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PREFACE
The overall percentage change for Standard Mail is -0.019 percent while the New CPI Authority is 0.384 percent.  The only price changes in the Standard Mail class are for the Promotions.  USPS-LR-R2016-5/2 contains the workpapers, which demonstrate that the percentage change in Standard Mail prices complies with the price cap. It consists of this summary document and the Excel workpapers described below.
A.  Overview of the Workpapers 

The Standard Mail workpapers consist of eight Excel workbooks.  The primary workbook, CAPCALC-STD-R2016-5.xlsx, performs the revenue calculations required to determine the overall average price change for Standard Mail resulting from the prices in this filing.
In support of the primary workbook, there are seven Excel workbooks that detail the revenue calculations for the Standard Mail promotions, using both current prices (R2016-2) and proposed prices (R2016-5).  The seven files generally match the Commission’s CAPCALC files from Docket No. R2016-2, with the volumes and prices adjusted to reflect the updated hybrid year volumes, proposed promotion lengths, and new prices.  There is one summary file containing source information for each promotion titled “Promotions Data,” two files for the Mobile Promotions (2015 and 2017), two files for the Emerging and Advanced Technology Promotions (2015 and 2017), and one file for the Tactile, Sensory, and Interactive Mailpiece Engagement Promotion (2017 only).  
While the Postal Service performed the revenue calculation for a single Emerging Technology Promotion in Docket No. R2015-4, in Dockets No. R2016-2 and R2016-5, the Emerging Technology Promotion is split into two separate promotions; the Emerging and Advanced Technology Promotion and the Tactile, Sensory, and Interactive Mailpiece Engagement Promotion.  The calculation also accounts for the fact that the Mobile Shopping Promotion for 2017 will last only five months, compared to six months in 2015 and 2016.  In addition, the final file for the Earned Value Promotion: 1) calculates total Earned Value credits for 2015, when the promotion lasted three months and provided a credit of $0.02 per piece; and 2) then calculates the projected credits for 2017, when the promotion duration will increase to six months and the credit amount will increase to $0.05 per piece. 
The promotion Excel file names are:  Promotions Data.xlsx, Emerging Tech 2015.xlsx, Emerging Tech 2017.xlsx, Tactile Sensory 2017.xlsx, Mail Drives Mobile 2015.xlsx, Mobile Shopping 2017.xlsx, and Earned Value Credit 2015-2017.xlsx.  The results from these files are used in the “Promotions” tab in the CAPCALC workbook. 
That workbook, CAPCALC-STD-R2016-5.xlsx, takes the FY 2015 Q2-FY 2016 Q1 billing determinants volume weights and, using current and new prices, develops the total Standard Mail revenues at current and new prices.  These calculations are detailed in subsection (B) below, and in the first tab in CAPCALC-STD-R2016-5.xlsx, titled “Description.”  The penultimate worksheet in CAPCALC-STD-R2016-5.xlsx performs the price change calculation for Standard Mail, and demonstrates that the overall price change (decrease) complies with the price cap.  It also calculates the resulting unused price cap authority for Standard Mail.
B.  The Revenue Calculations

The hybrid-year billing determinants are used to calculate the revenue impact of the promotions for Standard Mail in workbook CAPCALC-STD-R2016-5.xlsx.  The data and calculations are described in the first tab “Description” and in the individual worksheets.  The volumes used for the revenue calculations were taken from the FY 2015 Q2 – FY 2016 Q1 Standard Mail billing determinants, shown in tabs “L-F-P Com. Cap Weights,” “L-F-P NP Cap Weights,” “HD-Sat-CR Com. Cap Wts.,” “Parcels-Regular Samples Wts,” “HD-Sat-CR NP Cap Wts,” and “Parcels-NP Samples Wts.” 
The revenue calculations are presented in four tabs: “LFP Revenue@Current Prices,” “LFP Revenue@New Prices,” “HD-Sat-CR Revenue@Curr. Prices,” and “HD-Sat-CR Revenue@New Prices.”  The final revenue calculation and percentage price increase for Standard Mail as a whole is presented in tab “Price Change Summary.”  This tab also contains the calculation of banked authority and the average revenue calculation for all commercial and all nonprofit Standard Mail.
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