next 12 months before 5-Day to the first 12 months with it, since this would not be a logical response to the
change. While this was done, it turns out that we also dropped cases where there was at least a 25% decrease; it is not
unreasonable for an account to report such a decrease, and we did not intend to drop those respondents. The error was due

to a miscommunication on our end, which we realized when pulling comparing our notes in order to update the methodology
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report.

We are updating the forecasts and hope to have the revisions to you by the end of today. Clearly, this change will increase our
forecast of the negative impact of the change on volume. Fortunately, it looks like there will not be a change in our forecasts for
National Accounts, and the impact on the higher volume products in the other segments will be relatively small.

We are very sorry for the mistake. Please let me know if there is anything else we can do to address this.
Best regards,

Neil Wolch
Vice President

Infogroup | ORC

25 Northwest Point Blvd., Suite 800
Elk Grove Village, IL 60007-1099
847-378-2244 (phone)
847-378-2290 (fax)
www.opinionresearch.com
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. - Segment: Natfoial Accolints'(n=60) -

Calculate Average Across Respendents

Tnsert Indivigual Respondent Data Changes Calculated Based on Averages Across Respondents
Mean Vailume (12 Month Pertod) %, Change from Past 12 Month | - % Change Attributable to Switch to S-Day
Future Volume {Next 12 Months) Volume Unad|usted Adjusted
Adjusted Future IF 5-Day As % of As % of As % of As % of
Before 5-Day Likefihood of Volume IF Concept PAST 12 NEXT 12 PAST 12 NEXT 12
Past 12 Concept IF 5-Day Concept| Change (Q10 Concept IfNo Service Implemented Month Month Month Month
Months Mentioned Implemented " Rating} Implemented Change {Raw) Volume Volume Volume Volume
B c D E F G H ! J K L
Product (gre codes :
Single Plece FCM (2, 1) — MEAN . _3180,985 - “1;320,607 13.0% 11.4% -1.8% -1.4% <1.2% -1.0%
Pre-Sort FCM (3, ¢) ~ MEAN " 76,933,678 () 7.8% 22% 5.6% -5.2% 1.1% -1.0%
Regular Standard/Bulk Mall {4, d} - MEAN "6'?90}820 : 0.2% -1.9% 21% -2.1% -0.4% 0.4%
Non-Profit Standard/Bulk Mall {5, e} - MEAN ; -8.6% 14.9% 23.5% 25.7% 4.7% 5.1%
Priority Mail (B, f} -- MEAN -8.0% -24.0% -16.0% -17.4% -7.2% -7.8%
Express Mail {7, g) — MEAN 17.4% 11.5% -5.9% 5.0% A.2% -1.0%
Regular Periodlcal Mall {10, j) - MEAN 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Non-Prefit Periodical Mail {11, k) -~ MEAN 19.9% 19.9% 0.0% 0.0% 0.0% 0.0%

MNOTE Al data are based on alf respondents from National Accounts
NOTE: For respondents who claim Parcel Select volume in Q2 but do not show such volurne in the USPS dalabase, the volume they attribute lo Parcel Select has been reset (o 0

Explanation of Cotumns:

The following columns require calculation of means (for each pmduct) based on dala for each respondent in the segmen! (including those with a valye of gJ:
Column B: sum of # of pieces across applications in Q1 * proportion of these sen! using applicable product in Q3 (using 160% if only this product was selected in Q2)
Column C: sum of # of pleces across applications in Q4 = proportion of these that would be sent using applicable product in Q6 (using 100%  only this product was selecled in Q)
Column D: sum of # of pieces across appiications in Q7 * proportion of these that would be sent using applicable product in Q9 (using 100% X only this product was selected 1n Q8)
Column F: (Column D - Gelumn C) * (Column E/1 0) + Column C

Column E: response to Q10 (Likelihood that change to 5-Day would impact volume of pieces or how they are senl; do not average across respondents)

The following columns require caicuiations based on the means in the previous columns:
Column G: (Column C - Column B) / Column B
Column H: (Column D - Column B) / Colurmn B
Column I: (Column D - Column C) / Column B
Columa J: (Column D - Column C) / Colurnn C
Column K: (Column F - Column C) / Colurnn B
Column L: (Cotumn F - Calumn C) / Column €




"+ Segment: Premier Accounts (n=656).. .’

Calculate Average Across Respondents

Tnsert Individual Respondent Data

Mean Volume (12 Month Period)

. Future Volume {Next 12 Months)

Before 5-Day
Past 12 Concept IF 5-Day Concept
Months Mentloned Implemented
B [ D

Product {gre codes)

Single Plece FCM (2, b) - MEAN'

Pre-Sort FCM {3, ¢} - MEAN

Regular Standard/Bulk Mail (4, d) - MEAN
Non-Profit Standard/Bulk Mail {5, €) - MEAN
Priority Mail (6, f) - MEAN

Express Mall (7, g} ~ MEAN

Regular Periodical Mall (10, )) - MEAN
Non-Profit Periodical Mail {11, k) — MEAN

NOTE: All data are based on ali respondents from Premier Acoounts

Likelihood of
Change (Q10
Rating)
£

NOTE: For respondents who claim Parcel Sefect volume in Q2 but do not show such volume in the USPS database, the volume they altribute to Parcel Select has been resetto 0

Expianalicn of Calumns:

The following columns require calculation of means (for each product) based on dala for each respondent in the segment (including thase with a value of 0):
Column B: sum of # of pieces across applications in Q1 * proportion of these sent using applicable product in Q3 (using 100% if anly this product was selected in Q2)

Column C: sum of # of pieces across applications in Q4 * proportion of these that would be sent using applicable product in QS (using 100% if only this product was selected in Q5)
Column D: sum of # of pieces across applications in Q7 * proportion of these that would be sent using applicable product in Q9 (using 100% if only this product was selected in Q8)

Column F: (Column D - Column C) * (Column E/1 0) + Column C

Column E: response to Q10 (Likelihood that change fo 5-Day would impact volume of pieces or how they are sent; do not average across respondents)

The following columns require calculations based on the means in the previous cofumns,
Column G: (Column C - Column B) / Cofumn B
Column H: (Column D - Column B) / Column A
Column I: (Column D - Column C) / Column B
Column J: (Cofumn D - Column C) / Column C
Column K; (Column F - Column C) / Column B
Cotumn L: (Column F - Column C) / Column C

Changes Calculated Based on Averages Across Respondents
[% Change from Past 12 Month % Change Atiributable to Switch to 5-Day _
- Volume Unad|usted Adjusted
Adjusted Future IF 5-Day As % of As % of As % of As % of
Volume IF Concept PAST 12 NEXT 12 PAST 12 NEXT 12
Concept If No Service Implemented Month Month Month Month
Implemented Change {Raw) Volume Volume Volume Volume
F G H ! J K L
-9.2% -8.2% 1.0% 1.1% 1.6% 1.6%
-24.7% -24.7% 0.1% 0.1% -0.4% 0.5%
-8.3% -9.4% “1.1% -1.2% -0.5% -0,5%
10.5% 2.2% -8.3% -7.5% -8.6% -7.8%
-£7.9% £9.4% | -1.5% -4.7% -1.0% -3.1%
-48.6% -60.2% -11.7% -22.7% -3.7% -7.1%
2.6% -16.1% -18.7% -18.2% -3.6% -3.5%
-17.3% -16.6% 0.7% 0.9% 1.8% 2.1%
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' Segiient: Préferréd ACEEUNtS (=773) | .ot LT

e

Calculate Average Acruss Respondents

Tnsert Individual Respondent Data Changes Calculated Based on Averages Across Respondents
Mean Volume {12 Month Period) % Change from Past 12 Month % Change Attributable to Switch to 5-Day
Future Volume {Next 12 Months) Volume Unadjusted Adjusted
Adjusted Future IF 5-Day As % of As % of Az % of As % of
Before 5-Day Likellhood of Valume IF Concept PAST 12 NEXT 12 PAST 12 NEXT 12
Past 12 Concept IF 5-Day Concept| Change (Q10 Concapt If No Service  Implemented Month Month Month Maonth
Months Mentioned Implemented Rating) implemented Change (Raw) Volume Volume Voluma Volume
8 c D E F G H ! J K L
Product [4re codes
Single Place FCM (2, 8] - MEAN 23.2% 20.1% -3.2% -2.6% -2.7% -2.2%
Pre-Sort FCM 3, ¢) - MEAN -27.8% -31.1% -3.3% 4.6% -1.1% -1.5%
Repulsar Standand/Butk Maif (4, d) — MEAN -35.5% -37.3% 7% 1T 0.7% 1.2%
Non-Profi Standam/Bulk Mall {5, e} — MEAN 10,7% 10.1% 0.5% 0.5% 0.0% 0.0m
PrioTity Mab (&, f) — MEAN -111% -14.3% -3.2% 3.6% £.4% 7.2%
Expross Mail (7, ) — MEAN 5.7% -22.9% -28.5% 27.0% -15.6% -14.8%
Repular Pensaital Mall {10, jj — MEAN -22.0% -14.4% -2.4% -3.1% -1.1% -1.4%
NoR-Profit Pansdical Mall (11, k) — MEAN -5.4% £5% -1L1% -1.2% 0.8% - 0.6%

NOTE. Al data are based on aff respondents from Preferred Accounts
NOTE: For respondents who claim Parcel Select volume in Q2 but do not show such walume in the USPS database, the volume they aliribute to Parcel Selec! has been resetto 0
Explanalion of Columns:
The following columns require calculabion of means (for each product) based an data for each respandent in the segment (including those with a value of 0}
Column B: sum of # of pieces across applications in Q1 * proportion of these sent using applicabie product in Q3 (using 100% if only this product was selected in Q2)
Column C: sum of # of pieces across applications in Q4 * proportion of these that would be sent using applicable product in Q6 {using 100% if only this product was selected in Q5)
Column D: sum of # of pieces across applicalions in Q7 * proportion of these that would be sent using applicable product in Q9 (using 100% if only this product was selected in Q8)
Column F; (Column D - Column C) * (Column E/1 0) + Column C
Column E: response fo Q10 (Likefihood that change to 5-Day would impact volurme of pieces or how they are senl; do not average across respondents)
The folfowing columns$ require calculations based on the means in the previous columns;
Column G: (Column C - Column 8) / Columm B
Column H: (Cofurnn D - Column B) / Column B
Columnn I: (Column D - Column C) / Column B
Column J: (Colurnn D - Column C) / Column C
Cotumn K (Colummn F - Column €} / Column B
Column L: (Column F - Column C) / Column C




Calculate Average Across Respondents
Thsert inaliaual Respondent Data Changes Calculated Based on Averages Across Respondents
Mean Volume {12 Manth Period) % Change from Past 12 Month % Change Attributable to Switch to 5-Day
Future Volume (Next 12 Months) Volume ] Unadjusted Adjusted
Adjusted Future IF 5-Day As % of As % of As % of As % of
Before 5-Day Likelihood of Voluma IF Concept PAST 12 NEXT 12 PAST 12 NEXT 12
Past 12 Concept IF 5-Day Concept| Change (Q10 Concept IfNo Servica  Implemented Month Month Month Month
Months Mentioned Implemented Rating) Imptemented Change (Raw) Volume Volume Volume Volume
8 c D E F G H ! J K L
Product {gre codes
FCM {1, a) ~ MEAN . 1,234 -9.5% -23.5% -14.0% -15.4% -7.0% A17%
Priority Mal (, f) -- MEAN S.21B 63.1% -13.3% -78.0% -46.9% 61.9% -38.0%
Express Mail {7, g) - MEAN T 30 -22.6% -36.2% -13.8% -17.5% -10.2% +13.2%

NOTE: All data are based on all respondents from Small Businesses
NQTE: For respondents who claim Parcel Select volume in Q2 but do nof show such volume in the USPS database. the volume they alinbute lo Parcel Sefect has been resel fo 0

Explanation of Columns:

The fotlowing columns require calculation of means (for each product) based on data for each respondent in the segment (including those with a vaiue of 0):
Column B: sum of # of pieces across applications in Q1 " proportion of these sent using applicable product in Q3 (using 100% if only this product was selected in Q2)
Column C: sum of i of pieces across applications in Q4 ~ proportion of these thal would be senl using apphceble product in Q8 (using 100% if only this product was sefecled in Q%)
Column D: sum of # of pieces across applications in Q7 * proportion of these that would be sent using applicable product in Q9 (Using 100% if only this product was selecled in QB)
Column F: (Column D - Cafumn C) * (Column E/1 0) + Colurmn C

Column E: response fo Q10 (Likeiihood that change fo 5-Day would impact volume of pieces or how they are sent; do ot average across respondents)

The following columns require calculations hased on the means in the previous columns:
Column G: (Column C - Colurnn B) / Column B
Cojumn H: (Colurnn D - Column B) / Column 8
Column I: {Column D - Column G) / Column 8
Column J; (Column D - Column C) / Column C
Column K (Column F - Column C) / Column 8
Column L: {(Column F - Column C) / Column C




/| % Change Attributable to Switch
to 5-Day
Unadjusted Adjusted
E F
Product (qre codes)

FCM (a) -- MEAN 65.00 63.13 63.73 2.9% -1.8%
Priority Mail (b) - MEAN 2.87 4,09 3.33 42.5% 16.0%
Express Mail (c) -- MEAN 0.98 1.07 1.06 11.4% 10.1%

NOTE: All data are based on all Consumer respondents

Explanation of Columns:

Column B: total # of pieces sent in past 12 months
Column C: total # of pieces would have sent in past 12 months if change had been in place

Column D: Sum of (Estimate if >-Day Concept Had Been in Place - Actual) * (Likelihood to Change/10) + Actual for Each Product
Column E: (Column C - Column B) / Column B

Column F: {Column D - Column B) / Column B




Simplified Example

Hypothetical Raw Data: Pre T

Hypothetical- Raw Data:Post. - :.° 77

Hypothetical Raw Data

Hypothetical Raw Data

Volume per Product

Volume per Praduct

Mean Per Mean Per
Resp 1 Resp 2 Resp 3 Resp4  Product Resp 1 Resp 2 Resp 3 Resp4  Product 9% change
Prad A 100 0 0 1] 25 Prod A 75 Q a 20 23.75 85.0%
Prad B 150 100 0 150 100 Prod B 160 75 0 120 88.75 88.8%
Prod C a 20 100 0 30 Prod C 10 15 120 a 36.25 120.8%
sum 250 120 100 150 155 sum 245 80 120 140 148.75 96.0%
Incidence of Use
Volume per Product
Mean Per
Resp 1 Resp2 Resp3 Resp4 Product
Prod A 1 0 0 0 1
Prod B 1 1 0 1 3
Prod C 1] 1 1 0 2
s5um 2 2 1 1 6
Calculaie Weights
Hypothetical
Target Actual Weight
Praod A 40.00% 25.00% 1.600
Prad B 50.00% 75.00% 0.667
Prod C 10.00% 50.00% 0.200
Calculate Weight far Each Respondent.
Add the Weights far Each Product Used
Valume per Praduct
Mean Per
Resp 1 Resp 2 Resp 3 Resp4  Praduct
Prod A 1.60 0.00 0.00 0.00 1.6
Prod B 0.67 0.67 0.00 0.67 2
Prad C 0.00 0.20 0.20 0.00 0.4
sum 2.27 0.87 0.20 0.67 4
Weighted Data Weighted Data
Valume per Product Volume per Product
Mean Per Mean Per
Resp 1 Resp 2 Resp 3 Resp4  Product Resp 1 Resp 2 Resp 3 Resp4 Product % change
Prod A 227 1] 0 0 57 Prod A 170 0 0 13 46 80.9%
Prod B 340 87 0 100 132 Prod B 363 65 0 80 127 96.4%
Prod C 0 17 20 0 9 Prod C 23 13 24 0 15 159.8%
sum 567 104 20 100 198 sum 555 78 24 93 188 94 9%




Premier Sample

Estimated % of # in Residual that Estimate of

Number of Those Already Have  Incremental # of
Accounts with Classified Positive Volume Specific Product Incidence Among
Positive FY08 Residual That in Specific Users from TOTAL # of All w/ Any Relative # of

Velume Have Volume Product Residual Product Users  Positive Volume Users
First Class Mail 19,159 100.0% 17,277 4,905 24,064 97.23% 34.56%
Priority 50.0% 2,242 8,849 11,361 45.90% 16.32%
Express 3,034 12.26% 4.36%
Regular Periodicals 1,914 7.73% 2.75%
Non-Profit Perlodicals 3,021 12.21% 4.34%
Regular Standard Mail 17,643 71.29% 25.34%
Non-Profit Standard Mail 7,635 30.85% 10.96%
Residual Mail N/A
Parcel Select 313 1.26% 0.45%
Parcel Post 649 2.62% 0.93%
Total 281.4% 100.0%
Accounts w/ 0 or - for all products
Accounts w/ Any Positive Volume

Actual
Sample Size % Target % Weight

First Class Mail C 339 | 51.68% 34.56% 0.669
Priority 202 30.79% 16.32% 0.530
Express 111 16.92% 4.36% 0.257
Regular Periodicals 77 11.74% 2.75% 0.234
Non-Profit Periodicals : 27 4.12% 4.34% 1.054
Regular Standard Mail 28 13.41% 25.34% 1.889
Non-Profit Standard Mail 54 8.23% 10.96% 1.332
Parcel Select 11 - 1.68% 0.45% 0.268
Parcel Post 76 11.59% 0.93% 0.080

Total 656 2 1




Preferred Sample

First Class Mail

Prigrity

Express

Regular Periodicals

Non-Profit Periodicals

Regular Standard Mail

Non-Profit Standard Mail

Residual Mail

Parcel Select

Parcel Post

Total

Accounts w/ 0 or - for all products
Accounts w/ Any Positive Volume

First Class Mail

Priority

Express

Regular Periodicals
Non-Profit Periadicals
Regular Standard Mail
Non-Profit Standard Mail
Parcel Select

Parcel Post

Total

Estimated % of # in Residual that

Number of Those Already Have
Accounts with Classified
Positive FY08 Residual That in Specific
Volume Have Volume Product
171,986 100.0% 123,705
388,007 50.0% 95,301
156
388
3,364,503
1,358,557
2,005,946
Actual
Sample Size % Target %
517 66.88% 51.71%
235 30.40% 33.35%
139 17.98% 3.38%
66 8.54% 0.17%
77 5.96% 0.34%
159 20.57% 6.59%
167 21.60% 4.44%
4 0.52% 0.00%
126 16.30% 0.01%
773 2 1

Estimate of

Incremental # of
Pasitive Valume Specific Product

Users from TOTAL # of All wf Any
Residual Product Users Positive Volume
1,680,749 1,852,735 92.36%

806,926 1,194,933 58.57%
121,235 6.04%
6,135 0.31%
12,076 0.60%
236,156 M1.77%
159,044 7.93%
NIA
156 0.01%
388 0.02%
178.6%
Weight
0.773
1.097
0.188
0.020
0.034
0.320
0.205
0.008
0.001

Incidence Among

Relative # of

Users
51.71%
33.35%

3.38%

0.17%

0.34%

6.59%

4.44%

0.00%
0.01%
100.0%
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Whiteman, Greg - Washington, DC

From: Smith, Bob - Washington, DC

Sent:  Tuesday, January 19, 2010 3:13 PM
To: Whiteman, Greg - Washington, DC
Subject: FW, IDI Screener

Below is some additional info on the screener and the incidence rates.

Bob Smith
Market Research
Room 1106

202 268 3579

From: Martin Pacino [mailto:Martin.Pacino@opinionresearch.com]
Sent: Tuesday, January 19, 2010 3:11 PM

To: Smith, Bob - Washington, DC

Cc: Becky Yalch

Subject: RE: IDI Screener

Hi Bob — The spreadsheet referred to was only used if someone agreed to be scheduled for an interview, s0 it has no additional
information other than that which would identify the participants. Pauling is going back through her recards to provide us with
counts for how many people refused, couldn’t be reached, etc. For National Accounts it looks like this:

Approximate numbers called — (some were not calfled back due to category quotas that were reached) -115
Refusals - 5

Didn't keep appointments — 12

Appointments / Completed Interviews - 18

We will be pulling together the same information for Premier Accounts asap.
Thanks,

Marty

Martin Pacino
Senior Project Manger

Infogroup | ORC

One Union Square

800 University St. Suite 2704
Seattle, WA 98101-4151
206-624-6465 (phone)
B00-866-9885 (toli-free)
206-218-9845 (ceih
402-836-2900 (fax)

www.opinionresearch.com

From: Smith, Bob - Washington, DC [mailto:bob.smith@usps.gov]
Sent: Tuesday, January 19, 2010 12:05 PM

5/21/2010




To: Martin Pacino

Cc: Becky Yalch
Subject: RE: IDI Screener

Thanks. We also need the spreadsheet referred to.

Bob Smith
Market Research
Room 1106

202 268 3579

Page 2 of 2

From: Martin Pacino [mailto:Martin.Pacino@opinionresearch.com]
Sent: Friday, January 15, 2010 4:08 PM

To: Smith, Bob - Washington, DC

Cc: Becky Yalch

Subject: IDI Screener

Hi Bob — Becky asked me to forward this on to you. This is the screener we used to set the IDI's.
Hope all is well,

Marty

Martin Pacino
Senior Project Manger

Infogroup | ORC

One Union Square

600 University St. Suite 2704
Seattle, WA 98101-4151
206-624-6465 (phone)
800-866-9885 (woi-free)
206-218-9845 (celt)
402-836-2900 (fax)

www.opinionresearch.com

5/21/2010




Page 1 of 2

A

Whiteman, Greg - Washington, DC

From: Michelson, Rebert - Washington, DC

Sent: Wednesday, January 20, 2010 10:08 AM

To: Neil Wolch; Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: RE: 5-Day Forecasts

Attachments: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Folks,

| started to input the new percentages into my model this morning by updating my chart that sets forth the % change in volume
by account segment. They are in the attached. 1 did not input anything into my model because THEY MAKE NO SENSE and
are not minor adjustments.

For example, there cannot be a 61.9% loss of Priority Mail volume from small businesses. Nor can there be a -8.6% loss of non-
profit Standard Mail for Premiers. | cannot come up with a rational explanation based on the gualitative market research or my
30 years of Postal experience for these numbers.

We need to talk and do so ASAP. 1 am available this afternoon after about 2 pm EST.

Bob

From: Neil Wolch [mailto:neil.wolch@opinionresearch.com]

Sent: Tuesday, January 19, 2010 5:42 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch :

Subject: RE: 5-Day Forecasts

Importance: High

Hi everyone,

I have altached a file that includes revised forecasts, per the note below. The second attachment summarizes the changes,
showing the new forecasts next to those sent on 12/1/09. The National and Consumer segments did not change. Most of the
other changes are fairly small, but a few (for lower volume products) are larger.

What stands out most is the sharp decline in Priority Mail for Small Businesses. There are a few fairly heavy users (compared to
others in the segment) who reported that they would sharply decrease or completely stop their use of this product if the change
were made. This could be a legitimate reaction.

Once again, we are very sorry for the error. Please let us know if you have any questions or comments, or if there is anything
else we can do.

Best regards,

Neil

From: Neil Wolch

Sent: Tuesday, January 19, 2010 10:04 AM

To: Whiteman, Greg - Washington, DC; 'Smith, Bob - Washington, DC'; 'Michelson, Robert - Washington, DC'
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: 5-Day Forecasts

Hi Greg and Bobs,

5/25/2010
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As| just mentioned to Greg, we just discovered that we had accidentally cleaned out mare “inliers" than intended when we
updated the forecasts (to those we sent on 12/1/09). We agreed to drop cases where thefe was a 25% or greater increase in
total volume from the néxt 12 months before 5-Day to the first 12 months with it, since this would not be a logical response to the
change. While this was done, it turns out that we also dropped cases where there was at least a 25% decrease; it is not
unreasohable for an account to report such a decrease, and we did not intend to drop those respondents. The error was due

to a miscommunication on our end, which we realized when pulling comparing our notes in order to update the methodology
report.

We are updating the forecasts and hope to have the revisions to you by the end of today. Clearly, this change will increase our
forecast of the negative impact of the change on volume. Fortunately, it locks like there will not be a change in our forecasts for
National Accounts, and the impact on the higher volume products in the other segments will be relatively smail,

We are very sorry for the mistake. Please let me know if there is anything else we can do to address this.
Best regards,

Neil Wolch
Vice President

Infogroup | ORC

25 Northwest Point Blvd., Suite 800
Elk Grove Village, {L 60007-1099
847-378-2244 (phone)
847-378-2290 (fax)

www opinionresearch.com

5/25/2010




Quantitative Market Research Percentage Loss of Volume by Product by

Customer Segment
121
National Premier Preferred | Small Consumers
Business
Single Piece -1.2% 1.5% -1.0% -2.0% -1.9%
First-Class Mail
Pre-Sort First- -1.1% -0.3% -0.5% NA NA
Class Mail
Regular -0.4% 0.8% -0.5% NA NA
Standard Mail .
Non-Profit 4.7% -4.4% 0.9% NA NA
Standard Mail
Priority Mail -
Regular 0% -0.7% -1.0% NA NA
Periodicals
Non-Profit 0% 2.2% 0.1% NA NA
Periodicals

Quantitative Market Research Percentage Loss of Volume by Product by
Customer Segment

1-19
National Premier Preferred | Small Consumers
' Business
Single Piece -1.2% 1.5% -2.7% -7.0% -1.9%
First-Class Mail '
Pre-Sort First- -1.1% -0.4% -1.1% NA NA
Class Mail
Regular -0.4% 0.5% -0.7% NA NA
Standard Mail
Non-Profit 4.7% -8.6% 0.0% NA NA
Standard Mail
Priority Mail
Regular 0% -3.6% -1.01 NA NA
Periodicals
Non-Profit 0% 1.8% 0.6% NA NA
Periodicals
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Whiteman, Greg - Washington, DC

From: Neil Welch [neil.wolch@opinionresearch.com]

Sent: Wednesday, January 20, 2010 12:08 PM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Beb - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: RE: 5-Day Forecasts

Attachments: USPS 5-Day Delivery - Business Data File - Records to Add Back in (Decreases of 25% or More).xls
Hi Greg,

Attached is a spreadsheet (one tab per segment) that shows the volumes and allocations for the respondents added back in
{those reporting a 25% or greater decrease in total volume as a result of 5-day (compared to next 12 months before 5-day).

Our current thinking is similar to yours, that a case can be made for keeping these respondents out of the analysis (even though
that was not our initial intent).

Looking forward to discussing this at 2:30.

Neit

From: Whiteman, Greg - Washington, DC [mailto:greg.whiteman@usps.gov]
Sent: Wednesday, January 20, 2010 10:24 AM

To: Michelson, Robert - Washington, DC; Neil Wolch; Smith, Bob - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: RE: 5-Day Forecasts

Folks:

Bob, | share you reaction to the Priority Mail number and this also would apply to Express Mail for Preferred
and Small Businesses. Regarding Non-Profit Standard, as the earlier estimate was a 4.4 percent
decrease, is a 8.6 percent decrease significantly different?

Neil, to help us understand how the changes occurred, can your prepare a summary chart of the number of
customers added back in and the specific the volumes and percent reductions (in total for the account and
for the products). In talking with Bob, we raised the following thought; if a small number of accounts had
large reductions and accounted for most of the decreases, then could they be considered in-liers, given that
they may not be “"representative” of the large number of commercial customers in the specific segments?

Given that we did not hear any commercial customers in the groups and the IDIs that they would make
drastic changes in their use of postal services and almost all said they would adapt (a soft term in context of
the magnitude of the range of reactions). We are very concerned that a few customers in the research
could carry a disproportional impact on our volume estimate. Given that it is very hard to construct a
definitive sample frame of commercial mailers, we think it might be the best course of action to consider
these customers who gave us an estimate of huge reductions as in-illers, not really representative of
customers in those segments.

The key question to ask is whether we are more reasonable to consider them as outliers/inliers or as
representative customers within each segment.

We want to be abie to discuss this at 2:30 pm s0 having the profile information on those larger reducers
would be very important,

512112010
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Greg

Greg Whiteman

Manager, Market Research
202-268-3565 (phone)
202-255-2394 (cell)
202-268-5761 (fax)

Greg. Whiteman@usps.gov

From: Michelson, Robert - Washington, DC

Sent: Wednesday, January 20, 2010 10:08 AM

To: Neil Wolch; Whiteman, Greg - Washingten, DC; Smith, Bob - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: RE: 5-Day Forecasts

Folks,

| started fo input the new percentages into my model this morning by updating my chart that sets forth the % change in volume
by account segment. They are in the attached. | did not input anything into my model because THEY MAKE NO SENSE and
are not minor adjustments.

For example, there cannot be a 61.9% loss of Priority Mail volume from small businesses. Nor can there be a -8.6% loss of non-
profit Standard Mail for Premiers. | cannot come up with a rational explanation based on the qualitative market research or my
30 vears of Postal experience for these numbers.

We need to talk and do so ASAP. | am available this afternoon after about 2 pm EST.

Bob

From: Neil Wolch [maifto: neil.wolch@opinionresearch.com]

Sent: Tuesday, January 19, 2010 5:42 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: RE; 5-Day Forecasts

Importance: High

Hi everyone,

I have attached a file that includes revised forecasts, per the note below. The second attachment summarizes the changes,
showing the new forecasts next to those sent on 12/1/09. The National and Consumer segments did not change. Most of the
other changes are fairly small, but a few (for lower volume products} are larger.

What stands out most is the sharp decline in Priority Mail for Small Businesses. There are a few fairly heavy users {(compared to
others in the segment) who reported that they would sharply decrease or completely stop their use of this product if the change
were made. This could be a legitimate reaction.

Once again, we are very sorry for the error. Please let us know if you have any questions or comments, or if there is anything
else we can do.

Best regards,

Neil

5/21/2010
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From: Neil Wolch

Sent: Tuesday, January 19, 2010 10:04 AM

To: Whiteman, Greg - Washington, DC; 'Smith, Bob - Washington, DC'; ‘Michelson, Robert - Washington, DC'
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: 5-Day Forecasts

Hi Greg and Bobs,

As | just mentioned to Greg, we just discovered that we had accidentally cleaned out more "inliers” than intended when we
updated the forecasts (to those we sent on 12/1/09). We agreed to drop cases where there was a 25% or greaterincrease in
total volume from the next 12 months before 5-Day to the first 12 months with it, since this would not be a logical response to the
change. While this was done, it turns out that we also dropped cases where there was at least a 25% decrease; it is not
unreasonable for an account to report such a decrease, and we did not intend to drop those respondents. The error was due

to a miscommunication on our end, which we realized when pulling comparing our notes in order to update the methodology
report.

We are updating the forecasts and hope to have the revisions to you by the end of today. Clearly, this change will increase our
forecast of the negative impact of the change on volume. Fortunately, it looks like there will not be a change in our forecasts for
National Accounts, and the impact on the higher volume products in the other segments will be relatively small.

We are very sorry for the mistake. Please let me know if there is anything else we can do to address this.
Best regards,

Neil Wolch
Vice President

Infogroup | ORC

25 Northwest Point Blvd., Suite 800
Elk Grove Village, IL 60007-1099
847-378-2244 {phone)
847-378-2290 (fax)

www, opinionresearch.com

5/21/2010
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USPS 5-Day Delivery
- Premier Accounts -

Past 12 Months
Q3kd. % USPS | Q3ke. % USPS Non
Q1 Total Pleces of | O3KP: ¥ USPS |Q3ke, % USRS Pre-| ) o Profit QIKE%USPS | Q3kg.%USPs | Qukh%usPs | Qak.usps | OBK-%USPS |askk X USPSNon
Mall Single Plece First- | SortFirst-Class | o iard/Bulk | standard/Bulk | PriorityMail | ExpressMail Parcel Select Parcel post | "egular Periodical | Profit Periodical
Class Mail Mall Mail Mail
mall Mall
100,000 0 0 0 0 0 0 0 0 100 o
500,000 0 0 0 0 0 0 0 0 100 0
3,000,000 0 0 100 0 0 0 0 0 0 0
200 0 0 0 0 10 0 0 0 0 0
52,000,000 0 0 0 0 0 0 0 0 100 0
1,000,000 0 0 0 0 0 0 a8 2 0 0
100,000 0 0 0 0 60 10 5 5 0 0
1,500 100 0 0 0 0 0 0 0 0 0
1,500,000 D 0 0 0 10 10 0. 70 0 0
1,500,000 0 0 0 0 D 0 0. 0 100 0
SOARTTEEENE 2,000,000 1 1 49 49 0 0 0 0 0 0
B 5,000 0 g Q 0 0 35 0 0 0 0.
SR 2,200,000 0 0 0 0 [} [ 0 0. 99 0
5 5,000 0 20 0 0 0 0 0 0 0 0
400,000 0 0 0 o 100 0 0. 0 0 0
660,000 0 0 0 0 0 0 0 0 100 0
744,000 0 0 0 0 0 0 0 0 100 - 0
60,000 70 30 D 0 0 0 ) 0 0 0
50,000 70 5 0 0 0 0 D 0 0 0
2,500,000 0 100 0 0 0 0 D 0 0 0
50,000 0 0 0 0 0 0 0 0 0 100
12,000 &0 30 b 0 5 0 0 0 0 0
3,000 15 10~ 0 0 0 0 0 0 Q 0
8,000 100 0 0 0 0 0 0 0 i 0
65,000 0 100 0 0 "0 0 0 0 0 0
100,000 - 50 10 0 D 10 1 0 0 0 0
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USPS §-Day Dellvery
- Premier Accounts -

Q3kn-Q3ke. %
Other Types of
Mall

aololdlw|ele|n|e|olo|o |B]=[R]lelelBcIB|e|=|B|o|e|e

N
w

Page 3



USPS s5-Day Dellvery
- Promior Accounts -

Next 12 Months
Qekd. % USPS | Q6ke. % USPS Non .
Q4 Total Pleces of | (0KD: % USPS | Q6kc. % USPS Pre- Regular Profit Qskf. %USPs | Qekg.%USPS | Qekh.%UsPs | aekl.susps | OK-%USPS  1Q6kk. % USPSNon
Single Piece First- | Sort First-Class Regular Periodical| Profit Periodical
Mail ) Standard/Bulk standard/Bulk Priority Mail Express Mail Parcel Select Parcel Post . s
Class Mail Mail . Mail Mai)
Mail Mall

100,000 0 0 0 0 0 Q 0 0 100 0
500,000 0 0 8] 0 0 0 Q 0 100 ¢}
3,500,000 0 0 100 9] 0 0 Q 0 0 ¢}
100 0 0 0 Q 5 0 Q 0 1] 0
52,000,000 0 0 0 0 O 0 0 4] 100 0
1,500,000 0 0 0 0 0 4] 99 1 0 0
120,000 0 0 0 Q0 G5 5 5 10 o] 0
2,000 100 0 0 Q 0 0 0 )] 0 0
1,500,000 0 0 4] 0 10 70 0 10 0 0
1,500,000 Q ¢} 0 o] 0 D 0 o] 100 0
2,000,000 1 1 49 45 0 0 0 0 o Q
5,000 0 0 0 o] Q 0 0 65 0 Q
2,200,000 0 0 0 0 0 0 0 0 a5 Q
7,000 0 10 0 0 0 0 0 0 0 0
350,000 0 0 0 0 100 o] 0 0 0 o]
650,000 4] 0 0 4] 0 0 0 ¢} 100 4]
744,000 0 0 0 0 0 0 0 4] 100 o]
60,000 70 30 0 [} 0 4] 0 0 0 ]
120,000 75 20 0 0 0 0 0 0 0 o
2,500,000 0 100 [ 0 0 4] 0 0 o] 0

100,000 0 ¢} [¢] 0 0 0 0 0 0 100
15,000 50 20 0 0 15 0 0 0 0 D
3,200 100 0 0 0 0 0 o] 0 0 0
8,000 100 0 0 0 a 0 0 0 o] 0
70,000 0 100 0 0 0 0 0 0 0 0
60,000 15 35 Q 0 15 0 o 0 0 0
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USPS 5-Day Delivery
- Premier Accounts -

Qaskn-Q6kt. %
Other Types of
mail
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USPS 5-Day Delivery
- Premier Accounts -
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USPS 5-Day Delivery
- Premler Accounts -
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USPS 5-Day Dellvery
- Preferred Accounts -

Past 12 Months
G3kd. % USPS  |Q3ke. % USPS Nan .
5| Q1 Tatal Pleces o | B3K0- % USPS | Q3ke. KUSPS Pre-) o) Profit . QaM.%USPS | Q3kg.%USPS | a3kh.%usPs | aqaki.%usps | O3K-%USPS |Qakk % USPSNon
Mail Single Piece Flrst- | Sort FIrst-Class | o\ ird/Bulk | Standard/Bulk | PriorityMail. |  Express Mail Parcel Select Parcel pust | FeBular Periodical) Pecfit Periodical
Class Mail Mail ’ : Mail Mall
_Mall mMall
45,000 0 0 D ) ) 100 0 0 0 0
145 100 0 0 0 0 o 0 D 0 0
12,250 89 2 1 0 3 1 ] 0 1] 0
500 67 0 0 0 2 10 0 0 0 0
140,000 25 0 0 0 D 0 0 D 0 0
30,500 11 30 5 0 2 1 0 0 0 0
1,250 75 0 0 0 10 0 0 5 0 0
7,780 44 0 0 0 1 1 ) D 0 0
667 100 0 0 0 0 0 0 0 0 0
1,210 0 50 0 0 0 0 0 0 0 0
466,400 20 5 20 10 0 0 0 0 30 0
22,000 0 ¢ 0 100 0 0 Q 0 0 4]
100 100 ) 0 0 0 0 0 0 0 0
29,500 20 1 0 20 2 0 0 3 0 30
11,050 40 0 0 0 0 0 0 0 0 0
3,500 ) 1] 20 [ 0 10 [ 0 ] 0
111,100 14 a 0 0 14 0 0 0 0 o
- 6,000 95 0 0 0 5 0 0 0 0 0
16,025 ) 0 0 50 5 0 0 0. 0 )
1,537 85 0 [ 0 4 s "} 0. 0 0
27,510 1 a 0 95 0 0 0 0 0 0
1,968 30 1 4] 25 2 4 0 0 o] 25
4,519 5 D 0 0 10 0 0 2 0 0
11,600 10 0 85 0 g 0 0 0 0 0
6,000 0 0 0 0 0 0 0 0 100 0
600,000 0 0 0 0 0 0 0 0 100 0
312,000 0 0 0 0 .0 D 0 0 100 0
300 0 0 0 0 0 0 0 25 0 a
78,000 0 0 0 0 0 0 0 0 100 0
20,000 0 0 0 B 0 100 0 0 D D
30,000 50 0 0 0 20 20 o 0 D 0
150,000 0 0 100 0 0 D 0 0 0 0
4 ] 0 0 75 0 0 ] 0 0 0
7,300 0 0 0 0 0 0 0 0 100 0
6,500 0 0 a 100 0 0 0 0 0 0
500 0 0 0 0 20 0 0 5 0 0
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USPS 5-Day Dellvery
- Preferred Accounts -

Q3kn-Q3kt. %
Other Types of
Mail
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USPS S5-Day Dellvery
- Preferred Accounts -

Next 12 Months
: Q6kd. % USPS | Gke. % USPS Non .
Q4 Total Pieces of| _ 26K % USPS | QBkc. % USPS Pre- Regular Profit Qekf. % USPS | Qekg. %USPS | Qekh.%UsPs | aekixuses | Q5K %USPS |Qskk.% USPS Nan
Mail Single Piece First- | SartFirstClass | o, iard/Bulk | Standard/Bulk | Priority Mail Express Mail Parcel Select Parcel post | ReEUIar Perlodical | Profit Periodical
Class Mail Mail Mall Mail
Mail Mall

45,000 0 0 o 0 0 100 0 0 0 0
145 100 0 0 0 0 0 0 0 0 0
10,750 96 1 0 0 1 0 0 0 0 0
500 67 0 0 0 2 10 0 0 0 0
150,000 10 30 0 0 0 0 0 0 0 0
25,000 11 30 5 0 2 1 0 0 0 0
2,150 a5 0 0 0 5 0 0 5 0 0
87,700 43 0 0 0 1 1 0 1 0 0
667 70 0 30 0 0 0 -0 0 0 0
1,205 [ 0 ) 20 0 0 0 0 0 0
466,400 20 10 50 0 0 0 0 0 0 )
15,000 30 0 0 20 0 0 0 0 0 0
150 100 0 0 0 0 0 [ 0 0 0
27,500 20 1 2 25 1 0 0 1 1 24
11,050 a0 0 0 0 0 0 0 c o 0
ssgsmm*% 708,800 20 0 20 0 0 0 0 0 0 0
B A ] 121,000 14 0 0 0 14 14 0 0 0 0
FUTTRSE R 6,000 95 0 0 0 5 0 0 0 0 0
P e e 16,025 a4 0 0 50 [ 0 0 0 0 0
58 T 2,737 15 15 0 0 15 15 0 0 0 ]
785%&5&%%‘?? 24,235 1 a 0 72 0 0 0 0 0 i
2,066 15 0 0 30 5 2 0 0 0 0
74,570 2 1 0 0 5 5 0 5 0 0
11,600 5 5 50 0 0 0 0 0 0 0
5,000 0 0 0 0 0 0 0 0 100 0
700,000 0 0 0 0 0 0 0 0 100 0
468,000 0 0 0 o 0 0 0 0 100 0
2,500 0 0 0 o 0 0 100 0 0 0
85,000 0 0 0 o 0 0 0 0 100 0
20,000 0 0 0 0 0 100 0 0 o 0
30,000 60 0 0 0 20 20 0 0 0 0
200,000 0 0 80 0 0 0 ) 0 0 )
a 0 0 ) 50 0 0 ) 0 0 0
8,000 0 0 0 0 0 0 0 0 100 0
7,200 0 0 0 100 0 0 0 0 0 0
1,000 0 0 0 0 50 ) 0 0 0 0
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USPS 5-Day Delivery
- Preferred Accounts -

Q6kn-Q6kt. %
Other Types of
Mall
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USPS 5-Day Delivery
- Prefarred Accounts -

ssssm*!lttaﬂfﬁﬁ»‘fk A2

‘hﬁ?f@\ﬁﬁlﬁ%
i

753%4-_-;%, i

Page 12




USPS §-Day Delivery
- Prefarred Accounts -

Page 13



USPS 5-Day Delivery
- Small Businesses -

Past 12 Months
Q3kd. % USPS | Q3ke. % USPS Non i
Q1 Total Pieces of |Q3ka. % USPS First Regular . Profit Q3kf. % USPS Q3kg. %USPS .|  Q3kh, % USPS Q3ki. % USPS Q3kj. % USPS _ [Q3kk. % USPS Non|  Qkn-Qdkt. %
Regular Periodical| Profit Periodical | Other Types of
Mall Class Mall Standard/Bulk Standard/Bulk Priority Mall Express Malil Parcel Select Parcel Post Mail Mail Mail
Mail Mail
555 93 0 0 1 Q 0 1 0 0 5
1 0 0 0 100 0 0 o 0 0. 0
3,000 0 0 0 40 1 0 58 0 o 1
100 0 0 [ 100 0 0 0 0 0 0~
601 25 0 [ 35 0 0 .15 0 0 25
465 80 0 0 3 0 0 0 [ 0 17
60 75 0 0 0 0 0 0 0 0 25
1,080 100 0 [ 0 0 0 0 0 0 0
2,707 85 0 o 10 0 0 3 0 0 2
14 50 0 0 [ 0 0 50 i 0 0
425 50 0 0 5 5 0 0 0 0 40
35 50 0 0 0 0 [ 0 i 0 50
316 1 Q [ 80 1 [ 0 0 0 18
150 100 0 0 0 0 . 0 0 0 0 0
2,084 50 0 0 30 0 0 5 0 0 15
145 75 0 0 5.° 0 0 0 0 0 ol
116 100 4] 0 0 o ) 0 o 0 0 .
- 75 100 0 0 ¢ 0 0 0 0 0 0
253 11 0 0 ) 0 0 1 0 0 79
15,060 80 0 0 5 0 o 5 0 0 10
755 80 0 0 10 0 [ 0 0 0 10
298 8 0 0. 0 0 0 4 0 g 88
20 100 0 0 [ 0 0 0 0 i 0
25 0 0 0 100 0 0 0 0 ¢ 0
13 0 o 0 80 0 0 5 0 0 15
230 95 0 0 5 0 0 0 0 0 1
10 20 [§ 0 0 0 0 0 0 0 80
556 0 0 0 ] 3 0 0 0 0 2
25 . 100 0 0 0 a 0 0 0 0 c
2,640 15 0 0 10 5 o 0 0 0 50
150 1060 0 0 0 a 0 0 0 0 0
30 3 ¥ 0 3 0 0 0 0 0 94
1,000 100 0 0 0 0 0 0 [} o 0
2,200 25 [} [+ 5 0 o 0 o 0 70
250 100 [ 0 0 0 0 0 0 0 0
1,020 5 0 t] ‘5 0 0 5 Q 0 85
Jg0 100 0 0 0 0 0 0 0 0 0
800 75 0 [ 0 10 [t 0 0 0 15
10,418 28 0 0 0 0 0 56 0 0 17
200 40 0 o 10 0 0 0 0 0 50
1,280 20 0 0 70 0 0 10 i 0 0
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USPS 5-Day Delivery
- Small Businesses -

" Past 12 Months
: Q3kd. % USPs | Q3ke. % USPS Non
3| Q1 Totat Pieces of |Q3ka. % USPS First Regular Profit | QL%USPS | Q3kg %USPS | Q3kh.%USPS QKL % USPS Re?;:i;;:ﬂ::fm Q::;:f,::::::;f‘ ;1:’:%1':;2
Mail Class Mall Standaqd/ﬂull_c Standard/Bulk Priority Mail Express Mail Parcel Select Parcel Post ~ sl Mail ’ Mall B
Matil Mall
6 2 o 0 0 0 0 0 ] 0 S8
3 25 0 0 0 .0 0 0 0 0 75
165 100 0 0 0 0 0 0 0 0 0
135 60 0 0 0 0 0 0 0 0 40
165 0 0 0 1 0 0 0 0 0 99 -
230 5 0 g 2 Q 0 0 0 0 93
58,580 63 0 0 0 13 0 25 0 0 0
75 100 0 0 0 0 0 0 0 0 0
300 100 0 0 0 0 0 0 0 0 0
55 50 0 0 30 0 0 15 0 0 5
143 20 0 0. 0 0 0 10 0 0 70
230 20 0 0 50 0 0 15 0 0 15
17 TREE s 63 100 0 0 0 0 0 0 0 [ -0
LSRRGS 150 50 0 0 0 35 0 0 0 [ 15
TAFRIREE R 4,100 30 0 0 20 0 ) 0 0 0 50 .
TAEA 7 AR 2,580 100 0 0 0 0 0. ¢ -0 0 0
TASTARRE T 150 100 0 0 - 0 0 0 0 0 0 0
iSoossR IR 900 80 0 0 5. 0 0 5. 0 o 10 -
isoor el 560 15 0 0 5 0 0 60 0 0 20
STy 74 12 0 0 5 0 ) 15 ‘0 0 68 .
PP e g 50 0 [ 0 0 0 0 0 o " 5D
1535 REE T 4,000 100 0 0 0 0 0 0 0 o 0
TS0 1,150 100 0 0 0 0 0 0 0 0 0
e TR 120 50 0 0 0 0 0 0 0 0 50
15300 PR 2,105 50 0 0 0 0 g’ 0 3 0 50
FCETE L i 100 0 0 0 10 0 9 0 o 0 90"
isasE T 30,035 0 0 0 100 0 0 0 0 0 0
15486 500 100 0 0 0 0 0 0 0 0 0
18 : 270 75 1] 0 0 0 0 4 o 0 25
950 15 0 0 15 0 0 25 0 0 45
12 10 0 0 0 0 D 0 0 0 90
39 0 0 0 5 0 ‘D 0 0 0 95
1,345 20 0 0 20 0 0 5 0 0 55
59 50 0 0 40 0 0 10 0 0 0
350 0 0 0 60 0 0 20 0 0 20
155 50 0 0 0 0 0 0 0 0 50
"""" 76 . 80 Q 0 10 5 0 0 0 0 5
63 50 5 0 10 0 0 0 ) 0 0
1636 52 100 0 0 0 0 [i} 0 0 0 0
60 50 "] 0 10 0 0 25 0 0 5
16634 20,087 90 o 0 0 0 0 0 0 0 10
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USPS 5-Day Dellvery
- Small Businesses -

Past 12 Months
Q3kd, % USPS  |Q3ke. % USPS Non .
Q1 Total Pieces of [Q3ka. % USPS First|  Regular Profit Q3L %USPS | Qikg.%USPS | Qakh.%USPS | Qakiusps | OOk-%USPS \QSkk-%USPSNom) Q3kn-Qakt.%
N : Regular Periodical| Profit Perlcdical | Other Types of
Mall Class Mail Standard/Bulk Standard/Bulk Priority mall Express Mall Parcel Select Parcel Post ol Mail Mall
Mall mall

95 ) 0 0 0 0 0 0 0 0 10
2,048 80 0 0 -0 0 0 10 0 0 10
5 20 0 0 0 0 0 0 0 0 80
72,000 95 0 0 0 0 0 0 0 0 5
250 20 0 0 0 0 0 0 0 0 20
200 0 0 0 100 0 0 0 0 0 0
30 100 0 0 4] 0 0 o 0 0 0
3,000 100 0 Q 0 0 i 0 0 0 0
1,400 100 0 0 0 0 [} 0 0 0 0
7 20 0 0 0 0 0 0 0 0 80
2 0 0 s 100 0 0 0 (1] 0. 0
2,009 20 0 0 i 0 1] 0 0 0 79
240 0 0 0 100 0 0 0 1] 0 0.
13 85 0 0 10 0 0 5 o 0 ¢
435 60 - 0 0 10 5 0 Q 0 0 25
50 20 Q 0. 60 1] 0 20 Q 0 4]
10,010 10 0 0 50 0 o 20 0 0 20
503 50 1] 0 0 0 1] 5. ¢ 0 45
16,500 100 0 0 0 Q 0 0 [ 0 0
2 100 0 0 [} 0 0 0 0 0 0
1,400 30 0 0 10 Q 0 10 0 0 50
143 100 0 0 0 0 0 0 0 0 0
61 80 0 0 20 0 0 0 0 0 0
30 56 0 0 2 D 0 s} 0 o] 2.
100 20 0 0 0 0 0 .0 0 0 80
1 100 (4] 0 0 0 0 0 0 0 Q
11 98 Q 0 0 0 0 2 0 0 0

3 50 0 0 2 0 0 2 0 0 46
360 70 0 0 10 0 0 0. 0 0 20
200 99 0 Q 0 0 ) 1] 0 0 1
25 100 0 0 0 0 0 1] 0 [i 0
48 40 0 0 10 0 0 10 0 0 40
200 0 0 0 50 50 [ 0 0 0 0
65,000 5 0 0 10 0 [ 0 0 0 85
1,080 &0 0 0 0 0 0 10 0 Q 30
4 100 ¢ 0 0 0 0 0 Q 0 0
15,075 20 0 0 60 1 0 5 0 Q 14
20 100 0 0 [ 0 0 0 0 0 0
60 10 0 0 0 0 0 0 0 0 90
4 4] g 0 0 0 0 2 [}} 0 98
170 [\] Q 0 0 5 0 0 0 Q 85
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USPS §-Day Delivery
- Small Businesses -

Past12 Months
Q3kd. % USPS | Q3ke. % USPS Non . i
3kj. % USPS 3kk. % USPS Non 3kn-0O3kt. %
Q1 Total Pieces of Q3ka. 9% USPS First] Regular Profit Q3KE. % L5SPS Q3kg. % USPS Q3kh. % USPS ) Q3ki. % USPS Regul ajr Periodical QP rofit Perlodical gthe':"rlypes of
Mail Class Mall Standard/Bulk Standard/Bulk Priority Mail Express Mail Parcel Select Parcel Post Mail Mail Mall

Mail Mall )

10,000 100 0 o] 0 [*] 0 4] 0 0 4]

4,200 40 0 Q 0 3 [+] 1] 0 0 57
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USPS 5-Day Delivery
- Small Businesses -

Next 12 Months
aekd. % USPS | Qbke. % USPS Non
Q4 Total Pieces of |Q6ka. % USPS First|  Regular Profit QSKE.% USPS | Qokg %USPS | Qekh.%UsPs | Qeki.usps | 25M-%USPS [Q6Kk.%USPSNon| - Qbkn-Q6kt. %
Mail Class Mail standard/Bulk Standard/Bulk Prlority Mail Express Mall Parcel Select Parcel] Post Regular Periodical | Profit Per.mdiml Other Ty’pes of
. Mail Mail Mail
Mail Mall

481 93 0 0 1 0 0 1 0 0 5

99 0 0 0 100 0 (1} 0 0 0 0

4,000 0 o ¢ 42 0 0 58 0 0 0

150 0 0 0 100 0 0 0 0 0 0

702 20 0 0 40 0 0 10 0 0 30

523 80 0 0 3 0 0 0 0 0 17

60 75 [i] 0 0 0 0 0 0 0 25

1,080 100 0 0 0 0 0 0 0 0 0

2,292 98 0 0 0 0 0 0 0 0 2

14 70 0 0 0 0 0 20 0 0 0

425 50 ] 0 0 5 Q 0 0 0 45

18 5 ) 0 0 0 0 0 0 0 95

391 4 0 0 80 1 0 0 0 Q 15

200 100 0 0 0 0 0 0 0 Q 0

3,136 40 0 Q 30 0 0 0 Q 0 30

110 50 D 0 5 0 0 0 Q 0 45

116 100 0 D ] 0 0 0 Q 0 0

P A P D 80 100 0 0 0 0 0 0 Q 0 0
A R 281 5 0 0 5 0 0 5 0 0 84
{451 20,087 95 0 0 0 0 0 Q Q 0 5
755 80 0 0 10 Q 0 0 9 0 10

472 10 0 0 ] 0 0 3 Q Q 87

40 100 0 0 [} 0 Q [ [i] 0 0
110 0 0 0 80 0 0 a 0 0 20

133 0 0 0 85 0 0 15 0 0 0
200 40 0 0 10 ) Q ] 0 0 50

10 100 0 0 0 0 0 0 0 0 0

995 100 0 ) 0 0 0 ] 0 0 0

15,000 100 0 0 0 0 % 0 0 Q 0
1,740 25 0 0 10 0 D 0 Q Q 65

200 100 0 0 0 0 D 0 Q Q 0
29 1 0 0 3 0 0 0 Q Q 96

1,000 100 0 0 0 0 0 0 0 Q 0

700 25 0 0 0 0 ¥ 0 Q Q 75

250 100 v} 0 0 0 0 0 Q 0 0

1,020 10 0 0 5 0 0 [i 0 0 85

12522 280 ° 100 0 0 0 0 0 0 0 0 0
800 75 0 0 0 3 D 0 0 0 22
5785 10,553 11 0 0 11 11 [ 56 0 0 11
30! 200 25 0 0 10 0 0 0 0 Q 65
13387 ' 52,400 15 0 0 80 0 [} 5 0 0 0
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USPS 5-Day Delivery
- Small Businesses -

SR AR T
Next 12 Months
Qbkd. % USPS | Qbke. % USPS Non:
Q4 Total Pleces of |Q6ka. % USPS First|  Regular Profit Q6K % USPS | Q6kg.%USPS | Qekh.%UsPS | Qeki%usps | OSd-%USPS QGkk.%USPSNonm - Qbkn-Qbkt. %
. 3 . Regular Periodical| Profit Periodical | Other Types of
Mail Class Mail Standard/Buik Standard/Bulk Priority Mall Express Mail Parcel Select Parcel Post Mall Mail Mall
Mail Mail
4 0 )] 0 0 0 0 Q 0 0 100
3 25 0 0 0 0 0 0 0 0 75
170 100 4] 0 o] 0 0 ‘0 4] 0 0
135 60 0 0 0 0 0 0 0 0 40
260 0 0 [ 0 0 0 8] 4] 0 100
325 2 0 ¢} 0 0 )] 0 0 0 98
40,400 &0 0 0 20 o] 0 20 o] o] 0
75 100 0 Q 0 8] 0 )] o] 0 0
300 100 0 Y 0 [+ 0 8] o] 1] 0
70 35 0 4] 30 o] 0 15 o] 0 20
204 15 0 1] 0 0 0 10 8] 0 73
275 0 0 Q 50 0 0 20 0 0 30
63 100 0 4] 0 0 D 0 0 Q 0
El 100 0 4] 0 0 0 0 0 3] 0
20 70 0 0 0 0 D 0 0 0 30
10,160 100 0 0 ] Q 0 )] 0 0 0
200 100 o] 0 0 0 0 1] 0 0 0
850 100 0 0 0 1) 0 0 0 0 0
560 15 0 0 5 Q o] 80 0 0 20
74 18 o Q 1 Q "] 19 0 0 62
8 &0 [¢] 0 0 Q "] 1) 0 0 40
4,000 100 0 0 0 Q 0 ] 0 0 0
1,150 100 0 0 0 Q 0 o] 0 [¢] 0
120 50 0 0 0 Q 0 0 0 0 50
2,608 &0 [¢] 4] 0 0 0 0 0 0 40
300 Q 0 0 10 0 3] 4] 0 0 90
25,025 Q 4] 0 100 a 4] 0 0 0 0
500 100 0 Q Q &) 0 0 0 8] 0
470 50 0 0 Q 0 0 0 0 0 50
10,850 25 0 0 Q 0 0 70 0 0 5
1 0 8] 0 Q 0 0 0 0 0 100
127 40 0 0 10 o 4] 0 0 4 50
1,610 20 0 0 5 4] 0 5 0 [¢] 70
105 501 0 Q 40 4] 4] 10 4] 0 0
6,062 Q D [v] 60 (] Q 0 0 0 40
165 50 ] 3] [s] Q Q 0 Q 8] 50
a5 80 0 0 10 5 Q 0 0 0 5
63 100 4] 0 0 0 a 0 0 0 1Y
102 100 0 0 Q 0 4] 0 0 0 1Y
B8 20 0 Q 60 ] 0 20 0 ] a
20,150 80 0 0 0 0 D o] 4] 0 10
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USPS 5-Day Dellvery
- Small Businesses -

Next 12 Months
Qae6kd. % USPS |Q6ke. % USPS Non
Q4 Total Pieces of |Q6ka. % LISPS First; Regular Profit Qoekf. % USPS Qbkg. % USPS Qbkh. % USPS Qéki. % USPS Re?:l:j; ::r':z:?’m Q::(ci:.i:::l:::::;n ;T:::?f:s:
Mail Class Mail Standard/Bulk Standard/Bulk Priarlty Mall Express Mail Parcel Select Parcel Post
Mail Mail Mall
Mall Mail
91 90 0 Q 4] 0 0 0 0 Q 10
2,308 80 0 0 Q 0 ¢ 10 o] 0 10
5 0O 0 0 0 Q 0 0 0 0 100
72,000 8] 0 8] a5 0 0 0 8] 0 5
535 85 0 0 [4] 0 Q 0 0 0 15
200 0 o] 0 100 0 0 0 0 0 Q
30 100 o] 0 [s} o] 0 0 0 4] 0
5,000 100 0 0 0 0 Q 0 0 0 0
1,400 100 0 0 0 0 Q O 0 4] 0
7 0 0 o] 100 Q Q 1] 0 0 0
2 10 ] 1] 90 Q Q 1] 0 0 0
2,012 20 0 Q 0 D Q 0 0 0 30
190 Q 0 o] 100 o Q 0 0 0 0
63 95 0 0 5 ° 0 0 0 0 0
580 55 0 )] 5 0O 8] 1] 0 0 40
5 10 0 0 80 ] 4] 10 0 0 o]
10,010 60 0 Q0 15 ) o] 10 0 0 15
403 50 0 0 4] 0 0 5 9] 0 45
3,400 100 0 0 0 0 D a 0 ] 0
i 2 100 0 0 0 0 o] q 0 0 0
’W;&* 2,100 30 D 0 10 0 0 20 0 0 40
:u ‘L“‘éa%s 163 75 0 0 0 0 0 25 0 0 0
61 30 0 0 20 0 0 0 0 1} 0
20 96 o] [¢] 2 0 0 0 o] Q 2
200 20 0 0 0 0 0 0 Q Q 30
2 100 o] 0 0 4] Q 0 Q Q 0
125 100 0 0 Q 0 Q 0 0 4] 0
250 50 [¢] 9] Q Q 3] 2 0 4] 48
380 0 D 9] S0 o] 4] 0 0 Q 50
200 37 0 Q 1 1 O 0 D 0 61
50 100 0 Q Q 0 Q 0 0 0 0
48 40 0 Q 10 0 Q 10 Q 0 40
500 0 0 Q 100 Q 8] 0 0 0 4]
65,000 12 0 0 3 0 0O 0 0 a] 85
1,959 &0 Q 0 o] 0 Q 5 0 0 35
5 100 8] 0 0 0 4] 0 0 8] 4]
20,075 20 0 Q0 63 2 0O > 0 0 10
20 100 0 0 [4] 0 4] 0 0 0 0
&0 10 [¢] 8] 0 0 0 8] 0 6] K
12 0 0 o] 0 0 4] 0 9] 0 100
100 0 Q 0 D 0 8] 0 Q 0 100
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USPS 5-Day Delivery
- Small Businesses -

Next 12 Months
Q6kd. % USPS | Q6ke. % USPS Non
6kj. % USPS kk. % USPS Non| Qekn-Qskt. %
77| Q4 Total Pieces of |Q6ka. % USPS First Regular Profit QK. %USPS | Q6kg. %USPS | QBkh.% USPS | Q6ki.%USPS Requla'r eriodical Q:mﬂ::',eﬁ ot &herg o
i Mall Class Mail Standard/Bulk | Standard/Bulk | Priority Mail Express Mail Parcel Select Parcel Post 8 YPe
Mail Mail Mail
Mail Mail
100 100 0 0 0 0 0 0 0 0 a
4,050 39 0 0 0 3 0 0 0 0 58
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USPS 5-Day Delivery
- Small Businesses -
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USPS 5-Day Dellvery
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USPS 5-Day Delivery
- Small Businesses -
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- Small Businesses -
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Whiteman, Greg - Washington, DC

From: Neil Wolch [neil.wolch@opinionresearch.com]

Sent:  Thursday, December 03, 2009 5:34 PM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: RE: Updated Forecasts

Hi everyone,

We're just checking in to see how the latest forecasts lock to you. We hope your preparations for the Monday meeting are going
well. Please let us know if we can be of any further assistance.

Cheers,

Neil

From: Neil Wolch

Sent: Tuesday, December 01, 2009 4:18 PM

To: 'Whiteman, Greg - Washington, DC'; 'Michelson, Robert - Washington, DC'; *Smith, Bob - Washington, DC'
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: RE: Updated Forecasts

Importance: High

Hi Greg and Bobs,

Since we spoke this moming, we deleted one respondent from a National Account (the case we discussed) and four from
Premier Accounts. Those four had responses that are logically inconsistent, especially when we checked back against their data
in CBCIS. There were another few respondents who indicated they do/would use non-profit Standard Mail or Periodical Mail in

two of the time periods, but indicated the regular version of the applicable product in the other; after checking out those accounts'
websites, we feel comfortable changing their inconsistent answer to the non-profit product.

The attached forecasts reflect these changes. Only the National and Premier forecasts have changed since yesterday.
Please let us know if you have any questions or comments.
Best regards,

Neil’

From: Neil Wolch

Sent: Monday, November 30, 2009 6:07 PM

To: 'Whiteman, Greg - Washington, DC'; 'Michelson, Robert - Washington, DC'; 'Smith, Bob - Washington, DC'
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: Updated Forecasts

Hi all,

Attached are the updated forecast sheets. They reflect the changes we have discussed over the past couple of weeks, including:
deletion of "inliers” (those reporting that there would be a 25% or greater increase in total volume for the first 12 months with 5-
day delivery compared to the next 12 months in the absence of a service change), dropping the forecasts for Parcel Post and
Parcel Select (due to low sample sizes and low impact on total USPS revenue), relabeling "raw" changes to "unadjusted”
changes, and implementing adjusted weights for the Premier and Preferred segments to reflect the breakouts of regular vs. non-
profit volume for Standard Mail and Periodical Mail (reflecting the data John White sent earlier today).

5/21/2010
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In addition, we found one more Preferred Account with suspect {inconsistent) responses, so we took that respondent out of the
dataset. We'd be happy to discuss this further if you would like.

Please let us know if you have any questions or comments.
Best regards,

Neil Wolch

Vice President

Opinion Research Corporation

Please note new information:

25 Northwest Point Blvd., Suite 800

Elk Grove Village, [L 60007-1099

Phone: 847-378-2244

Fax: 847-378-2290

e-mail: Nei. Wolch@opinionresearch.com

5/21/2010
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Calculate Average Across Respondents

_ Tnsert Indlvidual Respondent Dala Changes Calculated Based on Averages Across Respondents
Mean Volume (12 Month Period) % Changa from Past 12 Month ~ %, Change Aftributable to Switch to 5-Day
Future Volume {Next 12 Months) . Volume Unad|usted Adjusted
) Adjusted Future IF 5-Day As % of As % of As % of As % of
Before 5-Day Likelihood of Volume IF Concept PAST 12 NEXT 12 PAST 12 NEXT 12
Past 12 Concept IF 5-Day Concept| Change (Q10 Concept If No Service Implemented Month Month Moenth Month
Months Mentloned Implemented Raling) Imptemented Change {Raw} Volume Volume Volume Yolume
B [ D E F G H f J K L
Product {are codes
Single Piece FCM (2, b) ~ MEAN 1,200,976" . 1,356,902 . .. 1,342,990 . 13.0% 11.4% -1.8% -1.4% 1.2% -1.0%
Pre-Sort FCM (3, c) - MEAN 7 83,471,124 . 7.8% 2.2% 56% -5.2% 1.1% -1.0%
Regular Standard/Bulk Mail (4, d) -~ MEAN : 0.2% -1.9% -2.1% -2.1% -0.4% D.4%
Non-Profit Standard/Bulk Mail (5, €) - MEAN -8.6% 14.9% 23.5% 25.7% 4.7% 51%
Prigrity Mall {6, f) — MEAN -8.0% -24.0% -16.0% 17.4% -7.2% -7.8%
Express Mall {7, g) — MEAN 17.4% -11.5% -3.8% -5.0% 1.2% -1.0%
Regular Periodical Mail (10, ) ~ MEAN 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
19.9% 15.9% 0.0% 0.0% 0.0% 0.0%

Non-Profit Periodical Mal! {11, k) — MEAN

NOTE: All data are based on all respondents from National Accounts
NOTE: For respondants who ciaim Farcel Select volume in Q2 but do not show such volume in the USPS database, the volume they attribule (0 Parcel Select has been reset lo 0
Explanafion of Columns:
The following columns require calculation of means (for each product) based on data for each respendent in the segment (including those with a value of 0);
Column B: sum of # of pieces across appiications in Q1 * proportion of these sent using applicable product in Q3 (using 100% if only this product was selecled in Q2)
Column C: sum of # of pisces across applicalions in Q4 * proportion of these that would be sent using applicable product in Q6 (using 100% if only this product was selected m Q5)
Column D: sum of # of pieces across applications in Q7 ™ proportion of these that would be sent using applicable product in Q9 (using 100% if only this product was selected in Q8)
Column F; (Column D - Column C) ™ (Column E/1 0) + Column C
Column E: response o Q10 (Likelihood thal change fo 5-Day would impact volume of pieces or how they are sent; do not average across respondents)
The following columns require calculations based on the means in the previous columns:
Column G: {Column C - Column B) / Column B
Column H: {Column D - Column B} / Column 8
Column I: (Column D - Column C) / Column B8
Column J: (Column D - Cofumn C) / Column C
Column K: (Column F - Column C) / Column B
Column L: (Column F - Calumn C) / Column C




Lo Seqment Proibr ACeubis (n=630) -

Calculate Average Across Respondents
Tnserl Indlvidual Responqent Data Changes Calculated Based on Averages Across Respondents
Mean Volume (12 Month Period} % Changa from Past 12 Mobih %, Ghang e ARnbutabie to SWitch to 5-Day
Future Volume {Next 12 Months) Volume Unadjusted Ad|usted
Adjusted Future IF 5-Day As % of As % of As % of As % of
Before 5-Day Likelihood of Volume IF . Concept | PAST12 NEXT 12 PAST 12 NEXT 12
Past 12 Concept IF 5-Day Concept| Change (Q10 Concept If No Service Implemented |- Month Month Month Month
Months Mentioned Implemented Rating) Implemented Change {Raw) Volume Volume Volume Volume
8 C o E F G H f J K L
Product {qre cades)
Single Plece FCM (2, b) - MEAN J 93% -8.2% 1.1% 1.2% 1.5% 1.7%
Pre-Sort FCM (3, ¢) - MEAN -24.8% -24.7% 01% - 0.2% -0.3% 0.4%
Regular Standardi8ulk Mall {4, d) - MEAN -8.:8% -8.7% 0.2% 0.2% 0.8% 0.9%
Non-Profit Standard/Bulk Maif (5, e) ~ MEAN 11.8% 9,2% -2.6% -2.3% 4.4% -4.0%
Pricrity Mall {§, f) — MEAN £8.6% -69.8% 1.2% -3.7% 07% -2.3%
Express Mall (7, g) - MEAN -53.2% -60.5% 7.3% -15.5% -1.3% -2.9%
Regular Petiodical Mail {10, |} - MEAN 4.0% 1.3% 27% -2.6% -0.7% 0.7%
Non-Pront Peniodical Mall (11, k} - MEAN ~17.5% ~-16.2% 1.2% 1.5% 2.2% 2.7%

NOTE: Al data are based on all respondents Irom Premier Accaunts

NOTE: For respondents who claim Parcel Select volume in Q2 but da not show such voiume in the USPS dalabase, the volume they attribute to Parcel Select has been reset fo 0
Explanation of Columns:

The following columns require caicufation of means (for each praduct) based on data for each respondent in the segment (including those with a value of G):
Column B: sum of # of pieces across apphcalions in Q1 * propartian of these sent using applicable producl in Q3 (using 100% if only this producl was selecled in Q2)
Column C. sum of # of pieces across applicalions in Q4 * proportion of ihese that would be sent using applicable product in Q6 {using 100% if only this product was selected in QS)
Column D: sum of # of pieces across applicalions in Q7 * proportion of these that would be sent using apphicable product in Q9 (using 100% if only this product was selected in Q8)
Column F: (Column D - Column C) = (Column E/1 Q) + Column C
Column E: response to Q10 (Likefihood that change lo 5-Day would impact volume of pieces or how they are senl; do not average across respondernts)
The following columns require calculations based on the means in the previous columns:
Column G; (Column € - Column B) f Column B
Column H: (Column D - Columa B) / Column B
Column I: {(Column D - Column C) / Column B
Column J: (Column D - Column C) / Column C
Column K: {Column F - Column C) / Column B
Column L: (Column F - Column C) / Column C




Segment: Preferred Accounts {n=738)

Calculate Average Across Respondents

Thsert Indlvidual Respondent Data

Mean Volunte (12 Month Period)

Future Volume {Next 12 Months)

Before 5-Day
Past 12 Concept IF 5-Day Concept
Months Mentioned Implementad
8 c 2]

Product (gre codes)
Single Plece FCM {2, b} — MEAN
Pre-Sort FCM (3, c) - MEAN
Regular Standard/Bulk Mall {4, d) — MEAN
Non-Profit Standard/Bulk Mall (5, €) ~ MEAN
Priority Mail (6, f) — MEAN
Express Mail {7, g) - MEAN
Regular Perigdical Mail (140, ]} - MEAN
Non-Profit Periodical Mail (11, k) - MEAN

NOTE: Al data are based on all respondents from FPreferred Accounts

Likelihood of
Change (Q10
Rating)

E

Adjusted Future
Volume IF
Concept
Implemented

% Change from Pas? 12 Month

Changes Calculated Based on Averages Across Respondents

7 Change Attributable to Switch to 5-Day _

NOTE: For respondents who claim Parcel! Select voltme in Q2 bul do not show such volume in the USPS database, the volume they affribute to Parcel Select has been reset 10 0

Explanation of Columns:

The following colurmns require caiculation of means (for each product) based on dala for each respondent in the segment (including those with a value of 0):
Column B: sum of # of pieces acrass applications in Q1 * propoartion of these senl using applicable product in Q3 {using 100% if only this product was selected in Q2)
Column C: surm of # of pieces across applications in Q4 * proportion of these that would be sent using applicable product in Q6 (using 100% if only this product was sefected in Q5)
Column D: summ of # of pieces across applications in Q7 * proportion of these that would be sent using applicable product in Q9 (using 100% if only this product was selected in QB)

Column F: (Column D - Column C) * (Column E/1 G) + Column C

Column E: response to Q10 (Likelihood that change to 5-Day would impact volume of pieces or how they are sent; do not average across respondents)

The following columns reqitire calculations based on the means in the previous columns:
Column G: (Column C - Colurnn B) / Column 8
Column H: (Column D - Cotumn B) / Column B
Columa I: (Column D - Column C) / Column B
Coiumn J: (Column D - Column C) / Column C
Column K: (Column F - Column C) / Coiumn B
Column L: (Column F - Column C) / Column C

Volume Unadjusted Adjusted
IF 5-Day As % of As % of As % of As%hof
Concept PAST 12 NEXT 12 PAST 12 NEXT 12
If No Service Iimplemented Month Month Month Month
Change {Raw) Volume Volume Volume Volume
G H I J K L
21.4% 21.4% -0.0% 0.0% -1.0% -0,8%
-28.4% -31.1% -2.8% -3.8% ~0.5% 0.7%
-36.8% -37.0% -0.2% 0.3% -D.5% -0.8%
11.4% 12.1% 0.7% 0.6% 0.9% 0.8%
-12.1% -12.0% 0.0% 0.0% -3.1% -3.5%
-0.5% -19.9% -19.4% -19.5% =7.0% -7.1%
-23.9% -22.3% 1.7% 2.2% =1.0% -1,3%
-2.5% -2.0% 0.4% 0.4% 0.1% 0.1%
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Product {gre codes)
FCM (1, a) -- MEAN
Priority Mall {6, [} — MEAN
Express Mail (7, g) - MEAN

Calculate Average Across Respondents

Tnsert Individual Respondent Data

Mean Volume (12 Month Period)

Past 12
Months

NOTE: All data are based on all respondents from Smalf Businesses
NOTE: For respondents who claim Parcel Select volume in Q2 but da not show such volume in the USPS dafabase, the volume they atinibute to Parcel Select has been reset o @

Explanation of Columns:

Future Volume (Next 12 Months)

Before 5-Day
Concept  IF 5-Day Concept
Mentioned Implemented
C D

Likelihood of
Change {(Q10
Rating)

E

The following cofumns require caiculation of means (for each product) based on data for each respondent in the segment (including those with a value of 0):
Column B: sum of # of pieces across applications in Q1 * proportion of these sent using applicable product in Q3 (using 100% if only this product was selected in Q2}
Column C: sum of # of pieces across applications in Q4 * proportion of these that would be sent using applicable product in 36 (using 100% if only this product was sefected in Q5)
Colurnn D: sum of # of pieces across applications in Q7 * proportion of these that would be sent using applicable product in Q9 (using 100% if only this product was selected in Q8)

Column F: (Column D - Column C) * (Column E/1 0) + Column C

Column E: response to Q10 (Likelihoed that change lo 5-Day would impac! volurme of pieces or how they are sent; do not average across respondents)
The following columns require calculations based on ihe means in the previous columns:

Column G: (Coiumn C - Column B) / Column B
Column H: (Column D - Column B} / Column B
Column I (Column D - Cotumn C} / Coiumn B
Column J: (Cotumn D - Column C} / Column C
Column K: (Column F - Column C) / Column B
Column L. (Column F - Column C) / Column C

Changes Calculated Based on Averages Across Respondents
% Change fram Past 12 Month | % Ghange Attribulable o Switch to 5-Day
Volume Unad]usted Adlusted
Adjusted Future IF 5-Day As % of As % of A8 % of As % of
Volume IF Concept PAST12 NEXT 12 PAST 12 NEXT 12
Concept IfNo Service Implemented Month Month Month Month
Implemented Change {Raw) Volume Volume Volume Velume
F G H f J K L
9.7% -15.8% 6.1% -8.7% -2.0% -2.2%
14.2% 14.2% 0.0% 0.0% 0.0% 0.0%
-17.0% -21.2% 4.2% -5.1% -7.8% 9.6%




Product (gre codes)
FCM (a) -- MEAN
Priority Mail (b) -- MEAN
Express Mail (c) -- MEAN

5

65.00
2.87

0.96

NOTE: All data are based on all Consumer respondents

Explanation of Columns:
Column B: total # of pieces sent in past 12 months
Column C: total # of pieces would have sent in past 12 months if change had been in place

Column D. Sum of (Estimate if 5-Day Concept Had Been in Place - Actual) * (Likelihood to Change/10)
Column E: (Column C - Column B) / Column B

Column F; (Column D - Column B) / Column B

djuisted Volume
ConceptHad
"Been -

" “lmplemented

D

63.73
3.33
1.06




% Change Attributable to Switch
to 5-Day
Unadjusted Adjusted
E F
-2.9% -1.9%
- 42.5% © 16.0%
11.4% 10.1%

+ Actual for Each Product
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Whiteman, Greg - Washington, DC

From: Michelson, Robert - Washington, DC

Sent:  Thursday, December 10, 2009 4:33 PM

To: ‘neil.wolch@opinionresearch.com'; ‘Becky.Yalch@opinionresearch.com'; Whiteman, Greg - Washington, DC
Cc: Smith, Bob - Washington, DC; 'jéff.resnick@opinionresearch.com‘

Subject: Re: Volume estimates

First, let me echo what Greg said about ORC's work on this project - it was great. The quantitative research allowed me to
estimate the volume loss and the qualitative enabled me to explain the why's. It was great working with the ORC team.

The Executive Committee members gave the research and volume/revenue loss analysis extremely high marks.

| calculated there would be a .73% volume (about 1.2 billion pieces) and .74% revenue loss ($400+miliion}, if 5 day delivery had
been implemented in FY 2009. | also explained the methodology we used in the quantitative market research to determine the
loss of volume by account segment.

My best wishes for a happy holiday season and a happy and healthy new year.

Bob Michelson

From: Neil Wolch <neil.wolch@opinionresearch.com>

To: Becky Yalch <Becky.Yalch@opinionresearch.com>; Whiteman, Greg Washington, DC

Cc: Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC; Jeff Resnick <jeff.resnick@opinionresearch.com>
Sent: Thu Dec 10 12:59:13 2009

Subject: RE: Volume estimates

Let me second that. We all really enjoy working with you. This has been a very interesting project, and everyone at USPS has
been greal to work with.

Please let us know if we can help in any other way.
Thanks,

Neil

From: Becky Yalch

Sent: Thursday, December 10, 2009 12:56 PM

To: Whiteman, Greg - Washington, DC; Neil Wolch

Cc: Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Subject: RE: Volume estimates

Thank you for the nice feedback. | know that | really enjoyed both doing the research and working with your great team of
people.

From: Whiteman, Greg - Washington, DC [mailto:greg.whiteman®@usps.gov]
Sent: Thursday, December 10, 2009 10:55 AM

To: Becky Yalch; Neil Wolch

Cc: Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Subject: Volume estimates

Becky/Neil:

Bob and | presented the results of the research this Monday to our EC and it Went very well. Applying the

52112010
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'quantitative volume change estimates to our internal volume information resulted in an estimated volume
decline of 0.74 percent, which is welt below the estimate we developed this summer using the 2001
research. Thus, the impact that the estimated volume decline will have on the net savings was very limited.

We are very pleased with the work we did together and it has demonstrated to our senior management the
role and value we can provide management. Thanks for all your support so far.

Greg

Greg Whiteman

Manager, Market Research
202-268-3565 (phone)
202-255-2394 (cell)
202-268-5761 (fax)
Greg.Whiteman@usps.gov

5/21/2010




Whiteman, Greg - Washington, DC

From: Becky Yalch [Becky.Yalch@opinionresearch.com]

Sent:  Tuesday, December 29, 2009 9:07 PM .

To: Smith, Bob - Washington, DC

Ce: Whiteman, Greg - Washington, DC; Michélson, Robert - Washington, DC

Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

t did round them all up but looking through my e-mail it is not clear | sent them. As soon as ] get back in the office on Monday |
will resend all of the transcripts as well as burn to a CD for permanent storage. Will burn the report to the CD as well.

From: Smith, Bob - Washington, DC [mailto:bob.smith@usps.gov]

Sent: Tuesday, December 29, 2009 7:28 AM

To: Becky Yalch; Neil Wolch; Lisa Brunning

Cc: Whiteman, Greg - Washington, DC; Michelsen, Robert - Washingten, DC

Subject: FW: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Please look at the chart below which compares changes across mail types by account size. Bob Michelson is wondering why
Premier does not seem to follow the same pattern as the other accounts. They plan to increase single piece FC and decrease
non-profit standard, just the opposite of the other accounts, although the differences are not huge. Do you have any thoughts on
this based on what you heard in the interviews? Bob is wondering if we could still have one more outlier causing this. We could
assume that they plan to shift some of their mail from Standard to FCM but it is not good to make that assumption without some
proof to back it up. | was geing to read through the transcripts to see what | could find. In my file, | found an email with & initial
transcripts dated 10/14 that are all National Accounts. There were two more sent on 10/23, one of which is Premier, And there
are 4 recordings sent on 10/21 {out of 6 you sent, apparently the other 2 didn’t come through). Since you did 20 interviews, did
you ever send us the rest of the transcripts?

Bob Smith
Market Research
Room 1106

202 268 3579

From: Michelson, Robert - Washington, DC

Sent: Monday, December 28, 2009 6:12 PM

To: Smith, Bob - Washington, DC

Cc: Whiteman, Greg - Washington, DC

Subject: FW: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Bob,

Could you read through the transcripts of the IDis and see if you can see an explanation of the reasoning for the differences
hetween managed accounts for First-Class and Standard Mail - Why did Premier's say they will increase their usage?

| seem to recall some discussion about it, but | do not want to speculate.

Bob

obert - Washington, DC

imber 28, 2009 6:09 PM

- Washington, DC; Fetl, Thomas J - Washington, DC; Devar, Red - Washington, DC; Mastervich, Karen C - Washington, DC; Monteith, Steven W - Washington, DC
4 - Washingten, DC

-ative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

. As a follow-up to our meeting last Monday, 1 am sending you a breakdown of the percentage loss of volume by product by
customer segment - national, premier, preferred, smaill business and consumers.

Looking at this chart should help you understand the total volume loss numbers.
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For example, the market research shows that there will be substantial losses of volume shipped by managed accounts (national,
premier and preferred). However, the losses are more than offset by an increase of 16% from consumers. The total volume loss
from the managed accounts is 4,206,058 pieces. The 16% increase in Priority Mail pieces shipped by consumers amounts to
13,078,839. This reaction to § Day delivery is consistent with what we heard in the qualitative market research; basically,
managed accounts will move to competitors and consumers will buy up from First -Class Mait.

Standard Mail is also interesting when you look at the reaction to the concept by segment. The total volume is an increase of
+0.14% or 94,268,862 pieces. This is basically flat - no affect. The market research shows that National and Preferred accounts
would decrease their volume usage by -0.4 or -117,977,540 pieces and- 0.5 or -40,653,831 pieces, respectively, while the
Premier segment would increase their usage by +0.8% or 252,900,232 pieces. Thus, there is a slight increase. This too is
consistent with what we heard in the qualitative market research. Most advertisers had no reaction to 5§ Day Delivery because
their target days for delivery are currently during the week (Monday - Friday). This includes virtually all Business to Business
advertisers. The elimination of Saturday delivery would have no affect on them. Those that had a negative reaction to 5 Day
Delivery have a need for delivery of their ads to be delivered by Saturday or Monday. These mailers are mostly retailers, seeking
to drive retail traffic on Saturday and/or Sunday. Those needing delivery on Saturday could not see how using the mail would
help them, if there was no Saturday delivery because they need/want delivery on Saturday. They indicated they would use
alternative media (i.e., newspapers). Those concerned with delivery on Monday were worried about the Postal Service's ability
to deliver their advertisements on Monday due to the amount of mail that would have to be delivered on that day. The Premier
segment's very small increase in usage is due, | believe, to this segment sending fewer ads seeking to drive retail store traffic on
a weekend than the National or Preferred accounts. As a result, | believe that they will downgrade more First-Class Mail to
Standard Mail than the other two segments.

The market research shows that single piece First-Class Mail will decline by between 1 and 2% for each segment, except for
Premier. They said they would have a 1.5% increase in volume.

If you have any further questions or concerns, do not hesitate to ask me.

Bob
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Whiteman, Greg - Washington, DC

From: Becky Yalch [Becky.Yalch@opinionresearch.com]

Sent:  Tuesday, December 23, 2009 8:50 PM

To: Neil Wolch; Smith, Bob - Washington, DC; Lisa Brunning

Cc: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC

Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Thanks Neil for keeping me current — not in the office so | don’t have all the reference materials. [ am going to go through them
all in detail the first of the year to refresh my memory.

From: Neil Wolch

Sent: Tuesday, December 29, 2009 5:46 PM

To: Becky Yalch; 'Smith, Bob - Washington, DC'; Lisa Brunning

Cc: 'Whiteman, Greg - Washington, DC'; 'Michelson, Robert - Washington, DC’

Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

We have notes that can be pulled together to document the outliers that have been tossed. This has been (still is) a bitof a
moving target. .

Becky: the data are indeed weighted. The weighting was documented in the methodology report (which, again, is not completely
up to date).

Neil

From: Becky Yalch

Sent: Tuesday, December 29, 2009 6:50 PM

To: Neil Walch; 'Smith, Bob - Washington, DC'; Lisa Brunning

Cc: 'Whiteman, Greg - Washington, DC'; 'Michelson, Robert - Washington, DC' _

Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Of the total number of Premier Accounts surveyed how many respondents have now been considered to be outliers and is
there is any kind of systematic pattern — type of account, application, etc. —that has been detected.

Also there should be an appendix to the Methodology Report that documents all of these — you have probably already done
this but just want to make sure.

And per Neil's comment — if my memory is serving me, this data was not weighted — correct?

From: Neil Wolch

Sent: Tuesday, December 29, 2009 4:13 PM

To: 'Smith, Bob - Washington, DC'; Becky Yalch; Lisa Brunning

Cc: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC

Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Hi Bob,

Sorry it took a while to respond. Anyway, I've been digging around in the Premier Accounts' data and found the following four
cases which, while not necessarily outliers, have responses that you might consider suspect.

e Respandent #474:

o Next 12 months: 80% Pre-Sort FCM / 10% Regular SM / 7% Non-Profit SM / 3% other

o First 12 months with 5-Day: 3% Pre-Sort FCM / 80% Regular SM / 17% Non-Profit SM / 0% other
* Respondent #1154: .

o Next 12 months: 20% Single Piece FCM / 80% Pre-Sort FCM
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o First 12 months with 5-Day: 100% Single Piece FCM
o Respondent #12110:
o Next 12 months: 100% Pre-Sort FCM
o First 12 months with 5-Day: 50% Single Piece FCM / 50% other
¢ Respondent #12335:
o Next 12 months: 95% Non-Profit SM / 5% other
o First 12 months with 5-Day: 60% Single Piece FCM/ 10% Non-Profit SM / 20% Non-Profit Periodicals / 10% other
Please let us know if you think any of these should be removed from the analysis. Please note that |f we do remove any/all of
these, the forecast for most products (within the Premier segment) could change.

Thanks,

Neil

From: Smith, Bob - Washington, DC [mailto:bob.smith@usps.gov]

Sent: Tuesday, December 29, 2009 9:28 AM

To: Becky Yalch; Neil Wolceh; Lisa Brunning

Cc: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC

Subject: FW: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Please look at the chart below which compares changes across mail types by account size. Bob Michelson is wondering why
Premier does not seem to follow the same pattern as the other accounts. They plan to increase single piece FC and decrease
non-profit standard, just the opposite of the other accounts, although the differences are not huge. Do you have any thoughts on
this based on what you heard in the interviews? Bob is wondering if we could still have one more outlier causing this. We could
assume that they plan to shift some of their mail from Standard to FCM but it is not good to make that assumption without some
proof to back it up. | was going to read through the transcripts to see what | could find. In my file, | found an email with 5 initial
transcripts dated 10/14 that are all National Accounts. There were two more sent on 10/23, one of which is Premier. And there
are 4 recordings sent on 10/21 (out of & you sent, apparently the other 2 didn’t come through). Since you did 20 interviews, did
you ever send us the rest of the transcripts?

Bob Smith
Market Research
Room 1106

202 268 3579

From: Michelson, Robert - Washington, DC

Sent: Monday, December 28, 2009 6:12 PM

To: Smith, Bob - Washington, DC

Cc: Whiteman, Greg - Washington, DC

Subject: FW: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Bob,

Could you read through the transcripts of the IDIs and see if you can see an explanation of the reasoning for the differences
between managed accounts for First-Class and Standard Mail - Why did Premier's say they will increase their usage?

| seem to recall some discussion about it, but | do not want to speculate.

Bob

obert - Washington, DC

mber 28, 2009 6:09 PM

- Washington, DC; Foti, Thomas J - Washington, DC; Devar, Rod - Washington, DC; Mastervich, Karen C - Washington, DC; Monteith, Steven W - Washington, DC
g - Washington, DC

ative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

As a follow-up to our meeting last Monday, | am sending you a breakdown of the percentage loss of volume by product by
customer segment - national, premier, preferred, small business and consumers.,
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"Lool‘dnb at this chart should help you understand the total volume loss numbers.

For example, the market research shows that there will be substantial losses of volume shipped by managed accounts {national,
premier and preferred). However, the losses are more than offset by an increase of 16% from consumers. The total volume loss
from the managed accounts is 4,206,058 pieces. The 16% increase in Priority Mail pieces shipped by consumers amounts to
13,078,839. This reaction to 5 Day delivery is consistent with what we heard in the qualitative market research; basically,
managed accounts will move to competitors and consumers will buy up from First -Class Mail.

Standard Mail is also interesting when you look at the reaction to the concept by segment. The total volume is an increase of
+0.14% or 94,268,862 pieces. This is basically flat - no affect. The market research shows that National and Preferred accounts
would decrease their volume usage by -0.4 or -117,977,540 pieces and- 0.5 or -40,653,831 pieces, respectively, while the
Premier segment would increase their usage by +0.8% or 252,900,232 pieces. Thus;, there is a slight increase. This too is
consistent with what we heard in the qualitative market research. Most advertisers had no reaction to § Day Delivery because
their target days for delivery are currently during the week (Monday - Friday). This includes virtually all Business to Business
advertisers. The elimination of Saturday delivery would have no affect on them. Those that had a negative reaction to & Day
Delivery have a need for delivery of their ads to be delivered by Saturday or Monday. These mailers are mostly retailers, seeking
to drive retail traffic on Saturday and/or Sunday. Those needing delivery on Saturday could not see how using the mail would
help them, if there was no Saturday delivery because they need/want delivery on Saturday. They indicated they would use
alternative media (i.e., newspapers). Those concerned with delivery on Monday were worried about the Postal Service's ability
to deliver their advertisements on Monday due to the amount of mail that would have to be delivered on that day. The Premier
segment's very small increase in usage is due, | believe, to this segment sending fewer ads seeking to drive retail store traffic on
a weekend than the National or Preferred accounts. As a result, | believe that they will downgrade more First-Class Mail to
Standard Mail than the other two segments.

The market research shows that single piece First-Class Mail will decline by between 1 and 2% for each segment, except for
Premier. They said they would have a 1.5% increase in volume.

If you have any further questions or concerns, do not hesitate to ask me.

Bob
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Whiteman, Greg - Washington, bc

From: Michelson, Robert - Washington, DC

Sent: Wednesday, December 30, 2009 12:40 PM

To: Neil Wolch; Smith, Bob - Washington, DC; Becky Yalch; Lisa Brunning; Whiteman, Greg - Washington, DC
Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Bob Smith and | just talked and | want to set out what we need to do going forward. To be clear, neither Bob nor | are saying
these 4 respondents are outliers and should be thrown out. .

We need to first understand why Premier accounts' change in volume due to implementation of 5 Day Delivery are so different
than National and Preferred accounts and to some extent small businesses and consumers. The difference is directional and/or
order of magnitude. Premiers say they will increase their usage of single piece First-Class Mail and regular Standard Mail when
every other customer segment says they will decrease their usage. Premiers also are the only customer segment that said they
would decrease their usage of non-profit Standard Mail. Premiers decreased usage of Pricrity Mail is significantly less than
Preferreds and over 1/7 the of the reduction from National accounts. Premiers increase of 2.2% of non-profit periodicals is leaps
and bounds more than the basically flat reaction that the other segments had. Based upon on my experience | expected
Premiers to be in between Nationals and Preferreds and to be closer to Nationals for all products

The thing we need to do is to provide an explanation like we can for why consumers will increase their usage of Express Mail and
Priority Mail, based on the qualitative focus groups. My thinking is that we ought to be able get an understanding from the IDls of
what Premiers were thinking, That is why we need the transcripts fram all the IDIs and they need to be identified by type of
account. Becky or Neil, can you tell us how many Premier accounts were interviewed? Hopefully, that will be the end of it. If the
transcripts do not provide an explanation, than 1 think we will need to contact the Premier accounts who were interviewed in the
quantitative to get an understanding of why they said what they did. The four respondents below may or may not be sufficient for
this purpose.

We should touch base on Monday when Greg and Becky are back in the office to see if we need to do more.

Bob Michelsen

Manager, Program Management and Support
Shipping and Mailing Services

(202) 268-7708

Cell (202) 297-2486

From: Neil Wolch [mailto: neil. wolch@opinionresearch.com]

Sent: Wednesday, December 30, 2009 10:38 AM

To: Smith, Bob - Washington, DC; Becky Yalch; Lisa Brunning; Whiteman, Greg - Washington, DC; Michelson, Robert -
Washington, DC

Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Hi Bob,

| think we are on the same page here. | was just making the paint that we shauld not change or drop their data based on what
they tell us when we talk to them again. We'll treat those canversations like additional qualitative research.

Please let us know where you net out on how far to take this. It sounds like we might want to treat this as an addition to the
gqualitative phase,

Best regards,

Neil
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From: Smith, Bob - Washington, DC [mailto:bob.smith@usps.gov]

Sent: Wednesday, December 30, 2009 9:06 AM

To: Neil Wolch; Becky Yalch; Lisa Brunning; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC
Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

| agree that if their data does not meet the rules for dropping them, then we should leave their data in. | think re-contacting them
could help us understand why they would shift from Pre-sort to single—piece. That seems to be one of the things Bob M is
wondering about. | don’t understand your comment that re-questioning them could change their reaction to the 5-day concept. |
think we would simply repeat the data back to them and ask them if they can recall why they would make that change. Granted,
it may not work. The other part of the puzzle was those who are planning to decrease use of non-profit standard. We would
have to find a few of them in the data and re-contact them to try to understand their reasoning. The attempt is not to get them to
change anything but just to try to understand the reasoning in case we need to explain it to management or the PRC. Just how
far we want to go with this | will leave up to Greg and Bob.

Bob Smith
Market Research
Room 1106

202 268 3579

From: Neil Wolch [mailto: neil.wolch@opinionresearch.com]

Sent: Wednesday, December 30, 2009 9:52 AM ' ,

To: Smith, Bob - Washington, DC; Becky Yalch; Lisa Brunning; Whiteman, Greg -~ Washington, DC; Michelson, Robert -
Washington, DC

Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Hi Bob,

| totally agree that we have to be careful about not ¢creating the appearance that we are trying to manipulate the data. Itis also
the case that if we drop some respondents in an attempt to correct a result that seems strange, we might create other results that
seem strange. So, we should only drop respondents if, as in the previous decisions to clean out respondents, their responses do
not make sense; we consistently used a small set of justifiable rules to identify those cases.

The current four cases do not meet those criteria. | just wanted to point them out because they seem to drive the results you
were questioning.

I think it would be okay to recontact the three you mentioned to get a gualitative read of what is driving their response. But, |
don't think we should change or delete their data based on that conversation; otherwise, someone can question why we didn't
subject other respondents to a second “interview” to validate their responses. Also, it is possibie that re-questioning them could
change their reaction to the 5-Day concept; this change would not realistically reflect how decision makers would respond to the
change in the real world {outside our study).

Does this make sense?

Best regards,

Neil

From: Smith, Bob - Washington, DC [mailto:bob.smith@usps.gov]

Sent; Wednesday, December 30, 2009 8:24 AM

To: Neil Wolch; Becky Yalch; Lisa Brunning; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC
Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

| think we need to be careful about removing too many respondents because it gives the appearance we are trying to manipulate
the data. And if you keep working at it eventually you wind up with the results that seem most logical to you but which could be a
distortion of the facts, a fate accompli. Should we consider going back to these particular respondents and ask them to explain
their patterns? Looking at each individual respondent we can make some guesses. #474 is moving from pre-sort FCM to SM.
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This is opposite to the pattern we are questioning i.e. an increase in FCM. So eliminating this one would not solve the problem.
The other three are all moving from pre-sort FCM to single piece. Perhaps they think that the latter will result in better or faster
service to negate the missing day of delivery. [ really think we should consider re-contacting these individuals to see if we can
find out the reasoning. If it turns out there is no real logic to it or it is based on a misunderstanding then we can feel more
comfortable in removing their data.

Bob Smith
Market Research
Room 1106

202 268 3579

From: Neil Wolch [mailto:neil.wolch@opinionresearch.com]

Sent: Tuesday, December 29, 2009 7:13 PM

To: Smith, Bob - Washington, DC; Becky Yalch; Lisa Brunning

Cc: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC

Subject: RE: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Hi Bob,

Sorry it took a while to respond. Anyway, I've been digging around in the Premier Accounts' data and found the following four
cases which, while not necessarily. outliers, have respanses that you might consider suspect.

e Respondent #474:

o Next 12 months: 80% Pre-Sort FCM / 10% Regular SM / 7% Non-Profit SM / 3% other

a First 12 months with 5-Day: 3% Pre-Sort FCM / 80% Regular SM / 17% Non-Profit SM / 0% other

. Respondent #1154:

o Next 12 months: 20% Single Piece FCM / 80% Pre-Sort FCM

o First 12 months with 5-Day: 100% Single Piece FCM
e Respondent #12110:

o Next 12 months: 100% Pre-Sort FCM

o First 12 months with 5-Day: 50% Single Piece FCM / 50% other
o Respondent #12335:

o Next 12 months: 95% Non-Profit SM / 5% other

o First 12 months with 5-Day: 60% Single Piece FCM / 10% Non-Profit SM / 20% Non-Profit Periodicals / 10% other

Please let us know if you think any of these should be removed from the analysis. Please note that if we do remove any/all of
these, the forecast for most products (within the Premier segment) could change.
Thanks,

Neil

From: Smith, Bob - Washington, DC [mailto: bob.smith@usps.gov]

Sent: Tuesday, December 29, 2009 9:28 AM

To: Becky Yalch; Neil Wolch; Lisa Brunning

Cc: Whiteman, Greg - Washington, DC; Michelscn, Robert - Washlngton DC

Subject: FW: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Please look at the chart below which compares changes across mail types by account size. Bob Michelson is wondering why
FPremier does not seem to follow the same pattern as the other accounts. They plan to increase single piece FC and decrease
non-profit standard, just the opposite of the other accounts, although the differences are not huge. Do you have any thoughts on
this based on what you heard in the interviews? Bob is wondering if we could still have one more outlier causing this. We could
assume that they plan to shift some of their mail from Standard to FCM but it is not good to make that assumption without some
proof to back it up. | was going to read through the transcripts to see what | could find. In my file, | found an email with 5 initial
transcripts dated 10/14 that are all National Accounts. There were two more sent on 10/23, one of which is Premier. And there
are 4 recordings sent on 10/21 {out of 6 you sent, apparently the other 2 didn't come through). Since you did 20 interviews, did
you ever send us the rest of the transcripts? '
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Bob Smith
Market Research

Room 1106
202 268 3579

From: Michelson, Robert - Washington, DC

Sent: Monday, December 28, 2009 6:12 PM

To: Smith, Bob - Washingten, DC

Cc: Whiteman, Greg - Washington, DC

Subject: FW: Quantitative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

Bob,

Could you read through the transcripts of the IDIs and see if you can see an explanation of the reasoning for the differences
between managed accounts for First-Class and Standard Mail - Why did Premier's say they will increase their usage?

| seem to recall some discussion about it, but | do not want to speculate.

Bob

cbert - Washington, DC

:mber 28, 2009 6:09 PM

- Washington, DC; Foti, Thomas J - Washington, DC; Devar, Rod - Washington, DC; Mastervich, Karen C - Washington, DC; Monteith, Steven W - Washington, DC
g - Washington, DC

:ative Market Research Percentage Loss of Volume by Product by Customer Segment.doc

As a follow-up to our meeting last Monday, | am sending you a breakdown of the percentage loss of volume by product by
customer segment - national, premier, preferred, small business and consumers.

Looking at this chart should help you understand the total volume loss numbers,

For example, the market research shows that there will be substantial losses of volume shipped by managed accounts (national,
premier and preferred). However, the losses are more than offset by an increase of 16% from consumers. The total volume loss
from the managed accounts Is 4,206,058 pieces. The 16% increase in Priority Mail pieces shipped by consumers amounts to
13,078,839. This reaction to 5 Day delivery is consistent with what we heard in the qualitative market research; basically,
managed accounts will move to competitors and consumers will buy up from First -Class Mail.

Standard Mail is also interesting when you lock at the reaction to the concept by segment. The total volume is an increase of
+0.14% or 94,268,852 pieces. This is basically flat - no affect. The market research shows that National and Preferred accounts
would decrease their volume usage by -0.4 or -117,977,540 pieces and- 0.5 or -40,653,831 pieces, respectively, while the
Premier segment would increase their usage by +0.8% or 252,900,232 pieces. Thus, there is a slight increase. This too is
consistent with what we heard in the qualitative market research. Most advertisers had no reaction to 5 Day Delivery because
their target days for delivery are currently during the week (Monday - Friday). This includes virtually all Business to Business
advertisers. The elimination of Saturday delivery would have no affect on them. Those that had a negative reaction to 5 Day
Delivery have a need for delivery of their ads to be delivered by Saturday or Monday. These mailers are mostly retailers, seeking
to drive retail traffic on Saturday and/or Sunday. Those needing delivery on Saturday could not see how using the mail would
help them, if there was no Saturday delivery because they need/want delivery on Saturday. They indicated they would use
alternative media (i.e., newspapers). Those concerned with delivery on Monday were worried about the Postal Service's ability
to deliver their advertisements on Monday due to the amount of mail that would have to be delivered on that day. The Premier
segment's very small increase in usage is due, | believe, to this segment sending fewer ads seeking to drive retail store traffic on
a weekend than the Naticnal or Preferred accounts. As a result, | believe that they will downgrade more First-Class Mail to
Standard Mail than the other two segments.

The market research shows that single piece First-Class Mail will decline by between 1 and 2% for each segment, except for
Premier. They said they would have a 1.5% increase in volume.

If you have any further questions or concerns, do not hesitate to ask me.

Bob
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Whiteman, Greg - Washington, pc

From: Neil Wolch [neil.wolch@opinionresearch'.com]

Sent: Monday, November 30, 2009 7:07 PM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: Updated Forecasts

Attachments: USPS 5-Day Delivery - Forecasts - 11-30-2009.xls
Hi all,

Attached are the updated forecast sheets. They reflect the changes we have discussed over the past couple of weeks, including:
deletion of "inliers" {those reporting that there would be a 25% or greater increase in total volume for the first 12 months with 5-
day delivery compared to the next 12 months in the absence of a service change), dropping the forecasts for Parcel Post and
Parcel Select {due to low sample sizes and low impact on total USPS revenue), relabeling "raw” changes to "unadjusted"”
changes, and implementing adjusted weights for the Premier and Preferred segments to reflect the breakouts of regular vs. non-
profit volume for Standard Mail and Periodical Mail (reflecting the data John White sent earlier today).

In addition, we found one more Preferred Account with suspect (inconsistent) responses, so we took that respondent out of the
dataset. We'd be happy to discuss this further if you wouid like.

Please let us know if you have any questions or comments.
Best regards,

Neil Wolch

Vice President

Opinion Research Corporation

Please note new information:

25 Northwest Point Blvd., Suite 800

Elk Grove Village, IL. 60007-1099

Phone: 847-378-2244

Fax: 847-378-2290

e-mail; Neil Wolch@opinionresearch.com
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Product {gre codes)

FCM (a) -- MEAN
Priority Mail (b) — MEAN
Express Mail {c) - MEAN

-~ ‘Segment: Consumers (n=636) - . .. .

- TOTALACROSS-ALL FOUR APPLICATIONS -

65.00
2.87
0.96

NOTE: All data are based on all Consumer respondents

Explanation of Columns:

Column B: total # of pieces sent in past 12 months
Column C: total # of pieces would have sent in past 12 months if change had been in place
Column D: Sum of (Estimate if 5-Day Concept Had Been in Place - Actual) * (Likelihood to Change/10) + Actual for Each Product
Column E: (Column C - Column B) / Column B
Cotumn F: (Column D - Column B) / Column B

. |Goncept Had Been
¢ 2s0in Placerivi i, -

c

63.13
4.08

Adjusted Volume

IF Concept Had'

.. Been =

Implemented.
)

63.73
3.33

1.07

1.06

Pl % Change Attributable to Switch

to 5-Day
Unadjusted Adjusted
E F
-2.9% -1.9%
42.5% 16.0%
11.4% 10.1%




+ Whiteman, Greg - Washington, DC

From: Lisa Brunning [Lisa.Brunning@opinionresearch.com]
Sent:  Monday, November 30, 2009 12:20 PM
To: White, Jehn H - Washington, DC - Contracter; Smith, Bob - Washington, DC

Ce: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M - Washington, DC; Neil
Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

John,

Neil and I just reviewed what you sent and are thinking that the counts you provided for Premier are the locations and
not the accounts. We are looking for the counts ta be at the account level since that is what we had originally. Originally
we had a file that had a total of 24,754 accounts. Could you roll the locations up to the account level and then provided
the revised counts? Please let us know. Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: White, John H - Washington, DC - Contractor [mailto:john.h.white@usps.gov]

Sent: Monday, November 30, 2009 10:40 AM

To: Lisa Brunning; Smith, Bob - Washington, DC

Cc: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M - Washington, DC; Neil Wolch
Subject: RE: USPS S-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

| have provided counts as originally requested.
Please let me know if you have any guestions or need additional info.
Thanks

John H White

From: Lisa Brunning [mailto;Lisa.Brunning@opinionresearch.com]

Sent: Wednesday, November 25, 2009 3:49 PM

To: Smith, Bob - Washington, DC; White, John H - Washington, DC - Contractor

Cc: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M - Washington, DC; Neil Wolch
Subject: Re: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

1 am in agreement with you Bob. Neil, would you agree as well?

From: Smith, Bob - Washington, DC
To: White, John H - Washington, DC - Contractor ; Lisa Brunning
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‘ Cc: Whiteman, Greg - Washington, DC ; Michelson, Robert - Washington, DC ; Caroncino, Vic M - Washington, DC ; Neil Wolch
” Sent: Wed Nov 25 15:45:48 2009
Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail
John, can’t you run the file the same way you did the first time? | think the answer to your question is 15, not 1. Lisa or Neil, do
you agree?

Bob Smith
Market Research
Room 1106

202 268 3579

From: White, John H - Washington, DC - Contractor

Sent: Wednesday, November 25, 2009 3:18 PM

To: Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non -Prafit Standard and Periodical Mail

Importance: High

Lisa,

| have found that the criginal file | sent (which is correct) shows the volumes for the owners of the mail. Meaning, volumes
presented by Mail Service Providers have been mapped back to the owners of the mail, which could be many owners. One MSP
can have many owners of a mailing and the volumes were mapped back to those owners. We counted the owners of the
mailing, not the MSP. This produces a higher count,

When we break down the volumes between Profit and Non-Profit mailings we only know how the MSP presented the mail,
whether they used a Profit or Non-Profit permit/rate. So the count is much lower because we are counting the MSP and not
counting all of the owners for that mailing. This is why the count is smaller. .

| need to know how you want the profits/non-profits counted.

For example: If an MSP mailed a non-profit mailing for 15 customers, do you want me to show the customers of that mailing and
count them all as non-profit mailings? ( A count of 15, not 1).

This is doable but will require additional time.

John H White
Business Customer Intelligence
(202) 268-2203

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Tuesday, November 24, 2009 11:22 PM

To: White, John H - Washington, DC - Contractor

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Petiodical Mail

John,

385,032 was the number of accounts that had positive volume for Periodicals in the Preferred Account file that was
originally provided. In total, that file had 3,364,503 Preferred Accounts.

In the file you just sent to us, we only have 91,165 accounts that have positive volume for Regular Standard Mail and
130,444 accounts that have positive velume for Non-Profit Standard Mail. If you look at those accounts that have volume
for either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit Standard Mail we come up
with 212,634 which is far less than 385,032 that had positive volume for Periodicals in the original file. Does that help?
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Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: White, John H - Washington, DC - Contractor [mailto:john.h.white@usps.gov]

Sent: Tuesday, November 24, 2009 7:19 PM

Tor Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washingten, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

The databases are the same as your earlier request except now 3 months have passed and the mix of Preferred sites rolling up
to Premier accounts have changed.
This shouldn't change the overall totals of 2008 volumes/revenue but the counts may have changed.

- As of the end of July 2009 there were a total of 24,754 Premier accounts.

- Asofthe end of Qct, 2009 there are a total of 25,540 Premier accounts.

- Each menth we add ~ 30,000 new sites which are mostly Preferred sites.

- Astime passes these sites get linked to Premier accounts, thus decreasing the Preferred count

- ltis possible that some Preferred accounts in your original list are now considered Premier accounts

- In this latest request | only included sites/locations which mailed Periodicals andfor Standard Mail in 2008.

- Your last request included other products besides Pericdicals and Standard Mail {i.e. First Class, Priority, Express, Parcel
Select, Parcel Post) so | would think we would have sent a larger datafile in August.

- How did you arrive at the original file count for Preferreds of 385,0327

John H White
Business Customer Intelligence
(202) 268-2203

From: Smith, Bob - Washington, DC

Sent: Tuesday, November 24, 2009 9:05 AM

To: White, John H - Washington, DC - Contractor

Subject: FW: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

What is your response?

Bob Smith
Market Research
Reom 1106

202 268 3579

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Monday, November 23, 2009 11:36 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Subject: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

We have been working with the file that John sent late in the day on Friday and have some questions/concerns that we
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would like to raise. First, we would like to confirm that the database used to create this file is the same as the database
used to create our original contact lists? So in other words, is it safe to assume the total number of Premier Accounts is
24,754 and the total number of Preferred Accounts is 3,364,503,

For Preferred Accounts, according to the new file, we have 91,165 accounts that have positive volume for Regular
Standard Mail and 130,444 accounts that have positive volume for Non-Profit Standard Mail. When we look at the
number of accounts that have either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit
Standard Mail we come up with 212,634, but the original files had 385,032 which is a very large difference which has us
concerned that something is different between the files,

If you could please take a look at what has been provided and let us know if you have any questions, we would appreciate
it. Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch,com
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Nbr of Companies Mailing Periodicals and Std Mail, FY2008
Prepared Nov 29, 2009

Periodicals - Periodicals- Std-Non Std-Regular
ACCTTYPE COUNT(") NonProfit Regular Mail Profit Mail
P 78,528 7,023 3,996 30,219 48,587
U 395,607 12,076 6,135 159,044 236,156

Interpretation:

Premier Companies:

There were 7,023 locations of Premier Accounts which mailed NonProfit Periodicals in FY200
There were 3,996 locations of Premier Accounts which mailed Regular Periodicals in FY2008.
There were 30,219 locations of Premier Accounts which mailed NonProfit Standard Mail in FY
There were 48,587 locations of Premier Accounts which mailed Regular Standard Mail in FY2
There were 3,990 locations of Premier Accounts which mailed both NonProfit and Regular Pe
There were 5,820 locations of Premier Accounts which mailed both NonProfit and Regular Stz

Preferred Companies:

There were 12,076 locations which mailed NonProfit Periodicals in FY2008.

There were 6,135 locations which mailed Regular Pericdicals in FY2008.

There were 159,044 locations which mailed NonProfit Standard Mail in FY2008.

There were 236,156 locations which mailed Regular Standard Mail in FY2008

There were 6,131 locations which mailed both NonProfit and Regular Periodical Mailings.
There were 10,509 locations which mailed both NonProfit and Regular Standard Mailings.

Columns | and J are also included in the columns C thru G.




Periodicals-NonProfit
and Regular Mail

3,890

6,131

8.

72008.

‘008

riodical Mailings.
andard Mailings.

Std-NonProfit and
Regular Mail

5,820

10,508




, : Page 1 of 3

Whiteman, Greg - Washington, DC

From: Neil Wolch [neil.wolch@opinionresearch.com)

Sent:  Wednesday, November 25, 2009 4:24 PM

To: Lisa Brunning; Smith, Bob - Washington, DC; White, John H - Washington, DC - Contractor

Cc: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M - Washington, DC
Subject: Re: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Yes, especially since we cannot assume that usage of MSPs is the same for non-profits and others.

From: Lisa Brunning

To: 'bob.smith@usps.gov' ; 'john.h.white@usps.gov'

Cc: 'greg.whiteman@usps.gov' ; 'robert.michelson@usps.gov' ; 'vic.m.caroncino@usps.gov' ; Neill Wolch
Sent: Wed Nov 25 15:49:03 2009

Subject: Re: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

| am in agreement with you Bob. Neil, would you agree as well?

From: Smith, Bob - Washington, DC

To: White, John H - Washington, DC - Contractor ; Lisa Brunning

Cc: Whiteman, Greg - Washington, DC ; Mlchelson Robert - Washington, DC ; Caroncino, Vic M - Washmgton, DC ; Neil Walch
Sent: Wed Nov 25 15:45:48 2009

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

John, can’t you run the file the same way you did the first time? | think the answer to your question is 15, not 1. Lisa or Neil, do
you agree? _

Bob Smith
Market Research
Room 1106

202 268 3579

From: White, John H - Washington, DC - Contractor

Sent: Wednesday, November 25, 2009 3:18 PM

To: Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiterman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Importance: High

Lisa,

| have found that the original file | sent {(which is correct) shows the volumes for the owners of the mail. Meaning, volumes
presented by Mail Service Providers have been mapped back to the owners of the mail, which could be many owners. One MSP
can have many owners of a mailing and the volumes were mapped back to those owners. We counted the owners of the
matling, not the MSP. This produces a higher count.

When we break down the volumes between Profit and Non-Profit mailings we only know how the MSP presented the mail,
whether they used a Profit or Non-Profit permit/rate. So the count is much lower because we are counting the MSP and not
counting all of the owners for that mailing. This is why the count is smaller.

| need to know how you want the profits/non-profits counted.
For example: If an MSP mailed a non-profit mailing for 15 customers, do you want me to show the customers of that mailing and
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count them all as non-profit mailings? ( A count of 15, not 1).
This is doable but will require additional time.

John H White
Business Customer Intelligence
(202) 268-2203

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Tuesday, November 24, 2009 11:22 PM

To: White, John H - Washington, DC - Contractor

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

John,

385,032 was the number of accounts that had positive volume for Periodicals in the Preferred Account file that was
originally provided. In total, that file had 3,364,503 Preferred Accounts.

In the file you just sent to us, we only have 91,165 accounts that have positive volume for Regular Standard Mail and
130,444 accounts that have positive volume for Non-Profit Standard Mail. If you look at those accounts that have volume
for either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit Standard Mail we come up
with 212,634 which is far less than 385,032 that had positive volume for Periodicals in the original file. Does that help?

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: White, John H - Washington, DC - Contractor [mailto:john.h.white@usps.gov]

Sent: Tuesday, November 24, 2009 7:19 PM

To: Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

The databases are the same as your earlier request except now 3 months have passed and the mix of Preferred sites rolling up
to Premier accounts have changed.
This shouldn’t change the overall totals of 2008 volumes/revenue but the counts may have changed.

- Asof the end of July 2009 there were a total of 24,754 Premier accounts.

- Asof the end of Oct, 2009 there are a total of 25,540 Premier accounts.

- Each month we add ~ 30,000 new sites which are mostly Preferred sites.

- Astime passes these sites get linked to Premier accounts, thus decreasing the Preferred count

- Itis possible that some Preferred accounts in your original list are now considered Premier accounts

- Inthis latest request | only included sites/locations which mailed Periodicals and/or Standard Mail in 2008.

- Your last request included other products besides Periodicals and Standard Mail (i.e. First Class, Priority, Express,
Parcel Select, Parcel Post) so | would think we would have sent a larger datafile in August.

How did you arrive at the original file count for Preferreds of 385,0327?
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John H White
Business Customer Intelligence
(202) 268-2203

From: Smith, Bob - Washington, DC

Sent: Tuesday, November 24, 2009 9:05 AM

To: White, John H - Washington, DC - Contractor

Subject: FW: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

What is your response?

Bob Smith
Market Research
Room 1106

202 268 3579

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Monday, November 23, 2009 11:36 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Subject: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

We have been working with the file that John sent late in the day on Friday and have some questions/concerns that we
would like to raise. First, we would like to confirm that the database used to create this file is the same as the database
used to create our original contact lists? So in other words, is it safe to assume the total number of Premier Accounts is
24,754 and the total number of Preferred Accounts is 3,364,503,

For Preferred Accounts, according to the new file, we have 91,165 accounts that have positive volume for Regular
Standard Mail and 130,444 accounts that have positive volume for Non-Profit Standard Mail. When we look at the
number of accounts that have either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit
Standard Mail we come up with 212,634, but the original files had 385,032 which is a very large difference which has us
concerned that something is different between the files, '

If you could please take a lock at what has been provided and let us know if you have any questions, we would appreciate
it. Thanks,

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@QOpinionResearch.com
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Whiteman, Greg - Washington, DC

From: White, John H - Washington, DC - Contractor
Sent: Wednesday, November 25, 2009 3:59 PM
To: Lisa Brunning; Smith, Beb - Washingten, DC

Cc: Whiterman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Carencino, Vic M - Washington, DC; Neil
Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

| cannot run it exactly the same since the original file does not tell us whether the mailing is profit or non profit.
We have to use a different table. It would have been nice to know this ahead of time.

| will begin to construct the query to count the owners of the mail by profit/non-profit categories and rerun.
The file should be ready by tomorrow or Friday,

John

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Wednesday, November 25, 2009 3:49 PM

To: Smith, Bob - Washington, DC; White, John H - Washington, DC - Contractor

Cc: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncing, Vic M - Washington, DC; Neil ‘Wolch
Subject: Re: USPS 5-Day Delivery - Regular/Non -Profit Standard and Periodical Mail

I am in agreement with you Bob. Neil, would you agree as well?

From: Smith, Bob - Washington, DC

To: White, John H - Washington, DC - Contracter ; Lisa Brunning

Cc: Whiteman, Greg - Washington, DC ; Michelson, Robert - Washington, DC ; Caroncino, Vic M - Washington, DC ; Neil Wolch
Sent: Wed Nov 25 15:45:48 2009

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Pericdical Mall

John, can't you run the file the same way you did the first time? | think the answer to your question is 15, not 1. Lisa or Neil, do
you agree?

Bob Smith
Market Research
Room 1106

202 268 3579

From: White, John H - Washington, DC - Contractor

Sent: Wednesday, November 25, 2009 3:18 PM

Ta: Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Importance: High

Lisa,

| have found that the original file | sent (which is correct) shows the volumes for the owners of the mail. Meaning, volumes
presented by Mail Service Providers have been mapped back to the owners of the mail, which could be many owners. One MSP
can have many owners of a mailing and the volumes were mapped back to those owners. We counted the owners of the
mailing, not the MSP. This produces a higher count.
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When we break down the volumes between Profit and Non-Profit mailings we only know how the MSP presented the mail,
whether they used a Profit or Non-Profit permit/rate. So the count is much lower because we are counting the MSP and not
counting all of the owners for that mailing. This is why the count is smaller.

| need to know how you want the profits/non-profits counted.

For example: If an MSP mailed a non-profit mailing for 15 customers, do you want me to show the customers of that mailing and
count them all as non-profit mailings? ( A count of 15, not 1).

This is doable but will require additional time.

John H White
Business Customer Intelligence
{(202) 268-2203

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com)

Sent: Tuesday, November 24, 2009 11:22 PM

To: White, John H - Washington, DC - Contractor

Cc: Smith, Bob - washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC: Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

John,

385,032 was the number of accounts that had pesitive volume for Periodicals in the Preferred Account file that was
originally provided. In total, that file had 3,364,503 Preferred Accounts,

In the file you just sent to us, we only have 91,165 accounts that have positive volume for Regular Standard Mail and
130,444 accounts that have positive volume for Non-Profit Standard Mail. If you look at those accounts that have volume
for either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit Standard Mail we come up
with 212,634 which is far less than 385,032 that had positive volume for Periodicals in the original file. Does that help?

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: White, John H - Washington, DC - Contractor [mailto:john.h.white@usps.gov]

Sent: Tuesday, November 24, 2009 7:19 PM

To: Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

The databases are the same as your earlier request except now 3 months have passed and the mix of Preferred sites rolling up
to Premier accounts have changed.

This shouldn’t change the overall totals of 2008 volumes/revenue but the counts may have changed.

- Asofthe end of July 2009 there were a total of 24,754 Premier accounts.
- Asof the end of Oct, 2009 there are a tofal of 25,540 Premier accounts.
- Each month we add ~ 30,000 new sites which are mostly Preferred sites.
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- Astime passes these sites get linked to Premier accounts, thus decreasing the Preferred count

- ltis possible that some Preferred accounts in your original list are now considered Premier accounts

- Inthis latest request 1 only included sitesAlocations which mailed Periodicals and/or Standard Mail in 2008.

- Your last request included other products besides Periodicals and Standard Mail (i.e. First Class, Priority, Express,
Parcel Select, Parcel Post) so | would think we would have sent a larger datafile in August.

How did you arrive at the original file count for Preferreds of 385,0327

John H White
Business Customer Intelligence
(202) 268-2203

From: Smith, Bob - Washington, DC

Sent: Tuesday, November 24, 2009 9:05 AM

To: White, John H - Washington, DC - Contractor

Subject: FW: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

What is your response?

Bob Smith
Market Research
Room 1106

202 268 3579

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Monday, November 23, 2009 11:36 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Subject: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

We have been working with the file that John sent late in the day on Friday and have some questions/concerns that we
would like to raise. First, we would like to confirm that the database used ta create this file is the same as the database
used to create our original contact lists? Seo in other words, is it safe to assume the total number of Premier Accounts is
24,754 and the total number of Preferred Accounts is 3,364,503.

For Preferred Accounts, according to the new file, we have 91,165 accounts that have positive volume for Regular
Standard Mail and 130,444 accounts that have positive volume for Non-Profit Standard Mail. When we look at the
number of accounts that have either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit
Standard Mail we come up with 212,634, but the original files had 385,032 which is a very large difference which has us
concerned that something is dif ferent between the files. '

If you could please take a look at what has been provided and let us know if you have any questions, we would appreciate
it. Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 , 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch,com

5/21/2010
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Whiteman, Greg - Washington, DC

From: Lisa Brunning [Lisa.Brunning@opinionresearch.com]

Sent:  Wednesday, November 25, 2009 12:15 PM

To: Whiteman, Greg - Washington, DC

Ce: Micheison, Rohert - Washington, DC; Smith, Bob - Washington, DC; Neil Wolch
Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Sorry, let me start all over. All counts I provided should have referenced Standard Mail and not Periodicals.

385,032 was the number of accounts that had positive volume for Standard Mail in the Preferred Account file that was
ariginally provided. In total, that file had 3,364,503 Preferred Accounts.

In the file you just sent to us, we only have 91,165 accounts that have positive volume for Regular Standard Mail and
130,444 accounts that have positive volume for Non-Profit Standard Mail. If you look at those accounts that have velume
for either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit Standard Mail we come up
with 212 634 which is far less than 385,032 that had pesitive volume for Standard Mail in the original file. Does that
help?

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@ OpinionResearch.com

From: Whiteman, Greg - Washington, DC [mailto:greg.whiteman@usps.gov]

Sent: Wednesday, November 25, 2009 12:00 PM

To: Lisa Brunning

Cc: Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Lisa:
Do you mean the last line as that is where you use the word "Periodical"?

Greg

Greg Whiteman

Manager, Market Research
202-268-3565 (phone)
202-255-2394 (cell)
202-268-5761 (fax)

Greg. Whiteman@usps.gov
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From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Wednesday, November 25, 2009 9:53 AM

To: Whiteman, Greg - Washington, DC

Cc: Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Sorry, my first line should have said Standard Mail:

385,032 was the number of accounts that had positive volume for Standard Mail in the Preferred Account file that was
originally provided. In total, that file had 3,364,503 Preferred Accounts.

Sorry for the confusion.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: Whiteman, Greg - Washington, DC [mailto:greg.whiteman@usps.gov]

Sent: Wednesday, November 25, 2009 8:12 AM

To: Lisa Brunning

Cc: Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Lisa:

Why are you comparing counts for Standard Mail with counts for Periodical Mail?

Greg Whitermnan

Manager, Market Research
202-268-3565 (phone)
202-255-2394 (cell)
202-268-5761 (fax)

Greg. Whiteman@usps.gov

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Tuesday, November 24, 2009 11:22 PM

To: White, John H - Washington, DC - Contractor

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

John,
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385,032 was the number of accounts that had positive volume for Periodicals in the Preferred Account file that was
originally provided. In total, that file had 3,364,503 Preferred Accounts. A

In the file you just sent to us, we only have 91,165 accounts that have positive volume for Regular Standard Mail and
130,444 accounts that have positive volume for Non-Profit Standard Mail. If you look at those accounts that have volume
for either Regular Standard Meil, Non-Profit Standard Mail or both Regular and Non-Profit Standard Mail we come up
with 212,634 which is far less than 385,032 that had positive volume for Periodicals in the original file. Does that help?

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 62B . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: White, John H - Washington, DC - Contractor [mailto:john.h.white@usps.gov]

Sent: Tuesday, November 24, 2009 7:19 PM

Ta: Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncine, Vic M -
Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

The databases are the same as your earlier request except now 3 months have passed and the mix of Preferred sites rolling up
to Premier accounts have changed.
This shouldn’t change the overall totals of 2008 volumes/revenue but the counts may have changed.

- As of the end of July 2009 there were a total of 24,754 Premier accounts.

- As of the end of Qct, 2009 there are a total of 25,540 Premier accounts,

- Each month we add ~ 30,000 new sites which are mostly Preferred sites.

- As time passes these sites get linked to Premier accounts, thus decreasing the Preferred count

- Itis possible that some Preferred accounts in your original list are now considered Premier accounts

- In this latest request | only included sites/locations which mailed Pericdicals and/or Standard Mail in 2008,

- Your last request included other products besides Periodicals and Standard Mail (i.e. First Class, Priority, Express, Parcel
Select, Parce] Post) so 1 would think we would have sent a larger datafile in August.

- How did you arrive at the original file count for Preferreds of 385,0327

John H White
Business Customer Intelligence
{202) 268-2203

From: Smith, Bob - Washington, DC

Sent: Tuesday, November 24, 2009 9:05 AM

To: White, John H - Washington, DC - Contractor

Subject: FW: USPS S-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

What is your response?

Bob Smith
Market Research
Room 1106

202 268 3579
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From: Lisa Brunning {mailto:Lisa.Brunning@opinionresearch.com]

Sent: Monday, November 23, 2009 11:36 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Subject: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

We have been working with the file that John sent late in the day on Friday and have some questions/concerns that we
would like to raise. First, we would like to confirm that the database used to create this file is the same as the database
used to create our original contact lists? So in other words, is it safe to assume the total number of Premier Accounts is
24 754 and-the total number of Preferred Accounts is 3,364,503,

For Preferred Accounts, according to the new file, we have 91,165 accounts that have positive volume for Regular
Standard Mail and 130,444 accounts that have positive volume for Non-Profit Standard Mail. When we look at the
number of accounts that have either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit
Standard Mail we come up with 212,634, but the original files had 385,032 which is a very large difference which has us
concerned that something is dif ferent between the files.

If you could please take a look at what has been provided and let us know if you have any questions, we wauld appreciate
it. Thanks,

Lisa M. Brunning
‘Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com
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Whiteman, Greg - Washington, DC

From: White, John H - Washington, DC - Contractor
Sent:  Wednesday, November 25, 2009 11:06 AM
To: Lisa Brunning

Ce: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC;
Caroncino, Vic M - Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Pericdical Mail

Hello Lisa,

| am rerunning some counts from the original file | sent you and from this new file so we can compare apples to apples.
| will get back with you asap today so we can review.

Thanks

John
{202) 268-2203

From: Lisa Brunning [mailto:Lisa.Brunning@apinionresearch.com]

Sent: Tuesday, November 24, 2009 11:22 PM

To: White, John H - Washington, DC - Contractor

Cc; Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncing, Vic M -
Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

John,

385,032 was the number of accounts that had positive volume for Periodicals in the Preferred Account file that was
originally provided. In total, that file had 3,364,503 Preferred Accounts.

In the file you just sent to us, we only have 91,165 accounts that have positive volume for Regular Standard Mail and
130,444 accounts that have positive volume for Non-Profit Standard Mail. If you look at those accounts that have volume
for either Regular Standard Mail, Non-Profit Standard Mail or both Reqular and Non-Profit Standard Mail we come up
with 212,634 which is far less than 385,032 that had positive volume for Periodicals in the original file. Does that heip?

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: White, John H - Washington, DC - Contractor [mailto:john.h.white@usps.gov]

Sent: Tuesday, November 24, 2009 7:19 PM

To: Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vie M -
Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

The databases are the same as your earlier request except now 3 months have passed and the mix of Preferred sites rolling up
to Premier accounts have changed.
This shouldn’t change the overall totals of 2008 volumes/revenue but the counts may have changed.
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- Asof the end of July 2009 there were a total of 24, 754 Premier accounts.

- Asofthe end of Oct, 2009 there are a total of 25,540 Premier accounts.

- Each month we add ~ 30,000 new sites which are mostly Preferred sites.

- Astime passes these sites get linked to Premier accounts, thus decreasing the Preferred count

- It is possible that some Preferred accounts in your original list are now considered Premier accounts

- In this latest request | only included sites/locations which mailed Periodicals and/or Standard Mail in 2008.

- Your last request included other products besides Periodicals and Standard Mail (i.e. First Class, Priority, Express,
Parcel Select, Parcel Post) so | would think we would have sent a larger datafile in August.

- How did you arrive at the original file count for Preferreds of 385,0327

John H White
Business Customer Intelligence
(202) 268-2203

From: Smith, Bob - Washington, DC

Sent: Tuesday, November 24, 2009 9:05 AM

To: White, John H - Washington, DC - Contractor

Subject: FW: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

What is your response?

Bob Smith
Market Research
Room 1106

202 268 3579

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Monday, November 23, 2009 11:36 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC, Michelson, Robert - Washington, DC
Subject: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

We have been warking with the file that John sent late in the day on Friday and have some questions/concerns that we
would like to raise. First, we would like to confirm that the database used to create this file is the same as the database
used to create our original contact lists? So in other words, is it safe to assume the total number of Premier Accounts is
24,754 and the total number of Preferred Accounts is 3,364,503.

For Preferred Accounts, according to the new file, we have 91,165 accounts that have positive volume for Regular
Standard Mail and 130,444 accounts that have positive volume for Non-Profit Standard Mail. When we look at the
number of accounts that have either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit
Standard Mail we come up with 212,634, but the original files had 385,032 which is a very large difference which has us
concerned that something is different between the files.

If you could please take a look at what has been provided and let us know if you have any questions, we would appreciate
it. Thanks.

Lisa M. Brurning
Senior Project Manager

Opinion Research Corporation
248 . 628 . 7662 - office
248 . 622 , 3569 - cell
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Lisa.Brunning@OpinionResearch.com
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Whiteman, Greg - Washington, DC

From: Lisa Brunning [Lisa.Brunning@opinionresearch.com]

Sent:  Wednesday, November 25, 2009 9:53 AM

To: Whiteman, Greg - Washington, DC

Cc: Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Sorry, my first line should have said Standard Mail:

385,032 was the number of accounts that had positive volume for Standard Mail in the Preferred Account file that was
originally provided. In total, that file had 3,364,503 Preferred Accounts.

Sorry for the confusion.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248, 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: Whiteman, Greg - Washington, DC [mailto:greg.whiteman@usps.gov]
Sent: Wednesday, November 25, 2009 8:12 AM

To: Lisa Brunning

Cc: Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Lisa:

Why are you comparing counts for Standard Mail with counts for Periodical Mail?

Greg Whiteman

Manager, Market Research
202-268-3565 (phone)
202-255-2394 (cell)
202-268-5761 (fax)
Greg.Whiteman@usps.gov

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Tuesday, November 24, 2009 11:22 PM

To: White, John H - Washington, DC - Contractor

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

John,
5/21/2010
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385,032 was the number of accounts that had positive volume for Periodicals in the Preferred Account file that was
originally provided. In total, that file had 3,364,503 Preferred Accounts.

In the file you just sent to us, we only have 91,165 accounts that have positive volume for Regular Standard Mail and
130,444 accounts that have positive volume for Non-Profit Standard Mail. If you leok at those accounts that have volume
for either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit Standard Mail we come up
with 212,634 which is far less than 385,032 that had positive velume for Periodicals in the original file. Does that help?

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: White, John H - Washington, DC - Contractor [mailto:john.h.white@usps.gov]
Sent: Tuesday, November 24, 2009 7:19 PM

To: Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncine, Vie M -
Washington, DC

Subject: RE: USPS S-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

The databases are the same as your earlier request except now 3 months have passed and the mix of Preferred sites rolling up
to Premier accounts have changed.
This shouldn't change the overall totals of 2008 volumes/revenue but the counts may have changed.

- As of the end of July 2009 there were a total of 24,754 Premier accounts.

- As of the end of Oct, 2009 there are a total of 25,540 Premier accounts.

- Each month we add ~ 30,000 new sites which are mostly Prefetred sites.

- As time passes these sites get linked to Premier accounts, thus decreasing the Preferred count

- ltis possible that some Preferred accounts in your original list are now considered Premier accounts

- Inthis latest request | only included sites/locations which mailed Periodicals and/or Standard Mail in 2008.

- Your last request included other products besides Periodicals and Standard Mail {i.e. First Class, Priority, Express, Parcel
Select, Parcel Post) s | would think we would have sent a larger datafile in August.

- How did you arrive at the original file count for Preferreds of 385,0327?

John H White
Business Customer Intelligence
(202) 268-2203

From: Smith, Bob - Washington, DC

Sent: Tuesday, November 24, 2009 9:05 AM

To: White, John H - Washington, DC - Contractor

Subject: FW: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

What is your response?

Bob Smith
Market Research
Room 1106

202 268 3579
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From: Lisa Brunning {mailto:Lisa.Brunning@opinionresearch.com]

Sent: Monday, Movemnber 23, 2009 11:36 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Subject: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

We have been working with the file that John sent late in the day on Friday and have some questions/concerns that we
would like to raise. First, we would like to confirm that the database used to create this file is the same as the database
used to create our original contact lists? So in other words, is it safe to assume the total number of Premier Accounts is
24 754 and the total number of Preferred Accounts is 3,364,503, ' .

For Preferred Accounts, according to the new file, we have 91,165 accounts that have positive volume for Regular
Standard Mail and 130,444 accounts that have positive volume for Non-Profit Standard Mail. When we look at the
number of accounts that have either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit
Standard Mail we come up with 212,634, but the original files had 385,032 which is a very large difference which has us
concerned that something is different between the files.

If you could please take a look at what has been provided and let us know if you have any questions, we would appreciate
it. Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 ., 622, 3569 - cell
Lisa.Brunning@OpinionResearch.com

5/21/2010
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Whiteman, Greg - Washington, DC

From: Neil Wolch [neil. wolch@opinionresearch.com]

Sent:  Wednesday, November 25, 2009 9:13 AM

To: Smith, Bob - Washington, DC; Lisa Brunning

Cc: Whiteman, Greg - Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Hi Bob,

We can estimate the relative use of the regular and non-profit versions of the Standard Mail and Periodical Mail products even if
the time period does not line up perfectly with the original sample file. However, as Lisa indicated in her previous note:

For Preferred Accounts, according to the new file .. When we look at the number of accounts that have either Regular
Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit Standard Mail we come up with 212,634, but the
original files had 385,032 which is a very large dif ference which has us concerned that something is different between
the files.

Are we comfortable that such a large difference can be attributed to the slightly different time period? We just want to be sure we
are making a fair assessment of the ratio of regular to non-profit.

I'm leaving for today but will try to respond by Blackberry when | can. Lisa is aiso off today. Once we resolve this issue, we are
poised to quickly recalculate the weights and then the forecasts. That should still be do-able on Monday, if this issue is resolved
s00n. :

Thanks,

Neil

From: Smith, Bob - Washington, DC [mailto:bob.smith@usps.gov]

Sent: Wednesday, November 25, 2009 8:03 AM

To: Neil Wolch

Cc: Whiteman, Greg - Washington, DC

Subject: FW: USPS S-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Does this help you? It seems as though he has run more recent data than you used for selecting sample. Would you want me to
ask John to re-run the 2008 Standard Mail and Periodicals data for Premier and Preferred which is what you used for your
sample? Or do you want to use what he sent? | don't think the relationship between non-profit and commercial has changed
much in the meantime. If he re-runs, | doubt we will have it until next week due to the holiday.

Bob Smith
Market Research
Room 1106

202 268 3579

From: White, John H - Washington, DC - Contractor

Sent: Tuesday, November 24, 2009 7:19 PM

To: Lisa Brunning

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caranging, Vie M -
Washington, DC

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

The databases are the same as your earlier request except now 3 months have passed and the mix of Preferred sites rolling up
to Premier accounts have changed.
This shouldn’t change the overall totals of 2008 volumes/revenue but the counts may have changed.
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- As of the end of July 2009 there were a total of 24,754 Premier accounts.

- Asof the end of Oct, 2009 there are a total of 25,540 Premier accounts.

- Each month we add ~ 30,000 new sites which are mostly Preferred sites.

- Astime passes these sites get linked to Premier accounts, thus decreasing the Preferred count

- ltis possible that some Preferred accounts in your original list are now considered Premier accounts

- Inthis latest request | only included sites/locations which mailed Periodicals and/or Standard Mail in 2008.

- Your last request included other products besides Pericdicals and Standard Mail (i.e. First Class, Priority, Express,
Parcel Select, Parce! Post) so | would think we would have sent a larger datafile in August.

How did you arrive at the original file count for Preferreds of 385,0327

John H White
Business Customer Intelligence
- (202) 268-2203

From: Smith, Bob - Washington, DC

Sent: Tuesday, November 24, 2009 9:05 AM

To: White, John H - Washington, DC - Contractor

Subject: FW: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

What is your response?

Bob Smith
Market Research
Room 1106

202 268 3579

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Monday, November 23, 2009 11:36 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Subject: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

We have been working with the file that John sent late in the day on Friday and have some questions/concerns that we
would like to raise. First, we would like to confirm that the database used to create this file is the same as the database
used to create our original contact lists? So in other words, is it safe to assume the total number of Premier Accounts is
24,754 and the total number of Preferred Accounts is 3,364,503,

For Preferred Accounts, according to the new file, we have 91,165 accounts that have positive volume for Regular
Standard Mail and 130,444 accounts that have positive volume for Non-Profit Standard Mail. When we look at the
number of accounts that have either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit
Standard Mail we come up with 212,634, but the original files had 385,032 which is a very large difference which has us
concerned that something is dif ferent between the files.

If you could please take a look at what has been provided and let us know if you have any questions, we would appreciate
it. Thanks.
Lisa M. Brunning

Senior Project Manager

Opinion Research Corporation
248 . 628 . 7662 - office
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248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com
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Whiteman, Greg - Washington, DC

From: Whiteman, Greg - Washington, DC

Sent: Wednesday, November 25, 2009 8.12 AM

To: Lisa Brunning

Cc: Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Subject: RE; USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

Lisa;

Why are you comparing counts for Standard Mail with counts for Periodical Mail?

Greg Whiteman

Manager, Market Research
202-268-3565 (phone)
202-255-2394 (cell)
202-268-5761 (fax)

Greg Whiteman@usps.gov

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Tuesday, November 24, 2009 11:22 PM

To: White, John H - Washington, DC - Centractor

Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robett - Washington, DC; Caroncino, Vic M -
Washington, DC; Neil Wolch

Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

John,

385,032 was the number of accounts that had positive volume for Periodicals in the Preferred Account file that was
originally provided. In total, that file had 3,364,503 Preferred Accounts.

In the file you just sent to us, we only have 91,165 accounts that have positive volume for Regular Standard Mail and
130,444 accounts that have positive volume for Non-Profit Standard Mail. If you look at those accounts that have volume
for either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit Standard Mail we come up
with 212,634 which is far less than 385,032 that had positive volume for Periodicals in the original file. Does that help?

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - celi
Lisa.Brunning@ OpinionResearch.com

From: White, John H - Washington, DC - Contractor [mailto:john.h.white@usps.gov]
Sent: Tuesday, November 24, 2009 7:15 PM
To: Lisa Brunning

5/21/2010




Page 2 of 3

‘Cc: Smith, Bob - Washington, DC; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Caroncino, Vic M -
Washington, DC
Subject: RE: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

The databases are the same as your earlier request except now 3 months have passed and the mix of Preferred sites rolling up
to Premier accounts have changed.
This shouldn’t change the overall totals of 2008 volumes/revenue but the counts may have changed.

- As of the end of July 2009 there were a total of 24,754 Premier accounts.

- As of the end of Oct, 2009 there are a total of 25,540 Premier accounts.

- Each month we add ~ 30,000 new sites which are mastly Preferred sites.

- As time passes these sites get linked to Premier accounts, thus decreasing the Preferred count

- Itis possible that some Preferred accounts in your original list are now considered Premier accounts

- In this latest request | only included sites/locations which mailed Periodicals and/or Standard Mail in 2008.

- Your last request included other products besides Pericdicals and Standard Mail (i.e. First Class, Priority, Express, Parcel
Select, Parcel Post) so | would think we would have sent a larger datafile in August.

- How did you arrive at the original file count for Preferreds of 385,0327

John H White
Business Customer Intelligence
(202) 268-2203

From: Smith, Bob - Washington, DC

Sent: Tuesday, November 24, 2009 9:05 AM

To: White, John H - Washington, DC - Contractor

Subject: FW: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

What is your response?

Bob Smith
Market Research
Roem 1106

202 268 3579

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Monday, November 23, 2009 11:36 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Subject: USPS 5-Day Delivery - Regular/Non-Profit Standard and Periodical Mail

We have been working with the file that John sent late in the day on Friday and have some questions/concerns that we
would like ta raise. First, we would like to confirm that the database used to create this file is the same as the database
used to create our original contact lists? So in other words, is it safe to assume the total number of Premier Accounts is
24,754 and the total number of Preferred Accounts is 3,364,503,

For Preferred Accounts, according to the new file, we'have 91,165 accounts that have positive volume for Regular
Standard Mail and 130,444 accounts that have positive volume for Non-Profit Standard Mail. When we look at the
number of accounts that have either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit
Standard Mail we come up with 212,634, but the original files had 385,032 which is a very large dif ference which has us
concerned that something is different between the files.

If you could please take a look at what has been provided and let us know if you have any questions, we would appreciate
it. Thanks.

5/21/2010
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Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation
248 . 628 . 7662 - office
248 . 622 . 3569 - cell

Lisa.Brunning®OpinionResearch.com

5/21/2010
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Whiteman, Greg - Washington, DC

From: Neil Wolch [neil.wolch@opinionresearch.com)

Sent: Tuesday, November 24, 2009 9:24 AM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washingten, DC; Smith, Bob - Washington, DC
Ce: Lisa Brunning

Subject: RE: Inliers

Thanks, Greg. We'll go that route.

Neil

From: Whiteman, Greg - Washington, DC [mailto:greg.whiteman@usps.gov]
Sent: Tuesday, November 24, 2009 7:53 AM

To: Neil Wolch; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
€Cc: Lisa Brunning

Subject: RE: Inliers

Neil:

An increase across all products of 25 percent after implementation of 5 day delivery during the tough
economic times seems very high. So let's use the 25 percent rule. Also, | agree in keeping the Non-Profit
responder as the response is consistent in terms of the volume after the implementation is significantly
lower than before implementation.

Greg

Greg Whiteman

Manager, Market Research
202-268-3565 {phone)
202-255-2394 (cell)
2(2-268-5761 {fax)
Greg.Whiteman@usps.gov

From: Neil Wolch [mailto:neil.wolch@opinionresearch.com]

Sent: Tuesday, November 24, 2009 12:59 AM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Cc: Lisa Brunning

Subject: Inliers

Hi All,

Following up on our earlier conversation about “inliers”: We understand that there is no reason to expect that a change to 5-day
delivery would increase total volume across all {including competitive) products. Therefore, we have focused on identifying
respondents who indicated there would be such an increase. We do not believe that we should drop all respondents who show
an increase; some might have a reason for a small to moderate increase (even if it doesn't make sense to us). But, | think we all
agree that a large increase would indicate data that are questionable at best. The issue is, what size increase is too large to
believe.

Our recommendation is to delete respondents who reported that their total volume (across all applications and products) would
be at least 50% higher in the first 12 months with 5-day delivery than in the next 12 months (before the service change). This

5/21/2010




Page 2 of 2

rl

would result in dropping the following number of cases:

Nationals = 0
Premier = 12
Preferred = 156
Small Business = 53

We considered lowering the threshold for deletion to those with a 25% or greater increase. The total number of respondents
deleted would increase fo:

Nationals = 1
Premier=18
Preferred = 27
Small Business = 86

Until we finalize the weighting (see Lisa’s note about the file John sent), we cannot determine the exact impact either option
would have on the forecast percentage impact of 5-day on volume per product. In general, though, it does not appear that the
forecasts would be very different under either option. So, we recommend erring on the side of fewer deletions; it should be
easier to justify and will help keep our sample sizes up.

On a separate note, you raised concern about the 66% increase in volume of Non-Profit Standard Mail from the past 12 months
to the next 12 monihs among National Accounts, This increase is attributable to just one respondent. The person sent 112
million pieces in the past 12 months, plans to send 192 million in the next 12 months, and would send 162 million the first 12
months after the change. The allocations by product are for all three time periods: 99% Non-Profit Standard Mail and 1% other.
Taking them out would definitely change the forecasts for this product (changing the negative impact of the switch to 5-day to an
increase of about 5%). However, their responses do not appear to be inconsistent. We do not feel justified in dropping this
respandent.

Please et us know what you think.
Thanks,

Neil Walch

Vice President

Opinion Research Corporation

Please note new information:

25 Northwest Point Blvd., Suite 800

Elk Grove Village, IL 80007-1098

Phone: 847-378-2244

Fax: 847-378-2291

e-mail: Neil. Wolch@opinionresearch.com
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Whiteman, Greg - Washington, DC

From: Lisa Brunning [Lisa.Brunning@opinionresearch.com)]

Sent: Monday, November 23, 2009 11:36 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Subject: USPS 5-Day Delivery - RegularfNon-Profit Standard and Periodical Mail

We have been working with the file that John sent late in the day on Friday and have some questions/concerns that we
would like to raise. First, we would like to confirm that the database used to create this file is the same as the database
used to create our original contact lists? So in other words, is it safe to assume the total number of Premier Accounts is
24,754 and the total number of Preferred Accounts is 3,364,503,

For Preferred Accounts, according to the new file, we have 91,165 accounts that have positive volume for Regular
Standard Mail and 130,444 accounts that have positive volume for Non-Profit Standard Mail. When we look at the
number of accounts that have either Regular Standard Mail, Non-Profit Standard Mail or both Regular and Non-Profit
Standard Mail we come up with 212,634, but the original files had 385,032 which is a very large difference which has us
concerned that something is different between the files.

If you could please take a look at what has been provided and let us know if you have any questions, we would appreciate
it, Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com
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Whiteman, Greg - Washington, DC

From: Michelson, Robert - Washington, DC

Sent:  Friday, November 20, 2008 8:50 AM

To: Whiteman, Greg - Washington, DC; Lisa Brunning; Smith, Bob - Washington, DC
Cc: Neil Wolch

Subject: RE: USPS 5-Day Delivery - Forecasts

| was about to say the same thing - | was actually writing the email. The sample size is just too small. We can say later that
even if we applied the percentages for both products, it would not change the business case for going to 5 day delivery.

Bob

From: Whiteman, Greg - Washington, DC

Sent: Friday, November 20, 2009 8:47 AM

To: Lisa Brunning; Smith, Bob - Washington, DC; Michelson, Rabert - Washington, DC
Cc: Neil Wolch

Subject: RE: USPS 5-Day Delivery - Forecasts

Let's remove Parcel Post and Parcel Select from all four commercial segments and Parcel Post from the
consumers as we do not plan to forecast any change for these products. | want to be consistent for all five
segments.

Greg

Greg Whiteman

Manager, Market Research
202-268-3565 (phone)
202-255-2384 (cell)
202-268-5761 (fax)

Greg . Whiteman@usps.gov

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Friday, November 20, 2009 8:00 AM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Cc: Neil Wolch

Subject: USPS 5-Day Delivery - Forecasts

I know we decided to remove Parcel Select and Parcel Post from the National, Premier and Preferred Account forecasts,
but wasn't sure if we were also removing it from Small Business as well. I thought we were to be consistent, but wanted
to double check first, Please let me know. Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation
248 . 628 . 7662 - office
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248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com
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Whiteman, Greg - Washington, DC

From: Lisa Brunning [Lisa.Brunning@opinionresearch.com]

Sent: Friday, November 20, 2009 8:43 AM

To: Whiteman, Greg - Washington, DC; Smith, Bohb - Washington, DC; Michelson, Robert - Washington, DC
Cc: Neil Wolch

Subject: RE: USPS 5-Day Delivery - Forecasts

Will do. Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3969 - cell
Lisa.Brunning® OpinionResearch.com

From: Whiteman, Greg - Washington, DC [mailto:greg.whiteman@usps.gov]
Sent: Friday, November 20, 2009 8:47 AM

To: Lisa Brunning; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Cc: Neil Wolch :

Subject: RE: USPS 5-Day Delivery - Forecasts

Let's remove Parcel Post and Parcel Select from all four commercial segments and Parcel Post from the
consumers as we do not plan to forecast any change for these products. | want to be consistent for all five
segments.

Greg

Greg Whiteman

Manager, Market Research
202-268-3565 (phone)
202-255-2394 {cell)
202-268-5761 {fax)
Greg.Whiteman@usps.gov

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Friday, November 20, 2009 8:00 AM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Cc: Neil Wolch

Subject: USPS 5-Day Delivery - Forecasts

T know we decided to remove Parcel Select and Parcel Post from the National, Premier and Preferred Account forecasts,
but wasn't sure if we were also removing it from Small Business as well. I thought we were to be consistent, but wanted
to double check first. Please let me know. Thanks.
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Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell

Lisa. Brunning®OpinionResearch.com
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Whiteman, Greg - Washington, DC

From: Neil Wolch [neil. wolch@opinionresearch.com]

Sent: Sunday, November 15, 2009 12:35 PM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Lisa Brunning
Cce: Smith, Bob - Washington, DC, Jeff Resnick; Becky Yalch

Subject: RE: 5-Day Delivery Forecasts

Follow Up Flag: Follow up

Due By: Sunday, November 15, 2009 10:30 AM

Flag Status: Flagged

Hi Greg and Bob,

Please see responses embedded below. | would be good if we couid schedule a call to discuss this. I'll be out on business all
week, but | will make time to talk. Can you please send along a few options {(days/times) that would work on your end? Also, it
would help if you could email back any preliminary responses to our comments. '

Thanks,

Neil

From: Whiteman, Greg - Washington, DC [mailto:greg.whiteman@usps.gov]
Sent: Friday, November 13, 2009 8:13 AM '

To: Michelson, Robert - Washington, DC; Neil Wolch; Lisa Brunning

Cc: Smith, Bob - Washington, DC

Subject: RE: 5-Day Delivery Forecasts

Neil/Lisa:

See the comments below. Can you check the files to see if for any of the challenges below could be
affected by (1) outliers or (2) large customers for their volumes represents a high percent of the total
volume for that segment/product.

Greg

Greg Whiteman

Manager, Market Research
202-268-3565 (phone)
202-255-2394 (cell)
202-268-5761 (fax)

Greg . Whiteman@usps.gov

From: Michelson, Robert - Washington, DC
Sent: Wednesday, November 11, 2009 3:58 AM
To: Whiteman, Greg - Washington, DC
Subject: Fw: 5-Day Delivery Forecasts

Greg,
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The numbers do and do not make sense. You may have already made comments on them. | am doing emails in the order |

" received them this moming while | ride the Eurostar to Brussels.

Here are my observations about the numbers:

It does not seem likely that we could see an increase in Periodicals after 5 Day Delivery. Agree-need to check to see if

any outliers exist. This appears to be an issue primarily for Preferred Accounts. (There is no change for National, and
Premier Regular Periodical decreases about 5% while Non-Profit Periodical only increases about 2%.) Regarding the
increase for Preferred: This is, unfortunately, driven by just one respondent. That account (a local newspapet) has

a relatively large volume, and indicated that they would switch much of it from Standard Mail to Periodical Mail. When
we check back to CBCIS, they only show up with volume for Periodical, so it appears they were confused when they
allocated 30% of their past 12 month volume to Standard Mail; more generally, differences in their allocations across
the three time periods do not seem to make sense, We are geing to try to call the respondent back to confirm their
responses. If we can't reach them or their answers still don't make sense, we would recommend deleting this
respondent. If we take just that respondent out of the data, the predicted change in Periodical Mail volume would
become negative (about -10% for Standard Periodical, -0.2% for Non-Profit Periodical Mail). It will be interesting to see
what happens to the forecast if we reach that respondent and they change their answers to something more
believable.

Decreases in Express Mail do not seem likely. The anly possible explanations would be (1) customers may
assume that there would be a surcharge for Saturday delivery and (2) customers assume that there could
be an overall decrease in the reliability of service. As we see a decrease in the National, premier, and
Preferred segments, this implies a consistency of the reaction. Given Greg's points (which seem valid to me},
are we comfortable believing the forecast decreases? | don't have another explanation at this peint.

Consumers reacted as expected and increased usage. They also indicated decrease usage of First-Class Mail.
So, are we comfortable with the consumer forecasts?

Businesses did not. A 7% decrease in usage of Priority Mail by National accounts seems high. However, we also see
decreases with the Premier and Preferred accounts so there is a degree of consistency. One large shipper

could account for a somewhat larger drop for National Accounts. We can check on this. Similar to Express
Mail, the decrease in Priority Mail is consistent across the three segments in your database. So, | would hesitate to
dismiss or disbelieve this too quickly. Perhaps the change to 5-Day would lead to a kind of negative halo effect --
making some customers choose to pick a competitors even for situations where the service change would not impact
them.

The issue of a small number of large National shippers impacting the forecasts for that segment is worth separate
consideration. You seem to have concerns about the decreases forecast among National Accounts for three

products: Non-Profit Standard/Bulk Mail, Priority Mail, and Parcel Select. We found three (of the 61) respondents who
have large volumes and responses that, in part due to these volumes, have major impacts on the forecasts. IF we were
to take those three respondents out of the data, the forecast decreases would become almost negligible. However,

we have examined the data for those three respondents and do not believe they are outliers. Their changes have a
relatively big impact due to their high volumes, their high confidence that they would make the changes indicated
(questicn 10, the one we convert to a percentage probability of changing due to 5-Day), and the limited sample size in
this segment. :

Decreases in Parcel Seiect are not reasonable. Neither UPS nor FedEx drop packages on Saturday. And | recall that Saturday
delivery of Parcel Select is a few percentage points - | want to say 3 or 4 (I'll check next week when | return to the office - if you
want to know before that check out the report from Colography on 5 Day Delivery or ask Krista. If she still has access to my
shared drive she can get it for you.). Conversely, increases in Parcel Seiect do not seem reasonable. Th e decreases occurs
with both National and Preferred Accounts. Will check to see if any large accounts created this decrease.

Could the increase for for Premier accounts reflect a concern that the quality of Priority Mail it does seem
strange that Parcel Select increases for National and Preferred and decreases for Premier. We have to keep in mind
that the base size of users {past 12 month) of Parcel Select in each segment is extremely small (5 National, 11 Premier, 4
Preferred). I'm also concerned that our decision to zero out self-reported past 12 month Parcel Select volume for
accounts that do not have volume for that product in CBCIS, while rational given the obvious over-statement of usage,
could be biasing results; if we force zero as the baseline, any reported increase could be over-stated on a percentage
change basis; we are going to look into the impact of not allowing these respondents to have Parcel Select volume in
any time period (not just past 12 months).

I think any increases in Standard Mail (Regular or non-profit) seem unreasonable. Could this represent a downgrade
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from First-Class Mail. |f accounts thought that the reliability of First-Class Mail would decrease, they could

consider switching to Standard Mail. Itis interesting that for both Premier and Preferred, we forecast an increase
for non-profit and a decrease for regular Standard Mail. This could have scmething fo do with the weighting plan. This
issue applies to Standard Mail and Periodical Mail, the two products for which we decided fairly late in the process to
gather data separately for regular vs. non-profit. The database you provided did not split out the data into these sub-
products. So, when we calculated the product weights, the target proportion of usage is based on each product overall;
s0, the weights we calculated necessarily treated regular and non-profit users the same. That shouldn’t necessarily
bias the resuilts, but it is certainly less accurate than if we were able to calculate weights on an individual product level,
Can you possibly re-create the sample files you originally sent, but with volumes broken out by reguiar vs. non profit
for Standard and Periodical Mail? Alternatively, how would you feel about combining regular and non-profit in the
forecasts, so the we just have one forecast for Standard and one for Periodical within each segment?

We should be looking for outlyers in these categories and relooking at our weighting methodology to ensure we got it

right. Please take a look at the explanation of the weighting scheme in the Methodology Report. We believe the logic
behind this is valid (with the possible exception noted above)}, but we're open to discussion; we all need to feel
comfortable with what we did. Please note that weighting only applies to the Premier and Preferred segments.

Since you didn't comment on them, can we assume you are comfortable with the Small Business forecasts?

Bob

From: Neil Wolch <neil.wolch@opinionresearch.com>

To: Michelson, Robert - Washington, DC; Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC

Cc: Lisa Brunning <Lisa.Brunning@opinionresearch.com>; Jeff Resnick <jeff.resnick@opinionresearch.com>; Becky Yalch
<Becky.Yalch@opinionresearch.com>

Sent: Fri Nov 06 17:08:53 2009

Subject: RE: 5-Day Delivery Forecasts

Hi Bob,
Have a great time in London!

Here are the key numbers (% change attributable to the switch to 5-Day Delivery). | hope this formats okay on your BB:

National:
As % of As % of
PAST 12 NEXT 12
Month Month
Velume Volume
K L
Product {gre codes)
Single Piece FCM {2, b) - MEAN -1.2% -1.0%
Pre-Sort FCM (3, c) -- MEAN -1.1% -1.0%
Regular Standard/Bulk Mail (4, d) - MEAN -0.4% -0.4%
Non-Profit Standard/Bulk Mail (5, e} — MEAN -17.2% -10.3%
Priority Mail (6, f) - MEAN
Express Mail (7, g) ~ MEAN
Parcel Select (8, h) — MEAN -7.4% -10.1%
Parcel Post (9, i) -- MEAN 0.0% 0.0%
Regular Periodical Mail (10, j) - MEAN 0.0% 0.0%
Non-Profit Pericdical Mail (11, k) -- MEAN 0.0% 0.0%

Premier:

As % of As % of
PAST 12 NEXT 12
Month Month
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' Volume Volume
K L

Pr ct o]
Single Piece FCM {2, b) -- MEAN 1.1% 1.2%
Pre-Sort FCM (3, ¢) -- MEAN -1.8% -2.3%
Regular Standard/Bulk Mail (4, d} — MEAN -7.5% -8.2%
Non-Profit Standard/Bulk Mail (5, e) - MEAN 4.5% 10.2%
Priority Mail (8, f) - MEAN
Express Mail (7, g) - MEAN H
Parcel Select (8, h) -- MEAN D70 70
Parcel Post (9, i} ~ MEAN -4.2% -3.8%
Regular Periodical Mail (10, j) - MEAN -5.3% -5.3%
Non-Profit Periodical Mail {11, k} -- MEAN 1.9% 2.4%
Preferred:

As % of As % of
PAST 12 NEXT 12

Month Month
Volume Volume
K L
Pr t co
Single Piece FCM (2, b} — MEAN -0.8% -0.6%
Pre-Sort FCM (3, c) — MEAN -1.9% -2.6%
Regular Standard/Bulk Mail (4, d) - MEAN -2.8% -4.3%
Non-Profit Standard/Bulk Mail (5, e) — MEAN 3.2% 3.4%
Priority Mail {6, f) -~ MEAN 2,970 -3.370
Express Mail {7, g) -- MEAN I
Parcel Select (8, h}) — MEAN -5.6% -2.8%
Parcel Post (9, i) - MEAN -3.0% -4 8%
Regular Periodical Mail (19, j) - MEAN 27.0% 21.3%
Non-Profit Periodical Mail (11, k) -- MEAN 16.9% 16.6%
Small Business:
As % of As % of
PAST 12 NEXT 12
Month Month
Volume Volume
K L
Pr cod
FCM {1, a) - MEAN 4,3% 4.8%
Priority Mail (6, f) ~ MEAN
Express Mail (7, g) - MEAN
Parcel Post (9, i) - MEAN -11.2% -10.4%
Consumer:
Raw Adjusted
E F
Product (gre codes)
FCM (a) - MEAN ' -2.9% -1.9%
Priority Mail (b) -~ MEAN 42.5% 16.0%
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* Express Mail (¢) -- MEAN 11.4% 10.1%
Parcel Post (d) - MEAN -20.9% -14.0%

From: Michelsan, Robert - Washington, DC [mailto:robert.michelson@usps.gov]
Sent: Friday, November 06, 2009 4:34 PM

To: Neil Wolch; Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC
Cc; Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: Re: 5-Day Delivery Forecasts

Hi Neil,

| am on a plane about to leave for London. I'll be gone for 10 days. | can't read the spreadsheets on my Blackberry. Can you
send me an email summarizing the results of the volume loss? | am curious.

Thanks,

Bob

From: Neill Wolkch <neil.wolch@opinionresearch.com:

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC

Cc: Lisa Brunning <Lisa.Brunning@opinionresearch.com:; Jeff Resnick <jeff.resnick@opinionresearch.com>; Becky Yalch
<Becky.Yalch@opinionresearch.com>

Sent: Fri Nov 06 16:19:10 2009

Subject: 5-Day Delivery Forecasts

Hi Greg and Bobs,

Well, we made it! The forecasts are ready. They are in the attached file, one sheet per segment. For the most part, the results
appear to make sense. Of course, we look forward to hearing your perspective on that.

We are working on the methcdology report and will send it next week. In the meantime, please let us know if you have any
questions or comments.

Have a great weekend.
Best regards,

Neil Wolch

Vice President

Opinion Research Carperation

Please note new information:

25 Northwest Point Blvd., Suite 800

Elk Grove Village, IL 60007-1099

Phone: 847-378-2244

Fax: 847-378-2290

e-mail: Neil. Wolch@opinionresearch.com
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Whiteman, Greg - Washington, DC

From: Neil Wolch [neil. wolch@opinionresearch.com]

Sent: Wednesday, November 11, 2009 4:08 PM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC

Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: RE: 5-Day Delivery Forecasts

Attachments: gSPS 5-tDe_1y Delivery - Methodology Report 11-11-08.ppt; USPS 5-Day Delivery Questionnaires by
egment.zip :

Hiall,

The methodology report for the quantitative phase of the 5-Day Delivery study is attached. This documents what we did in and
how we caiculated the forecasts. We've also attached versions of the questionnaire that are customized for each segment.

Please let us know if you have any questions or comments.
Best regards,

Neil

From: Neil Wolch

Sent: Friday, November 06, 2009 4:19 PM

To: 'Whiteman, Greg - Washington, DC'; 'Michelson, Robert - Washington, DC'; 'Smith, Bob - Washington, DC'
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: 5-Day Delivery Forecasts

Hi Greg and Bobs,

Well, we made it! The forecasts are ready. They are in the attached file, one sheet per segment. For the most part, the results
appear to make sense. Of course, we look forward to hearing your perspective on that,

We are working on the methodology report and will send it next week. In the meantime, please let us know if you have any
questions or comments.

Have a great weekend.
Best regards,

Neil Wolch

Vice President

Opinion Research Corporation

Please note new information:

25 Northwest Point Bivd., Suite 800

Elk Grove Village, IL 60007-1099

Phone: 847-378-2244

Fax: §47-378-2290

e-mail: Neil. Wolch@opinionresearch.com
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Whiteman, Greg - Washington, DC

From: Smith, Bob - Washington, DC

Sent: Tuesday, November 10, 2009 9:26 AM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC
Subject: FW: USPS 5-Day Delivery Research - Weekly Update

Bob Smith
Market Research
Room 1108

202 268 3579

From: Becky Yalch [mailto:Becky.Yalch@opinionresearch.com]
Sent: Monday, November 09, 2009 9:22 PM

To: Lisa Brunning; Smith, Bob - Washington, DC

Cc: Jeff Resnick; Neil Wolch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bob - Qualitative Update as well follows:

s  All qualitative interviews completed. Last ID} was completed Thursday 11/5/2009. Please let Greg and Bob M. know
that for the Bank of America ID| we ended up with two persons participating. The first was the operations person we
wanted to include. The second was the individual listed as the primary contact for the account and manages all of the
account. We felt that it would be best to include them both rather than cause any sort of ill will / negative feedback.

e  The Draft Report was delivered this morning {11/9). I have requested a meeting to discuss after Greg and Bob M. have
had a chance to review. | understand that Bob M. is out of town until 11/17 so | would like to suggest 11/19 which
should give him time to review when he returns. We can then get the report finalized by end of November.

»  The final outstanding item to be discussed is the format for the remainder of the deliverables — natably all of the
transcripts.

Rebecca Elmore-Yalch

Senior Vice President

Opinion Research Corporation
www.opinionresearch.com/northwest
Opinion Research Corporation
One Union Square

600 University Street

Suite 2704

Seattle, WA 98101-4151
Telephone: 206.624.6465

Direct: 602.836.2008

Mobile: (208)863-9910
becky.yalch@opinionresearch.com

=

Please Consider the Environment Before Printing
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From: Lisa Brunning

Sent: Monday, November 09, 2009 6:10 PM

To: 'Smith, Bab - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bob,
Please see below for the weekly quantitative update:

¢ Forecast spreadsheets were provided last week on Friday.
o  The quantitative methodology report will be provided this week.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: Lisa Brunning

Sent: Tuesday, November 03, 2009 1:59 PM

To: 'Smith, Bob - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Baob,

Piease see below for the weekly update for the quantitative research. Thanks.

Quantitative

» Interviewing has been completed with a total of 3,186 interviews. Detailed below are the final number of
completed interviews:
o National Accounts - 62 completed interviews
o Premier Accounts ~ 680 completed interviews
o Preferred Accounts - 797 completed interviews
o Small Businesses - 1,001 completed interviews
o Consumers - 646 completed interviews
* Forecast spreadsheets have been reviewed and approved.
*  Weighting for Premier and Preferred Accounts have been reviewed and approved.
s We have a discussion today to review and determine outliers so the data can be finalized.
+ Forecast spreadsheets will be provided by the end of this week.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation
248 . 628 . 7662 - office
248 . 622 . 3569 - cell
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Lisa.Brunning@OpinionResearch.com

From: Lisa Brunning

Sent: Monday, October 26, 2009 11:38 PM

To: 'Smith, Bob - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bob,
Please see below for the update.

Qualitative

¢+ Weare trying to complete the final four remaining IDIs.

*  We have been forwarding the transcripts from the IDIs os they are completed and will continue to do so until all
have been received.

¢  Thedraft report will be delivered no later than three days af ter the final IDI is completed.

Quantitative

» Interviewing with National, Premier and Preferred Accounts and Small Businesses is underway. As of today we
have 2,488 completed interviews that are averaging closer to 15 minutes. Our goal is to complete interviewing
this Friday, October 30™,

o National Accounts - 41 completed interviews

o Premier Accounts - 653 completed interviews

o Preferred Accounts - 793 completed interviews
o  Small Businesses - 1,001 completed interviews

» Interviewing with Consumers started this past weekend. Our incidence levels are lower than expected so we will
provide counts for those using the various USPS products tomorrow so we can determine if we want to interview
again this weekend in CARAVAN to get closer to the original 1,000 completed interviews.

*  We have provided the first draft of the forecast spreadsheets and had an initial discussion to review them
today. We are in the process of populating one with data from 10 National Accounts which we will provide
tomorrow. Once the spreadsheet is provided, a call will be set up with three individuals from the finance group to
review.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

Sent: Tuesday, October 20, 2009 7:21 AM

To: 'Smith, Bob - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bob,
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‘ Here is this week's update. Thanks.

Qualitative

s 19 IDI's have been completed. The remaining IDIs should be completed by tomorrow.

Quantitative

¢ Interviewing with National, Premier and Preferred Accounts is underway. As of this morning we have 946
completed interviews that are averaging closer to 15 minutes.
o National Accounts ~ 19 completed interviews
o Premier Accounts - 410 completed interviews
o Preferred Accounts - 517 completed interviews
s Interviewing with Small Businesses will start today.
e We conducting a small pretest with Consumers last night and have requested a meeting this morning with the
team to discuss the outcome,

Lisa M. Brunning
Senior Project Manager

QOpinion Research Corporation

248 . 628 . 7662 - office

248 622 . 3569 - cell
Lisa,Brunning@OpinionResearch.com

From: Lisa Brunning

Sent: Wednesday, October 14, 2009 3:35 PM

To: 'Smith, Bob - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bob,
Here is this week's quantitative update. I will send the qualitative update soon. Thanks,
Quantitative

+  Questionnaire programming for National, Premier and Preferred Accounts is done.

*+  We conducted a pretest last week and determined the questionnaire length was running longer than estimated so
we made revisions to the questionnaire,

¢+ We conducted another pretest on Monday and Tuesday of this week and determined the questionnaire was still
running longer than estimated so we made revisions to the questionnaire.

o  Weare conducting another pretest today to determine the questionnaire length,

¢ Once we finalize the National, Premier and Preferred Accounts questionnaire, we will modify the program for
Small Businesses and conduct soft launch.

» After the pretest/soft launch is completed, programming will begin for the Consumers which will be conducted
using CARAVAN.

Lisa M. Brunning

5/21/2010




Page 5 of 10

Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: Lisa Brunning

Sent: Monday, October 05, 2009 8:33 PM

To: 'Smith, Boh - Washington, DC'

Cc: Jeff Resnick; Neil Walch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bob,
Here is this week's update. Thanks.

Qualitative

*  Focus groups have been completed and we are working on the report. Striving to get a draft to USPS by
10/16/2005. ‘

o IDIsare currently underway. We have completed three as of this morning; 12 additional scheduled for this
week. All with National Accounts.

*  We have sent some questions to Greg and Bob M. to clarify some issues before we get to far into the process.

Quantitative

¢ Questionnaire programming for National, Premier and Preferred Accounts is just about done. The pretest is
scheduled to begin tomorrow.

*  Questionnaire programming for Small Businesses is just about done. The soft launch is scheduled for Wednesday.

e After the pretest/soft launch is completed, programming will begin for the Consumers which will be conducted
using CARAVAN,

Lisa M. Brunning
Senior Project Maonager

Opinion Research Corporation

248 . 628 , 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@QOpinionResearch.com

From: Lisa Brunning

Sent: Tuesday, September 29, 2009 10:10 PM

To: 'Smith, Beb - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bob

v

Please see below for the weekly update. Thanks.

Qualitative
5/21/2010
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e Ail focus groups are finished and the last transcription was delivered today. Notes from the groups (scales and
letters) are currently being transcribed and tallied.

e IDIs are currently being scheduled. Guide will be delivered tomorrow for review/approval.

s In the process of drafting the focus group report and checking to see what can be done in terms of a
presentation.

Quantitative

» Received final approval of the sampling plan sent on September 4th,

*  Proposed option of conducting small business interviews via telephone. Cost increment for this was provided
September 28th. Waiting for decision, :

» Received final approval of the questionnaire.

*  Waiting for final concept description to be included in the questionnaire.

* In the process of programming the questionnaire. Should be testing later this week / early next week with the

soft launch / pretest slated for early next week.

As requested, we sent invoices that includes work completed through September 30th.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@ OpinionResearch.com

From: Lisa Brunning

Sent: Tuesday, September 22, 2009 9:15 AM

To: 'Smith, Bob - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bob,

Please see below for the weekly update. Thanks.

Qualitative
»  Recruiting for New York:
o Consumer City Center - 12 of 12 respondents recruited ~ FULLY RECRUITED

Consumer High Suburban - 10 of 12 respondents recruited
Consumer Moderate Suburban - 11 of 12 respondents recruited
Business Group 1 ~ 6 of 12 respondents recruited
Business Group 2 - O of 12 respondents recruited -- this is the Standard Mail / Advertising Group that
we changed so this looks bad but we are talking with them - they have a ton of calls out. I think we will be
okay.
» Recruiting for Atlanta:

o Consumer Rural - 12 of 12 respondents recruited - FULLY RECRUITED

o Consumer City Center ~ 9 of 12 respondents recruited

o Business Group 1- 0 of 12 respondents recruited -- Same comment as New York

o Business Group 2 - 4 of 12 respondents recruited
*  Asrequested, will send an invoice that includes work completed through September 30™ at the end of this week

O 0 o ©
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Quantitative

s  Revised sampling plan sent on September 4™ Waiting to finalize.

*  Revised pricing sent on September o' Waiting for approval.

e  Provided the draft questionnaire on Friday, September 18™. Waiting to receive feedback. Questionnaire needs
to be finalized soon so that we can begin programming so we are ready for the soft launch on or close to
September 28'™, ‘

e  Asrequested, will send an invoice that includes work completed through September 30™ at the end of this week

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: Lisa Brunning

Sent: Monday, September 14, 2009 8:54 PM

To: 'Smith, Bob - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bab,
Please see below for this week's update. Thanks.

Qualitative

*  Recruiting Update for Seattle:
o Consumer City Center - 9 of 12 respondents recruited
o  Consumer Suburban - 12 of 12 respondents recruited -~ FULLY RECRUITED
o Consumer Rural - 12 of 12 respondents recruited ~ FULLY RECRUITED
o Business Group 1 - 8 of 12 respondents recruited
o Business Group 2 ~ 5 of 12 respondents recruited
»  Having some trouble with the business groups - notably Business Group #2 - this is the one we tightened the
screening on. Becky will talk to Bob M. about it tanight.
*  Meeting to do the last review of guides / concept before groups tomorrow
e  Starting on IDI Plan / Guide today and will provide to the USPS tomorrow

Quantitative

s  Revised sampling plan sent last week on September 4™ Waiting to finalize.

* Revised pricing sent today, September 5™ Waiting for approval.

e Provided the draft questionnaire for Small Business. Working on screeners for Consumers, Preferred Accounts,
Premier Accounts and National Accounts and will provide this week.

Lisa M. Brunning
Senior Project Manager
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Opinion Research Corporation

248 , 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: Lisa Brunning

Sent: Wednesday, September 09, 2009 1:39 PM

To: 'Smith, Bob - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

8ob,

Below is the weekly update. Please let me know if you have any questions or comments. Thanks.

Qualitative

¢ Chicago focus groups completed
*  Recruiting for all other focus groups are underway
¢ Seattle focus groups scheduled for next week on Tuesday and Wednesday

Quantitative

o  Revised sampling plan sent last week on September 4™
¢ Revised pricing sent today, September gth
*  Drafting the questionnaire based on feedback obtained during Chicage focus groups

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 622 . 3569 - cell
Lisa.Brunning@ OpinionResearch.com

From: Lisa Brunning

Sent: Tuesday, September 01, 2009 1:22 PM

To: 'Smith, Bob - Washington, DC'

Cc: Jeff Resnick; Neil Wolch; Becky Yalch

Subject: RE: USPS 5-Day Delivery Research - Weekly Update

Bob,

Below is the this week's update. Please let me know if you have any questions or comments. Thanks,

Qualitative

»  Revised pricing reviewed and approved

o  All discussion guides finalized

»  Recruiting completed for Chicago focus groups
*  Conducting Chicage focus groups this week

5/21/2010




e Recruiting for all other focus groups are underway

Quantitative

e Revised sampling plan sent yesterday, August 31"
e Revised pricing will be reviewed with Bob M. and Greg this week

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: Lisa Brunning

Sent: Tuesday, August 25, 2009 12:03 AM
To: Smith, Bob - Washington, DC

Cc: Jeff Resnick; Neil Wolch; Becky Yalch
Subject: USPS 5-Day Delivery Research - Weekly Update

Bab,

Detailed below is the first weekly update. Please let me know if you have any questions or concerns. Thanks.

Qualitative

»  Screeners and schedule finalized and recruiting for the Chicago has begun. Consumer groups are fully recruited
and business groups will be the focus for the balance of the week. Recruiting for other groups to start this week

or early next week.

¢  The Postal Service has consumer guide and awaiting feedback. Business guide will be finalized today (8.24.2009).
¢ Meeting schedule for Tuesday (8.25.2009) morning to discuss IDI's ~ composition, screening, and interview guide.
¢ Weare working on finalizing the revised qualitative budget and will have it to you this week.

Quantitative

¢+ We are working through the sample files provided by the USPS. We have received the following files:

o National Accounts - 236 records
o Premier Accounts - 24,754 records

o Preferred Accounts - 3,364,503 records plus an additional file of Click-N-Ship Customers that we are in
the process of merging with the original file, de-duping and obtaining revised counts
¢ Once we have an understanding of all of the contact lists received, we will update the sample plan with our
recommendations for your review and approval. If needed, a revised cost estimate will be provided as well.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

2A8 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com
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Whiteman, Greg - Washington, DC

From: Neil Wolch [neil.wolch@opinionresearch.com]

Sent:  Friday, November 08, 2009 6:09 PM

To: Michelson, Robert - Washington, DC; Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC
Ce: Lisa Brunning; Jeff Resnick; Becky Yalch .

Subject: RE: 5-Day Delivery Forecasts

Hi Bob,
Have a great time in London!
Here are the key numbers (% change attributable to the switch to 5-Day Delivery). | hope this formats okay on your BB:

National:

As % of As % of
PAST 12 NEXT 12

Month Month
Volume Volume
K L
Product (gre codes)
Single Piece FCM (2, b) - MEAN -1.2% -1.0%
Pre-Sert FCM (3, c} -- MEAN -1.1% -1.0%
Regular Standard/Bulk Mail (4, d) - MEAN -0.4% -0.4%
Non-Profit Standard/Bulk Mail (5, e) - MEAN -17.2% -10.3%
Priority Mail (6, f} -~ MEAN
Express Mail (7, g) -- MEAN
Parcel Select (8, h) - MEAN -7.4% -10.1%
Parcel Post (9, i) - MEAN 0.0% 0.0%
Regular Periodical Mail (10, j} - MEAN 0.0% 0.0%
Non-Profit Periodical Mail {11, k) —- MEAN 0.0% 0.0%

remi

As % of As % of
PAST 12 NEXT 12

Month Month
Volume Volume
K L
Product (qre codes
Single Piece FCM {2, b) - MEAN 1.1% 1.2%
Pre-Sort FCM (3, ¢) -- MEAN -1.8% -2.3%
Regular Standard/Bulk Mail (4, d) — MEAN -7.5% -8.2%
Non-Profit Standard/Bulk Mail (5, e) - MEAN 4.5% 10.2%
Priority Mail (6, f) - MEAN
Express Mail (7, g) - MEAN !
Parcel Select (8, h) - MEAN 5% 17.4%
Parcel Post (9, i) - MEAN -4.2% -3.8%
Regular Periodical Mail {10, j) — MEAN -5.3% -5.3%
Non-Profit Periodical Mail {11, k) - MEAN 1.9% 2.4%
Preferred:
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As % of As % of
PAST 12 NEXT 12

Month Month
Volume Volume
K L
rod r
Single Piece FCM (2, b) -- MEAN -0.8% -0.6%
Pre-Sort FCM (3, ¢) —~ MEAN -1.9% -2.6%
Regular Standard/Bulk Mail {4, d) -- MEAN -2.8% -4.3%
Non-Profit Standard/Bulk Mail (5, e} - MEAN 3.2% 3.4%
Priority Mail (6, f) -- MEAN
Parcel Select (8, h) — MEAN -5.6% -2.8%
Parcel Post (9, i) - MEAN -3.0% -4.8%
Regular Periodical Mail (10, j) - MEAN 27.0% 21.3%
Non-Profit Periodical Mail (11, k) - MEAN 16.9% 16.6%

Small Business:

As % of As % of
PAST 12 NEXT 12

Month Month
Volume Volume
K L

Product (qre codes)

FCM (1, a) - MEAN -4,3% -4.8%
Priority Mail (6, f) — MEAN

Express Mail (7, g) - MEAN

Parcel Post (9, i) - MEAN -11.2% -10.4%
Consumer:
Raw Adjusted
E F
Product (qre codes)
FCM (a) -- MEAN -2.9% -1.9%
Priority Mail (b) - MEAN
Express Mail (c) -- MEAN

From: Michelson, Robert - Washington, DC [mailto:robert.michelson@usps.gov]
Sent: Friday, November 06, 2009 4:34 PM _

To: Neil Wolch; Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC
Cc: Lisa Brunning; Jeff Resnick; Becky Yalch

Subject: Re: 5-Day Delivery Forecasts

Hi Neil,

| am on a plane about to leave for London. I'll be gone for 10 days. | can't read the spreadsheets on my Blackberry. Can you
send me an email summarizing the results of the volume loss? | am curious.
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Thanks,

Bob

From: Nell Wolch <neill.wolch@opinionresearch.com> _

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC

Cc: Lisa Brunning <Lisa.Brunning@opinionresearch.com>; Jeff Resnick <jeff.resnick@opinionresearch.com>; Becky Yalch
<Becky.Yalch@opinionresearch.com>> '

Sent: Fri Nov 06 16:19:10 2009

Subject: 5-Day Delivery Forecasts

Hi Greg and Bobs,

Well, we made it! The forecasts are ready. They are in the attached file, one sheet per segment. For the most part, the results
appear to make sense. Of course, we look forward to hearing your perspective on that.

We are working on the methodology report and will send it next week. In the meantime, please let us know if you have any
questions or comments.

Have a great weekend.
Best regards,

Neil Wolch

Vice President

Opinion Research Corporation

Please note new information:

25 Northwest Point Blvd., Suite 800

Elk Grove Village, IL 60007-1099

Phone: 847-378-2244

Fax: 847-378-2290

e-mail: Neil. Wolch@opinjonresearch.com

512172010
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‘Segment: Natiohal Accounts (n=6%) . .~ "

Calculate Average Across Respondents

Insert Individual Respondent Data Changes Calculated Based on Averages Across Respondents
Mean Volume {12 Month Period) % Change from Past 12 Month % Change Attributable to Switch to 5-Day
Future Volume (Next 12 Months) | Volume Raw Ad[usted
Adjusted Future IF S-Day As % of As % of As % of As % of
Before 5-Day Likelihoed of Volume IF Concept PAST 12 NEXT 12 PAST 12 NEXT 12
Past 12 Concept IF 5-Day Concept| Change (Q10 Concept If Mo Service Implemented Month Month Month Month
Months Mentloned Implemented Rating) Implemented Change {Raw) Volume Volume Volume Volume
B c D E F G H / J K L
Product {(gre codes)
Single Piece FCM (2, b) ~ MEAN 818 - 1,312,488 1 642 : * 13.0% 1.4% 1.6% 1.4% 1.2% -1.0%
Pre-Sort FCM {3, ¢) — MEAN : a4 81, 270" T6% 2.2% -5.8% 5.2% -1.1% -1.0%
Regqular Standard/Bulk Mail {4, d} - MEAN 16,679,4¢ / . 6,552 3B 0.2% -1.8% “2.4% -21% -0.4% -0.4%
Non-Profit Standard/Bulk Mall (5, ) - MEAN : 1,949,903 238 ~2;781,10¢ ;802,34 B88.0% 42.8% -23.4% -14.1% -17.2% -10.3%
Priority Malil (6, f) - MEAN 9,556 Bp C 4TI 363 8.0% -24.0% -18.0% A7.4% -7.2% 7.8%
Express Mail (7, g} - MEAN 60,07 ] 207 :624,38 . 0,684 17.4% 11.5% -5.8% -5.0% -1.2% -1.0%
Parcel Select (8, h} - MEAN i 1405 P 13247 : -27.0% 47.5% -20.5% -28,1% -7.4% -10.1%
Parcel Post (9, I) ~ MEAN -89.0% -89.0% 0.0% 0.0% 0.0% 0.0%
Regular Periodical Mait (10, J) - MEAN 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Non-Profit Periodical Mail {11, k} - MEAN 19.9% 18.8% 0.0% 0.0% 0.0% 0.0%

NOTE: Afl data are based on all respondents from National Accounts
NOTE: For respandents who claim Parcel Sefect volume in Q2 but do not show such volume in the USPS database, the volume they attribufe to Parcel Select has been reset to 0
Explanation of Columns:
The following columns require calculation of means (for each product) based on data for each respondent in the segment (including thase with a value of 0):
Column B: sum of % of pieces across applicalions in Q1 * proportion of these sent using applicable product in Q3 (using 100% if only this product was selected in Q2)
Column C: sum of ¥ of pieces across applications in Q4 * propartion of these that would be sent using applicable product in Q6 (using 100% if only this product was sefected in Q5)
Column D: sum of # of pieces across applications in Q7 * proportion of these that would be sent using applicable product in Q9 (using 100% if only this product was selected in Q8)
Column F: (Column D - Column C) * (Column E/1 0) + Column C
Column E; response to Q10 (Likelitood that change fo 5-Day would impact volume of pieces or how they are senl; do nof average across respondents}
The following columns require calculations based on the means in the previous columns:
Column G: (Column C - Column B} / Column B
Column H: (Column D - Column B) / Column B
Column I: (Column D - Column C} / Column B
Column J: (Column D - Column C}/ Column C
Column K: (Column F - Column C) / Column B
Column L: (Column F - Column C) / Column C




" Segment: National Accounts (n=B¥y . .-

Calcutate Average Across Respondents

Tnsert IndiviGual Respondent Data Changes Calculated Based on Averages Across Respondents
Mean Volume (12 Month Period] % Change from Past 12 Month % Change Attributable fo Switch to 5-Day
Future Volume (Next 12 Manths) Volume Raw " Adjusted
AdJusted Future IF 8.Day As % of As % of As % of As % of
Before 5-Day Likellhood of Volume IF Concept PAST 12 NEXT 12 PAST 12 NEXT 12
Past 12 Concept IF 5-Day Concept] Change (Q10 Concept if No Servica Implemented Month Menth Month Month
Months Mentioned Implemented Rating) Implemented Change {Raw) Volume Volume Volume Volume
B c fa) E F G H ! J K L
Product {are codes)
Single Piece FCM (2, b) - MEAN 1161825 | 1 4,3124387 : 1298858 7| 13.0% 11.4% -1.6% -1.4% -1.2% -1.0%
Pre-Sort FCM (3, c} — MEAN . 75672470 ) ; 7.8% 2.2% -5.6% -5.2% -11% -10%
Regqular Standard/Bulk Mall {4, d) - MEAN o ;i 0.2% -1.9% 21% -2.1% -0.4% 0.4%
Non-Profit Standard/Bulk Mail {5, e) — MEAN 88.0% 42.6% -23.4% -14.1% “17.2% -10.3%
Priority Mail (6, f} -- MEAN B.0% -24.0% -16.0% C-17.4% -1 2% -7.8%
Express Mall {7, g) - MEAN 17.4% 11.5% -5.8% 5.0% -1.2% 1.0%
Parcel Select (8, h) - MEAN -27.0% -7 5% -20.5% -28.1% ~7.4% -10.1%
Parcel Post (9, i) -- MEAN -88.0% -89.0% 00% 0.0% 0.0% 0.0%
Regular Periodical Mall {10, j) - MEAN 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Non-Profit Periodical Mail (11, k) ~ MEAN 19.9% 19.9% 0.0% 0.0% 0.0% 0.0%

NOTE: All data are based on all respondents from National Accounts
NOTE: For respondents who claim Parcel Select volume in Q2 but do not show such volume in the USPS database, the volume they altnibule to Parcel Select has been reset to 0
Explanation of Celumns:
The following columns require calculation of means (for each product) based on data tor each respondent in the segment (including those with a value of 0);
Column B: sum of # of pieces across applications in Q1 * proportion of these sent using applicable product in Q3 (using 100% if only this product was selected in Q2)
Cotumn C: sum of # of pieces across applications in Q4 ~ proportion of these that would be sent using applicable product in QF fusing 100% if oniy this produc! was selected in Q5)
Column D sum of # of pieces across applications in Q7 * proportion of these that would be sent using applicable product in Q9 (using 100% if only Ihis product was selected in Q8)
Colfumn F: (Cofumn D - Colurnn C) * (Cofumn E/1 G} + Column C
Column E: response o Q10 (Likelihood that change fo 5-Day would impact volume of pieces or how Ihey are Senl; do not average across respondents)
The follawing columns require calcwations based on the means in the previous columns:
Column G: (Column C - Column B) / Column B
Column H: (Cofumn D - Column B) / Column B
Calumn I: {Column D - Column C) / Column B
Column J: (Column D - Column C) / Column C
Cotumn K: {Colurnn F - Column C) / Column B
Cotumn L: (Cofumn F - Column C) / Column C




+ - Sedmént: Prémler Accounts (n=664) ..

Calculate Average Across Respondents

Insert lndlxidual Respondent Data Changes Calculated Based on Averages Across Respondents
Mean Volume {12 Month Period) % Change from Past 12 Month % Change Attributable to Switch to 5-Day
Future Volume (Next 12 Months) Volume Ad|usted
Ad|usted Future IF 5-Day As % of As % of As % of As % of
Before 5-Day Likelihood of Volume IF GConcept PAST 12 NEXT 12 PAST 12 NEXT 12
Past 12 Concept IF 5-Day Concept]| Change {Q10 Concept If No Service  Implemented Month Month Month Month
Months Mentioned Implemented Rating) Implemented Change {Raw} Volume Volume Volume Volume
B c D E F G H i J K L
Product {qre codes
Singie Piece FCM (2, b) - MEAN -7 116,938 -11.8% -8.4% 2.5% 2.8% 1.1% 1.2%
Pre-Sort FCM (3, ¢) -~ MEAN - 878,630 -19.0% -20.9% -1.8% -2.3% -1.8% 2.3%
Regular Standard/Bulk Mall (4, d) - MEAN 414704 -7.4% -11.0% -3.6% -3.8% -7.5% -8.2%
Non-Profit Standard/Bulk Mail (5, ¢) — MEAN = -55.8% -45.68% 10.2% 23.1% 4.5% 10.2%
Priority Mail (6, 1) — MEAN B8.0% 89.4% -1.4% -4.4% -1.0% -3.0%
Express Mall (7, g) —~ MEAN -48.6% 80.2% -11.6% -22.8% -4.0% <7.8%
Parcel Select (8, b) — MEAN -50.0% 47 4% A5% 7.0% 8.5% 17.4%
Parcel Post {9, i) ~ MEAN 12.2% 5.0% -7.3% £.5% 4.2% -3.8%
Regqular Perlodical Mail (10, J) — MEAN -1.3% -21.1% -19.8% -20.1% -5.3% -5.3%
Non-Profit Perlodical Mail {11, k) - MEAN -17.6% -18.0% 1.6% 1.8% 1.9% 2.4%

NOTE: All data are based on all respondents from Premier Accounts
NOTE: For respondents who cfaim Parcel Select volume in Q2 but do not show such volume in the USPS dalabase, the volume they altibute lo Parce! Select has deen resel o 0
Explanation of Columns:
The following columas require calculation of means (for each producl) based on dala for each respondent in the segment (including those with a value of 9):
Column B: surn of # of pieces across appiications in Q1 * proportion of these sent using applicable product in Q3 (using 100% if Gnly this praduct was selected in Q2)
Column C: sum of # of pieces across applications in Q4 * proportion of these that would be sent using applicable product in Q6 (using 100% If anly this product was selected in Q)
Column D: surn of # of pieces across applications in Q7 * propartion of these that would be sent using applicabie product in QS (using 100% if gnly this product was selected in Q8)
Column F: (Column D - Column C) * (Column E/1 0) + Column C
Column E: response to Q10 (Likelihood that change to 5-Day would impact vofurme of pieces or how they are sent: do not average across respondents)
The following columns require calcuialions based on the means in the previeus columns:
Cotumn G; (Column C - Column B) / Column 8
Column H: (Cofumn D - Column B) / Column B
Colurnn I: (Column D - Column C) / Column B
Column J: {Column D - Column C) / Column C
Column K: (Columna F - Column C) / Column B
Column L: (Column F - Column C) / Column ¢




-~ Ségment: Preféred Accounts (n=788) . . T

Calculate Average Across Respondents
Tneert Indlvidual Respondent Data Changes Calculated Based on Averages Across Respondents
Mean Volume {12 Month 5erlod| % Change from Past 12 Month %5 Change Aftributable to Switch to 5-Day
Future Volume (Next 12 Months) Volume Raw Adjusted
Adjusted Future IF 5-Day Ag % of As % of -As % of As % of
Before 5-Day Likellhood of Volume IF _Concept _PAST 12 NEXT 12 PAST 12 NEXT 12
Past 12 Concept IF 5-Day Concept| Change (Q10 Concept If No Servica [mplemented Month Mornth Month Month
Months Mentloned Implemented Rating) Implemented Change {Raw) Volume Volume Volume Volume
B C D E F G H I J K L
Product {qre codes!
Single Piece FCM {2, b) - MEAN 22 3% 22.3% -0.1% -0.1% -0.8% 0.6%
Pre-Sort FCM {3, ¢) — MEAN «26.4% -29.3% -2.9% -4.0% -1.5% -2.6%
Regular Standard/Bulk Mail (4, d) ~ MEAN «35.1% -37.9% -2.9% -4.4% -2 8% -4.3%
Non-Profit Standard/Bulk Mail {5, ) - MEAN 5.1% B.9% 15.0% 15.0% 3.2% 3.4%
Priority Mall (6, f) -~ MEAN -11.0% 9.5% 1.6% 1.7% -2.5% -3.3%
Express Mail (7, g) - MEAN 56% -10.3% -15.8% -15.1% -7.7% 3%
Parcel Select (8, h) - MEAN 101.0% 95.0% -6.0% -3.0% -5.6% -2.8%
Parcel Post (9, i) — MEAN 37.1% ~43.0% -5.8% -0.3% -3.0% -4.8%
Regular Periodical Mall (10, f) ~ MEAN 26.4% “1.3% -37.8% -20.9% 27.0% 21.3%
Non-Profit Periodical Mall (11, k) —~ MEAN 1.6% 17.3% 15.6% 15.4% 16.9% 16.6%

NOTE: Alt data are based on alf respondents from Preferred Accounts
NOTE: For respondents who claim Parcel Sefect volume in Q2 but do not show such volume in the USPS database, the volume they atinbufe to Parcel Select has been resel to 0

Expianation of Columns:

The following columns require calculation of means (for each product) based on data for eath respondent in the segment (inCluding those with a value of 0);
Column B: sum of # of pieces across applications in Q1 * proportion of these sent using applicable product in Q3 (using 100% it only this product was sefected in Q2)

Column C: sum ol # of pieces across applications in Q4 * proportion of these that wouid be sent using applicable product in Q6 {using 100% if only this product was selected in Q5)
Column D: sum ol # of pieces across applications in Q7 " proportion of these that would be sen! using applicable product in Q9 (using 100% if only thissproduct was selected in Q8)
Column F: (Column D - Column C) * (Column E/f 0) + Column C

Celumn E: response fo Q10 (Likelihood that change to 5-Day would impact volume of pieces or how they are sent; do not average across respondents)
The following columns require calculations based on the means in the previous columns:

Column G: (Column C - Golumn B) / Column B
Column H: (Calumn D - Column 8) / Column 8
Column I: {Column D - Colurnn C) / Column B

Column J: (Column D - Column C) / Column C
Column K: (Column F « Column C} /Column B
Column L; (Column F - Column C) / Column C




Product {gre codes)
FCM (1, a) ~ MEAN
Priority Mail (6, f) —~ MEAN
Express Mail (7, g) -~ MEAN
Parcel Post (9, [} -- MEAN

NOTE: All dala are based on aif respondents from Small Businesses

Explanation of Calumns:

Caiculate Average Across Respondents

Insert individual Respondent Data

Mean Volume (12 Month Period)

Future Volume {Next 12 Months)

Before 5-Day
Concept
Mentioned

IF §-Day Concept
Implemented

Likelihood of
Change (Q10
Rating)

E

Adjusted Future
Volume IF
Concept
Implemeénted
F

80’

Changes Calculated Based on Averages Across Respondents

% Change from Past 12 Month % Change Attributable to Switch to 5-Day
Volume Adjusted
IF 5-Day As % of As % of As % of As % of
Concept PAST 12 NEXT 12 PAST 12 NEXT 12
if No Service Implemented Month Month Month Month
Change {Raw) Volume ‘Volume Volume Volume
G H i J K L
-10.7% -19.1% -8.3% 93% -4.3% -4.8%
57.7% « =3.5% £1.1% -38.86% -49.6% -31.4%
-24.8% -7.6% 17.1% 22.7% 19.8% 26.3%
8.2% TI% -16,0% -14.8% -11.2% -10.4%

The following columns require calculation of means (for each product) based on dala for each respondent in the segment (including those with a value of O
Column B: sum of # of pieces across applications in Q1 * proportion of these sent using applicable product in Q3 {using 100% if onily this product was sefected in Q2)

Column C: sum of # of pieces across applications in Q4 * proportion of these that would be sen! using applicable product in QB (using 100% if only this product was selected in Q5)
Column D: sum of # of pieces across applications in Q7 * proportion of these that would be senl using applcable product in Q9 (using 100% if only this product was selected in Q8)
Calumn F: (Calumn D - Column C) * (Column E/1 0) + Column C

Column E: response to Q10 (Likelihood thet change to 5-Day would impact volume of pieces or how {hey are sent; do not average across respondents)
The following columns require calculations based on the means in the previous coltimns:

Column G; (Column C - Column B) / Colurmn 8
Column H; (Cotumn D - Column B) / Column B
Column I: (Cofumn D - Column C) / Column B

Column J: (Column D - Column C) / Column C
Column K (Column F - Columnp G}/ Column B
Column L: (Column F - Colurmn C)/ Column C




Product (gre codes)

FCM (a) -- MEAN

Priority Mail (b) -- MEAN
Express Mail (c) - MEAN
Parcel Post (d) -- MEAN

Consumers:(n=636).

LICATIONS "

65.00
2.87
0.96
0.35

NOTE: All data are based on all Consumer respondents

Explanation of Columns:
Column B: total # of pieces sent in past 12 months
Column C: total # of pieces would have sent in pasf 12 months if change had been in place

Column D: Sum of (Estimate if 5-Day Concept Had Been in Place - Actual) * (Likelihood fo Change/10) + Actual for Each Product
Cofumn E: (Column C - Column B) / Column B

Column F: (Column D - Column B) / Column B

ssted Volums
IF Concept Had .

: Implemented,

D

63.73
333
1.06

E % Change Afttributable to Switch

0.30

to 5-Day
Raw .Adjusted
E F
-2.9% -1.9%
-20.9% -14.0%
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Whiteman, Greg - Washington, DC

From: Michelson, Robert - Washington, DC

Sent:  Friday, November 06, 2009 8:39 AM

To: Neil Wolch; Lisa Brunning; Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC
Subiject: RE: USPS 5-Day Delivery - Weighting Document

It makes perfect sense and your note has jogged my memeory that is what we had planned . Thanks,

Bob

Fromi: Neil Wolch [mailto:neil.wolch@opinionresearch. com]

Sent: Thursday, November 05, 2009 5:21 PM

To: Michelson, Robert - Washington, DC; Lisa Brunning; Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC
Subject: RE: USPS 5-Day Delivery - Weighting Dacument

Hi Bob,

Those are the only segments that require weighting. In the others, we sampled "randomly," without regard to which products
they do or were thought to use.

We have to weight Preferred because the supplemental samples skew the total sample to the products for which we
supplemented.

We have to weight Premier because we targeted a certain number of users of each product; these numbers intentially aver-
represented users of the lower incidence products. Had we sampled randomly, we would have come across virtually no Parcel
Select and Parcel Post users, and relatively few Express Mail and Periodical Mail users.

| hope this clarifies. Please let me know if not.
Thanks,

Neil

From: Michelson, Robert - Washington, DC [mailto: robert.michelson@usps.gov]
Sent: Thursday, November 05, 2009 3:33 PM

To: Lisa Brunning; Whiteman, Greg - Washington, DC; Smith, Bab - Washington, DC
Cc: Neil Wolch

Subject: RE: USPS 5-Day Delivery - Weighting Document

| have one question for tonight - How come there are worksheets for onty Preferred and Premier? Are we okay with Consumers,
Small Business and National Accounts?

Bob

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com)

Sent: Thursday, November 05, 2009 2:47 PM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Cc: Neil Wolch

Subject: USPS 5-Day Delivery - Weighting Document

Attached please find a document we would like to walk through tomorrow. Thanks.

5/21/2010




Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

5/21/2010

Page 2 of 2




Page 1 of 1

Whiteman, Greg - Washington, DC

From: Lisa Brunning [Lisa.Brunning@opinionresearch.com]

Sent: Friday, November 06, 2009 7:06 AM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washingten, DC; Smith, Bob - Washington, DC
Cc: Neil Wolch

Subject: RE: USPS 5-Day Delivery - Weighting Document
Attachments: USPS 5 Day - Weighting.xIs

Please use this attachment instead of the one I sent yesterday. We changed the stating position of one of the arrows.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

From: Lisa Brunning

Sent: Thursday, November 05, 2009 2:47 PM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Cc: Neil Wolch '

Subject: USPS 5-Day Delivery - Weighting Document

Attached please find a document we would like to walk through tomerrow. Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@ OpinionResearch.com

5/21/2010




Premier Sample

First Class Mail

Priority

Express

Periodicals

Standard Mail

Residual Mail

Parcel Select

Parcel Post

Total

Accounts w/ 0 or - for all products
Accounts w/ Any Positive Volume

First Class Mail
Priority
Express
Periodicals
Standard Mail
Parcel Select
Parcel Post
Tota!

Number of
Accounts with
Positive FY08
Volume
15,159
2,512
3,034
2,934
19,272
22,182
313
649
24,754
5
24,749

Estimated % of # in Residual that Estimate of

Actual

Sample Size

345
204
112
96
127
11
76
664

Those Already Have  Incremental # of
Classified Positive Volume Specific Product Incidence Among
Residual That in Specific Users from TOTAL # of All wi/ Any
Have Volume Product Residual Product Users Positive Volume
100.0% 17,277 4,905 24,064 97.23%
50.0% 2,242 8,849 11,361 45.90%
3,034 12.26%
2,934 11.86%
19,272 77.87%
NIA
313 1.26%
649 2.62%
249.0%
% Target % Weight
51.96% 39.05% 0.752
30.72% 18.44% 0.600
16.87% 4.92% 0.292
14.46%. 4.76% 0.329
19.13% 3.27% 1.635
1.66% 0.51% 0.307
11.45% 1.05% 0.092

1 i

Relative # of
Users
39.05%
18.44%
4.92%
4.76%
31.27%

0.51%
1.05%
100.0%




Preferred Sample

First Class Mail

Priority

Express

Periodicals

Standard Mail

Residual Mail

Parcel Select

Parcel Post

Total

Accounts w/ D or - for all products
Accounts w/ Any Positive Volume

First Class Mail
Priority
Express
Periadicals
Standard Mail
Parcel Select
Parcel Post
Total

Estimated % of #in Residual that

Number of Those
Accounts with Classified
Positive FY0B Residual That

Volume Have Volume
171,986 100.0%
388,007 50.0%
121,235
12,004
385,032
1,304,454
156
388
3,364,503
1,358,557
2,005,946
Actual
Sample Size %
527 66.96%
240 30.50%
141 17.92%
133 16.90%
303 38.50%
4 D.51%
129 16.39%
787 2

Already Have

Positive Volume Specific Product

in Specific
Product
123,708
95,301

Target %
41.80%
16.64%
8.11%
3.15%
21.77%
0.00%

8.53%
1

Estimate of
Incremental # of

Users from
Residual
1,680,749

806,926

Weight
0.624
0.546
0.453
0.186
0.565
0.000
0.520

Incidence Amang

TOTAL # of All wf Any
Product Users Positive Volume

1,852,735 92.36%

1,194,933 59.57%

121,235 6.04%

12,094 0.60%

385,032 1919%
N/A

156 0.01%

388 0.02%

177.8%

Relative ¥ of
Users
51.95%
33.50%
3.40%
0.34%

10 80%

0.00%
0.01%
100.0%

# of Actual
Users from
Random
Sample
505
201
98
38
263

103
595

% of Actual
Users from
Random
Sample
84.87%
33.78%
16.47%
6.39%
44.20%

0.00%
17.31%
203%

Relative # of
Users from
Random
Sample
41.80%
16.64%
8.11%
3.15%
21.77%

0.00%
8.53%
100%




Preferred Sample

First Class Mail

Priority

Express

Periodicals

Standard Mail M
Residual Mail

Parcel Select

Parcel Post

Total

Accounts w/f 0 or - for all products
Accounts w/ Any Positive Volume

First Class Mail
Priarity
Express
Pericdicals
Standard Mail
Parcel Select
Parcel Post
Total

Estimated % of # in Residual that
Already Have

Number of Those
Accounts with Claasified
Positive FY08 Raaidual That

Yolume Have Volume
171,986 100.0%
388,007 50.0%
121,235
12,094
385,032
1,804,454
156
388
1,364,503
1,358,557
2,005,946
Actual
Sample Size %

. 827 66.96%
240 30.50%
141 17.92%
133 16.90%
303 38.50%

4 0.51%
129 16.39%
787 2

Product
123,705
95,301

Target %
51.95%
33.50%
3.40%
0.34%
10.80%
0.00%
0.01%

1l

Estimate of
Incremental # of
Positive Volume Specific Product

in Specific

Incidence Among

Users from TOTAL # of All wl Any
Residual Product Users  Positive Volume
1,680,749 1,852,735 92.36%

806,926 1,194,933 59.57%
121,235 6.04%
12,094 0.60%
385,032 19.19%
NIA
156 0.01%
388 0.02%
177.8%
Weight
0.776
1.099
0.190
0.020
0.280
0.008
0.001

Relative # of
Users
51.95%
33.50%
3.40%
0.34%
10.80%

0.00%
0.01%
100.0%

# of Actual
Users from
Random
Sample
505
201
98
38
263

103
595

% of Actual
Users from
Random
Sample
84.87%
33.78%
16.47%
6.39%
44.20%

0.00%
17.31%
203%

Relative # of
Users from
Random
Sample
41.80%
16.64%
8.11%
3.15%
21.77%

0.00%
8.53%
100%
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Whiteman, Greg - Washington, DC

From: Neil Wolch [neil. wolch@opinionresearch.com]
Sent:  Thursday, November 05, 2009 5:21 PM

To: Michelson, Robert - Washington, DC; Lisa Brunning; Whiteman, Greg - Washington, DC; Smith, Bob - Washington,
DC

Subject: RE: USPS 5-Day Delivery - Weighting Document

Hi Bob,

Those are the only segments that require weighting. In the others, we sampled "randomly,” without regard to which products
they do or were thought to use.

We have to weight Preferred because the supplemental samples skew the total sample to the products for which we
supplemented.

We have to weight Premier because we targeted a certain number of users of each product; these numbers intentially over-
represented users of the lower incidence products. Had we sampled randomly, we would have come across virtually no Parcel
Select and Parcel Post users, and relatively few Express Mail and Periodical Mail users.

| hope this clarifies. Please let me know if not.
Thanks,

Neil

From: Michelson, Robert - Washington, DC [mailto:robert.michelson@usps.gov]
Sent; Thursday, November 05, 2009 3:33 PM

To: Lisa Brunning; Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC
Cc: Neil Wolch

Subject: RE: USPS 5-Day Delivery - Weighting Document

I have one question for tonight - How come there are worksheets for only Preferred and Premier? Are we okay with Consumers,
Small Business and National Accounts?

Bob

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Thursday, November 05, 2009 2:47 PM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Cc: Neil Wolch

Subject: USPS 5-Day Delivery - Weighting Document

Attached please find a document we would like to walk through tomorrow. Thanks,

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation
248 . 628 . 7662 - office
248 .622 . 3569 - cell

5/21/2010
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Lisa.Brunning@OpinionResearch.com
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Premier Sample

Estimated % of #in Residual that Estimate of

Number of Those Already Have  Incremental # of
Accounts with Classified Positive Volume Specific Product Incidence Among
Positive FY08 Residual That in Specific Users from TOTAL # of All w/ Any Relative # of

Volume Have Volume Product Residual Praduct Users Positive Volume Users
First Class Mail 19,159 100.0% 17,277 4,805 24,064 97.23% 39.05%
Pricrity 2,512 50.0% 2242 8,849 11,361 45.90% 18.44%
Express 3,034 3,034 12.26% 4,92%
Periodicals 2,934 2,934 11.86% 4.76%
Standard Mail 19,272 19,272 77.87% 31.27%
Residual Maii 22,182 N/A
Parcel Select 313 313 1.26% 0.51%
Parcel Post 649 649 2.62% 1.05%
Total 24,754 249.0% 100.0%
Accaunts w/ 0 or - for all products 5
Accounts w/ Any Positive Volume 24,749

Actual
Sample Size % Target % Weight

First Class Mail 345 51.96% 39.05% 0.752
Priority 204 30.72% 18.44% 0.600
Express 112 16.87% 4.92% 0.292
Periodicals 96 14.46% 4.76% 0.329
Standard Mail 127 19.13% 31.27% 1.635
Parcel Select 11 1.66% 0.51% 0.307
Parcel Post 7% 11.45% 1.05% 0.092

Total 664 1 1




Preferred Sample

First Class Mail

Priority

Express

Periodicals

Standard Mail

Residual Mail

Parcel Select

Parcel Post

Total

Accounts w/ 0 or - for all products
Accounts w/ Any Positive Volume

First Class Mail
Priority
Express
Periodicals
Standard Mail
Parcel Select
Parcel Past
Taotal

Estimated % of #in Residual that

Number of Those Already Have
Accounts with Classified
Positive FY0OB Residuat That in Specific
Volume Have Volume Product
171,986 100.0% 123,705
388,007 50.0% 95,301
121,235
12,098
385,032
1,804,454
156
388
3,364,503
1,358,557
2,005,946
Actual
Sample Size % Target %
« - 528 67.01% 41.75%
241 30.58% 16.67%
141 17.89% 8.09%
133 16.88% 3.14%
304 38.58% 21.78%
4 0.51% 0.00%
130 16.50% 8.58%
788 2 1

Estimate of
incremental # of

Paositive Volume Specific Pradust

Users tram
Residual
1,680,749

806,926

Weight
0.623
0.545
0.452
0.186
0.565
0.000
0.520

Incidence Among

TOTAL # of All w/ Any
Praduct Users  Positive Volume
1,852,735 92.36%
1,194,933 59.57%
121,235 6.04%
12,094 0.50%
385,032 19.15%
NiA

156 0.01%

388 0.02%
177.8%

Relative # of

Users
51.95%
33.50%

3.40%

0.34%
10.80%

0.00%
0.01%
100.0%

# of Actual
UUsers from
Random
Sample
506
202
98
38
264

104
596

% of Actual
Users from

Random
Sample

84.90%
33.89%
16.44%
6.38%
44.30%

0.00%
17.45%
203%

Relative # of
Users from

Random
Sample
41.75%
16.67%
8.00%
3.14%
21.78%

0.00%
8.58%
100%
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Whiteman, Greg - Washington, DC

From: Lisa Brunning [Lisa.Brunning@opinionresearch.com]

Sent: Tuesday, November 03, 2009 1:51 PM

To: Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC; Smith, Bob - Washington, DC
Cc: Neil Wolch '

Subject: USPS 5-Day Delivery - Materials for our Discussion Today
Attachments: USPS 5-Day Delivery - Q1, Q4 and Q7 Frequencies by Account.xls

First, we have taken Greg's comments about the outliers and grouped them into four categories. We thought this would
help move our discussion along quicker.

Values Appear Too Low

Q3kd-Standard Mail for National and Premier Accounts appear to be very low.
Q3ke-Non-Profit Mail for Premier Account also appears to be low.

Q3kg-Express Mail for Naticnal Account appears to be low.

Q6ke-Non-Profit Standard Mail for National and Premier Accounts seem to be low.

Values Appear Toa High

Q6kf-Priority Mail for Preferred Account is very high.
Q6kg-Express mail for Preferred Account is very high; also the same number as for Priority Mail.
Q9kf-Priority Mail for Preferred Account is very high.
Q9kg-Express mail for Preferred Account is very high; also the same number as for Priority Mail.

Data Cleaning Needed

Q3kj-Periodical Mail for Small Business is not possible, volume in this category would make it a Preferred Account.
Q6kd-Standard Mail for Small Business is not possible, volume in this category would make it a Preferred Account.
Q6ke-Non-Profit Standard Mail for Small Business is not possible, volume in this category would make it a Preferred
Account.

Q6kj-Periodical Mail for Small Business is not possible, volume in this category would make it a Preferred Account.
Q9kd-Standard Mail for Small Business is not possible, volume in this category would make it a Preferred Account.
Q9ke-Nen-Profit Standard Mail for Small Business is not possible, volume in this category would make it a Preferred
Account,

Q9kj-Pertodical Mail for Small Business is not passible, volume in this category would make it a Preferred Account.

Have Questions

Q6kb-Single Piece FCM for Preferred Is not possible.

Q6kd-Standard Mail for Preferred Account is not possible; also the same number as for Single Piece FCM.
Q9%kb-Single Piece FCM for Preferred is not possible.

Q9kd-Standard Mail for Preferred Account is not possible; also the same number as for Single Piece FCM.
Q9ki-Parcel Post for Preferred Account is not possible.

Also, we have preparéd a new worksheet that will help us determine the outliers. The first worksheet is labeled summary
and it shows the minimum, maximum, and mean number of pieces of mail/packages at the three different time periods for
each account type, The subsequent worksheets detail the actual responses for the total pieces of mail/packages for each
of the three time periods for each account type. The rows shaded in yellow are those we are suggesting should be
deleted. On the low end, we suggest removing anyone with less than 50 pieces for National, Premier and Preferred
Accounts, less than 10 pieces for Small Businesses and not having a minimum requirement for Consumers. On the high

5/21/2010




end, we looked for values that just seemed too high in relation to the other values. If there was a big jump, then we
marked them as a potential outlier.

And last, but not least, there has been some discussion about completed interviews that need to be deleted for Small
Businesses because the thought is they may be a Preferred Account because they have sent mail/packages via Standard
Mail, Parcel Select or Periodical Mail. If we do decide to delete those interviews, our total base would be 884 instead of
1,000. That is all for now. Thanks and talk to everyone at 4:00 p.m, Eastern.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning@OpinionResearch.com

5/21/2010
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Whiteman, Greg - Washington, DC

From: Smith, Bob - Washington, DC

Sent:  Tuesday, November 03, 2009 8:54 AM

To: Lisa Brunning

Cc: Neil Wolch; Whiteman, Greg - Washington, DC; Michelson, Robert - Washington, DC
Subject: RE: USPS 5-Day Delivery - Outlier Discﬁssion

| am still waiting for the CBCIS data. Please set up a phone line for 4 PM today and hopefully | will have it by then.

Bob Smith
Market Research
Room 1106

202 268 3579

From: Lisa Brunning [mailto: Lisa,Brunning@opinionresearch.com]

Sent: Tuesday, November 03, 2009 8:33 AM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washingten, DC
Cc: Neil Wolch .

Subject: RE: USPS 5-Day Delivery ~ Outlier Discussion

Greg,

Unfortunately, we are kind of at a standstill with data processing until we can determine the outliers and which Small
Business interviews should be deleted because they may be Preferred Accounts. If there is any way you could squeeze in
a discussion today, we would greatly appreciate it. Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622 . 3569 - cell
Lisa.Brunning® OpinionResearch.com

From: Whiteman, Greg - Washington, DC [mailto:greg.whiteman@usps.gov]

Sent: Tuesday, November 03, 2009 7.58 AM

To: Lisa Brunning; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Cc: Neil Wolch

Subject: RE: USPS 5-Day Delivery - Qutlier Discussion

Bob Smith:;

My scehdule is very limited; see if we can find time tomorrow.
Greg

Greg Whiteman

Manager, Market Research
202-268-3565 (phone)

5/21/2010




202-255-2394 (cell)
202-268-5761 (fax)
Greg.Whiteman@usps.gov

From: Lisa Brunning [mailto:Lisa.Brunning@opinionresearch.com]

Sent: Monday, November 02, 2009 5:10 PM

To: Whiteman, Greg - Washington, DC; Smith, Bob - Washington, DC; Michelson, Robert - Washington, DC
Cc: Neil Wolch

Subject: USPS 5-Day Delivery - Outlier Discussion

Importance: High

Neil and T are hoping we could schedule sometime tomorrow to review the outliers and discuss Greg's e-mail about the
outliers. Please let me know what time would work best for the three of you. Thanks.

Lisa M. Brunning
Senior Project Manager

Opinion Research Corporation

248 . 628 . 7662 - office

248 . 622, 3569 - cell
Lisa.Brunning@QOpinionResearch.com

5/21/2010






