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Agenda

■ Pulse of the Industry

■ First Class Mail Update

■ Informed Delivery Update

■ Product Management Update

■ Open Discussion 
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Pulse of the Industry
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First-Class Mail Volume
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Source: 

RPW Monthly Reports
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First-Class Mail Volume
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Source: 

RPW Monthly Reports
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FIRST-CLASS MAIL HITS HARDER THAN DIGITAL

How consumers engage with digital 
versus hardcopy billing statements:

Impact of ColorRecall Testing

First-Class MailEye Movement

Methodology Topics



THE BENTLEY STUDY

Did digital or hardcopy billing statements 

increase recall and brand sentiment?



Heat Map Results:

DigitalHardcopy



WHAT DID WE DISCOVER?

*45 sampled respondents

*Print had a 10% Lift :
• Brand sentiment and purchase probability

• Brand recall:

• Immediately after the eye tracking

• Survey given a week later
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New Tech for 2018-19

 Augmented Reality – native AR and 

payment integration

 VR/ MR/ XR

 Shoppable Video

 Payment QRs and new barcode 

formats

 Addressable TV / multichannel

 Interactive Print

 Chatbots

 Integration with Voice/digital 

assistants

 SMS Text Integration



■ Matches Fashion: worked with Cinematique on 120 shoppable videos1

 Users click/shop throughout video and review saved products later

 13% click-to-buy ratio, 9X the average

■ Shoppable videos on YouTube2

 Wayfair reported 300% revenue increase per impression

 Sephora saw 80% lift in consideration and 54% lift in ad recall

■ MikMak – focus on social video commerce3

 Reports that 14% of all users add the product in a story to a cart

1Digiday, December 2017
2Digiday, May 2015
3Internet Retailer, February 2018

Leverage mail to drive to shoppable video experiences!

+ +

Examples of Shoppable Video Impact



®

MTAC Informed Delivery® Update



®
Informed Delivery By the Numbers

10.32M
Registered Users

8.88M
Registered Households

5.65M
Email-enabled Users

2,673
Campaigns Created

574
Brands Represented

67%
Average Email Open Rate

Registered users, households, and email-enabled users as of June 10, 2018.

Campaigns completed and brands represented as of June 4, 2018.

Average email open rate as of May 31, 2018.



®
Density as of June 12, 2018

6.9% National Saturation of Eligible Deliveries



®
Recent Campaign Results

April: Top Campaigns by Click to Open Rate

Industry
Number of Mailpieces Sent to 

Informed Delivery Users
Email Open Rate

Campaign Click to Open 

Rate

Retail Trade 1,116 69% 11.05%

Accommodation and Food 

Services
957 69% 6.07%

Retail Trade 16,521 64% 5.46%

May: Top Campaigns by Click to Open Rate

Industry
Number of Mailpieces Sent to 

Informed Delivery Users
Email Open Rate

Campaign Click to Open 

Rate

Retail Trade 12,313 67% 8.45%

Retail Trade 15,255 67% 6.41%

Retail Trade 5,296 62% 4.95%
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Product Management Update

MTAC
Product Innovation/Emerging Technology Focus Area 

First-Class Mail 
June 13, 2018
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Agenda

 Industry Segment Performance & Product Trends

 Simplification & Other Key Initiatives

 BRM Enhancements



20

First Class Mail Trends

92% 
Letters

4% 
Cards

3% 
Flats 2% 

Parcels

First Class Letters & Cards

Presort Share and SPLY Variance

34% 
Single 
Piece
(-6%)

21% 
Basic 
Auto

(+18%)

45% 
5-Digit
(0%)

Declining -

4%

Source : RPW April 2018 YTD

First Class Mail by Shape
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First Class Mail Volume Trends
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 Study is based on a two-stage survey conducted continuously, 52 

weeks/year:

Stage 1: Recruitment Questionnaire (8,500 Respondents)

Recruits 5,200 households to participate in detailed, week-long 

diary survey.

Stage 2:  Weekly Mail Diary (5,200 Respondents):

Respondents report the quantity, content, and treatment of all 

mail sent and received over an entire week.

Survey conducted every year since 1987.

Household Diary Study (HDS) FY17
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HDS FY17 Findings: FCM Single-Piece
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HDS FY 17 Findings: First-Class Mail Presort
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HDS FY17 Findings: First-Class Mail
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• Product Marketing strategy
• FCM - bills and statements as customer communications channel by taking 

advantage of variable color printing and high open-and-read rates

• Review and simplify product offerings
• Residuals pricing 

• Product Assessments  - Picture Permit & Simple Samples

• User Group 13 

• Optimization opportunities for letters and flats 

• BRM Enhancements

• Promote Political and Election Mail in 2018 mid-term elections

• Leverage Informed Delivery to increase engagement with mail and value 

of the mailbox

Simplification & Other Key Initiatives
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BRM/QBRM Improvements

 Leverage IMb technology to innovate QBRM processes by automating counting & 

invoicing

 Streamline and Standardize QBRM Process

• Eliminate Manual Counting and Weight Verification

• Make BRM/QBRM Mail Available Earlier For Customers

• Decrease Costs and Increase Customer Value Proposition

 Path Forward

• Initial Merrifield test is ongoing, concurrent with present QBRM processing

• Accuracy Validation -
• Implement new counting procedures for QBRM 

• Analysis of Hand Count vs End of Run Count comparisons to additional 

sites

• Expand to additional sites

• Evaluation of expansion to BRM letter mail



Open Discussion
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USPS Periodicals

Innovation/Emerging Technology
MTAC 

June, 2018

30
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Agenda

■ Pulse of the Industry

■ Periodical Update

■ Informed Delivery Update

■ Product Management Update

■ Open Discussion 

33



Pulse of the Industry

34



Periodicals Volume

35

Source: 

RPW Quarterly Reports
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MTAC Informed Delivery® Update



Informed Delivery By the Numbers

10.32M
Registered Users

8.88M
Registered Households

5.65M
Email-enabled Users

2,673
Campaigns Created

574
Brands Represented

67%
Average Email Open Rate

Registered users, households, and email-enabled users as of June 10, 2018.

Campaigns completed and brands represented as of June 4, 2018.

Average email open rate as of May 31, 2018.



Density as of June 12, 2018

6.9% National Saturation of Eligible Deliveries



Recent Campaign Results
April: Top Campaigns by Click to Open Rate

Industry
Number of Mailpieces Sent to 

Informed Delivery Users
Email Open Rate

Campaign Click to Open 

Rate

Retail Trade 1,116 69% 11.05%

Accommodation and Food 

Services
957 69% 6.07%

Retail Trade 16,521 64% 5.46%

May: Top Campaigns by Click to Open Rate

Industry
Number of Mailpieces Sent to 

Informed Delivery Users
Email Open Rate

Campaign Click to Open 

Rate

Retail Trade 12,313 67% 8.45%

Retail Trade 15,255 67% 6.41%

Retail Trade 5,296 62% 4.95%



Product Management Update

MTAC
Product Innovation/Emerging Technology Focus Area 

Periodicals
June 13, 2018



Agenda

 Periodical Initiatives Update

 Working list of initiatives (from PAG)

 Other



Working List of Initiatives

Evaluate recommendations from PAG for potential implementation 

(marked in red):

 Authorize Special Interest Publications (SIPs) at the group level as 

Periodicals 

 Use postal delivery of periodicals to newsstands – eligible for Periodicals 

prices?

 Have a Periodicals price for single copies

 Allow more prospecting at the Periodicals rates

 Increase weight limit for inserted product samples

 Allow mailing to a subset of subscribers at Periodicals rates for greater 

flexibility

 Reduce number of minimum pages for requester pubs to 16

 Use “wantedness” to help new pubs acquire Periodicals status

 Use a click-on feature in Informed Delivery to track recipients’ interest in 

a publication

 Allow SIPs to be offered as subscription premiums an pay Periodicals 

rates when poly-wrapped with a Periodicals title



 User Group 13 

 Optimization of letters and flats 

 Bundle preparation – tubs vs. sacks

Other Activities
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Open Discussion



USPS Package Services

Innovation/Emerging Technology
MTAC 

June, 2018

46
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Agenda

■ Pulse of the Industry

■ Shipping Update

■ Informed Delivery Update

■ Product Management Update

■ Open Discussion 
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MTAC Informed Delivery® Update



Informed Delivery By the Numbers

10.32M
Registered Users

8.88M
Registered Households

5.65M
Email-enabled Users

2,673
Campaigns Created

574
Brands Represented

67%
Average Email Open Rate

Registered users, households, and email-enabled users as of June 10, 2018.

Campaigns completed and brands represented as of June 4, 2018.

Average email open rate as of May 31, 2018.



Density as of June 12, 2018

6.9% National Saturation of Eligible Deliveries



Recent Campaign Results
April: Top Campaigns by Click to Open Rate

Industry
Number of Mailpieces Sent to 

Informed Delivery Users
Email Open Rate

Campaign Click to Open 

Rate

Retail Trade 1,116 69% 11.05%

Accommodation and Food 

Services
957 69% 6.07%

Retail Trade 16,521 64% 5.46%

May: Top Campaigns by Click to Open Rate

Industry
Number of Mailpieces Sent to 

Informed Delivery Users
Email Open Rate

Campaign Click to Open 

Rate

Retail Trade 12,313 67% 8.45%

Retail Trade 15,255 67% 6.41%

Retail Trade 5,296 62% 4.95%



Product Management Update

MTAC
Product Innovation/Emerging Technology Focus Area 



PSLW Machinable Parcel 

■ Optional SCF Presort and Entry 

• CSR-348 (DMM 255.6.0)  Implemented March 2018

• The Postal Service has implemented an optional SCF preparation level 

that will   allow mailers to presort and dropship machinable parcels to 

an eligible DSCF

• This will be allowed only after the mailer has completed a full 5 digit 

sortation to be dropped at the DDU so that only the “residual” pieces 

from that preparation will be dropped at the nearby DSCF

• In addition, the current pricing & service standards for DNDC entry 

will remain in effect for the DSCF option. 



PRS

• Identifies USPS PRS acceptance 

and dispatch facilities

• Maintains PRS current and 

potential RDU/RSCF locations

• Compatible with single and bulk 

data updates

• Drill down capabilities to specific 

area, district, state, zip code, or 

facility

• Assigns unique codes to identify 

PRS partners’ approved facilities

• Lists USPS facility ID’s

• Updated lists are provided to PRS 

partners quarterly

RDU Master Data 



Data Updates 

■ Short Term 

Solutions:

■ AMS Locale Key

 Specific facilities 

in the same zip 

code

 Itemize USPS 

facilities –assists 

with partner 

databases

Long Term Solutions:

• CDE: (Extract files) 

locale key-pending

• PTR – change 

request #1508

• User Group 13 

(packages) will 

provide updates



MTAC User Group 13

• Held three meetings on improving 

volumes and efficiency for both the 

Postal Service and the industry

• Conducted a survey within USPS 

and the industry (results to the 

right) to determine specific fields 

to focus more deeply on 

improving. The four targeted fields 

are:

1. Performance Improvement 

Opportunities

2. Training for USPS Facility 

Personnel

3. Acceptance Scanning

4. Surface Visibility/99M 

Scanning Visibility (merged)

• Next steps will involve forming 

subgroups to cover the above four 

topics, identify details within each, 

and form solutions

3.35

3.35

3.53

3.59

3.6

3.65

3.65

3.65

3.71

3.76

3.93

4

4

4.06

4.12

4.18

4.24

4.29

4.53

4.63

4.69

4.76

4.82

0 2 4 6

Hazmat changes

Click N Ship

Pharmaceutical delivery method

Virtual Over-Labels

eVS Sampling

Batch label creation

PMOD

Special Services

Irregular Parcels

Label placement on packages

Returns Process

Undeliverable as Addressed (UAA) Returns

Unmanifested Packages Tracking

IMpb - Reporting

IMpb - Address Quality Report

Expanded Tracking Data Retention

Enterprise Payment System

99M scanning visibility

Acceptance scanning for parcels

Surface Visibility

Pricing

Training for USPS facility employees

Performance improvement opportunities

Weighted Average Survey Results - Industry

Updates
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Open Discussion



USPS Marketing Mail 

Innovation/Emerging Technology

MTAC 

June, 2018

61



62



63



Agenda

■ Pulse of the Industry

■ Marketing Mail Update

■ Informed Delivery Update

■ Product Management Update

■ Open Discussion 

64



Pulse of the Industry

65



 Steve Monteith is working on solution for stamp lists to be 

updated and available online.  Right now, customers can get 

stamp availability through the Stamps Now phone number.

 Industry asked that volume totals be added to the quarterly 

volume slides.

 USPS needs information from Industry about which clients 

would use new larger First-Class Mail postcard.  This should be 

discussed in MTAC User Group # 8 on promotions as Industry 

first suggested this be a promotion.

66

Action items



Marketing Mail Volume

67

Notes:

/1 Sources include RPW Quarterly Reports; Excludes Parcels and International Mail volumes

/2 The annual volume figure for FY18 includes YTD data (October – March 2018) 
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Volume Changes

68

Marketing Mail: Annual FY Volume
FY10 FY11 FY12 FY13 FY14 FY15 FY16 FY17 FY18 YTD

Annual Volume (in Billions) 83 85 79 81 80 80 81 78 40

Annual Volume (% SPLY) 2.4% -7.1% 2.5% -1.2% -0.3% 1.3% -3.7%

Marketing Mail: % Change SPLY
FY15Q3 FY15Q4 FY16Q1 FY16Q2 FY16Q3 FY16Q4 FY17Q1 FY17Q2 FY17Q3 FY17Q4 FY18Q1 FY18Q2

High Density and Saturation Letters 10.9 8.3 6.6 8.6 7.1 9.4 8.6 4.6 (0.7) (6.5) 2.3 (0.6)

High Density and Saturation Flats and Parcels* (2.3) (4.8) (7.0) (3.1) 0.1 4.1 5.7 1.9 0.9 (2.8) (4.4) 5.2

Carrier Route (11.3) (24.7) (30.1) (22.0) (19.1) 2.5 2.3 8.0 12.9 8.5 4.5 (3.6)

Flats 0.0 29.9 35.9 31.8 21.4 (2.4) (0.8) (25.8) (31.8) (33.6) (38.1) (12.1)

Letters (2.3) (2.2) (1.1) 3.4 2.6 5.2 (0.4) (4.5) (3.5) (7.4) (4.6) (0.5)

Total Marketing Mail (Excludes Parcels & Intl) (2.1) (2.2) (3.0) 1.9 1.7 4.5 1.5 (3.5) (3.5) (7.4) (5.9) (1.0)

Notes:

*Includes EDDM Retail

Source:

*RPW Quarterly Files



Volume Changes
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Marketing Mail: Annual FY Volume
FY10 FY11 FY12 FY13 FY14 FY15 FY16 FY17 FY18 YTD

Annual Volume (in Billions) 83 85 79 81 80 80 81 78 40

Annual Volume (% SPLY) 2.4% -7.1% 2.5% -1.2% -0.3% 1.3% -3.7%

Marketing Mail: % Change SPLY
FY15Q3 FY15Q4 FY16Q1 FY16Q2 FY16Q3 FY16Q4 FY17Q1 FY17Q2 FY17Q3 FY17Q4 FY18Q1 FY18Q2

High Density and Saturation Letters 10.9 8.3 6.6 8.6 7.1 9.4 8.6 4.6 (0.7) (6.5) 2.3 (0.6)

High Density and Saturation Flats and Parcels* (2.3) (4.8) (7.0) (3.1) 0.1 4.1 5.7 1.9 0.9 (2.8) (4.4) 5.2

Carrier Route (11.3) (24.7) (30.1) (22.0) (19.1) 2.5 2.3 8.0 12.9 8.5 4.5 (3.6)

Flats 0.0 29.9 35.9 31.8 21.4 (2.4) (0.8) (25.8) (31.8) (33.6) (38.1) (12.1)

Letters (2.3) (2.2) (1.1) 3.4 2.6 5.2 (0.4) (4.5) (3.5) (7.4) (4.6) (0.5)

Total Marketing Mail (Excludes Parcels & Intl) (2.1) (2.2) (3.0) 1.9 1.7 4.5 1.5 (3.5) (3.5) (7.4) (5.9) (1.0)

Notes:

*Includes EDDM Retail

Source:

*RPW Quarterly Files

0 2,000 4,000 6,000 8,000 10,000 12,000 14,000 16,000 18,000 20,000

   High Density and Saturation Letters

   High Density and Saturation Flats & Parcels

   Carrier Route

   Flats

   Letters

Total Marketing Mail

Volume (in Millions)

Marketing Mail Volume FY17Q2 & FY18Q2

FY17Q2 FY18Q2

-1.0%

-0.5%

-12.1%

-3.6%

5.2%

-0.6%
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New Tech for 2018-19

 Augmented Reality – native AR and 

payment integration

 VR/ MR/ XR

 Shoppable Video

 Payment QRs and new barcode 

formats

 Addressable TV / multichannel

 Interactive Print

 Chatbots

 Integration with Voice/digital 

assistants

 SMS Text Integration



■ Matches Fashion: worked with Cinematique on 120 shoppable videos1

 Users click/shop throughout video and review saved products later

 13% click-to-buy ratio, 9X the average

■ Shoppable videos on YouTube2

 Wayfair reported 300% revenue increase per impression

 Sephora saw 80% lift in consideration and 54% lift in ad recall

■ MikMak – focus on social video commerce3

 Reports that 14% of all users add the product in a story to a cart

1Digiday, December 2017
2Digiday, May 2015
3Internet Retailer, February 2018

Leverage mail to drive to shoppable video experiences!

+ +

Examples of Shoppable Video Impact



MTAC Informed Delivery® Update



Informed Delivery By the Numbers

10.32M
Registered Users

8.88M
Registered Households

5.65M
Email-enabled Users

2,673
Campaigns Created

574
Brands Represented

67%
Average Email Open Rate

Registered users, households, and email-enabled users as of June 10, 2018.

Campaigns completed and brands represented as of June 4, 2018.

Average email open rate as of May 31, 2018.



Density as of June 12, 2018

6.9% National Saturation of Eligible Deliveries



Recent Campaign Results
April: Top Campaigns by Click to Open Rate

Industry
Number of Mailpieces Sent to 

Informed Delivery Users
Email Open Rate

Campaign Click to Open 

Rate

Retail Trade 1,116 69% 11.05%

Accommodation and Food 

Services
957 69% 6.07%

Retail Trade 16,521 64% 5.46%

May: Top Campaigns by Click to Open Rate

Industry
Number of Mailpieces Sent to 

Informed Delivery Users
Email Open Rate

Campaign Click to Open 

Rate

Retail Trade 12,313 67% 8.45%

Retail Trade 15,255 67% 6.41%

Retail Trade 5,296 62% 4.95%



Product Management Update

MTAC
Product Innovation/Emerging Technology Focus Area 

Marketing Mail 
June 13, 2018



Agenda

Industry Segment Performance & Product Trends

Simplification & Other Key Initiatives



Marketing Mail Presort & Entry Trends

Source : RPWry April 2018 YTD

Marketing Mail Volume by 

Shape

Marketing Mail Letters

Entry Share & SPLY Variance

Marketing Mail Flats

Entry Share & SPLY Variance

Declining -1%

59% DSCF
(-3.4%)

29% 
DDU
(-1%)

6% 

DND
C

(+.5%)

7% 
None
(-6%)

77% 

DSCF
(-1%)

14% 

None
(-2%)

10% DNDC
(-5%)

70% 

Letters

30% 

Flats
Declining -7%
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Marketing Mail Letters 

Presort Share & SPLY Variance

Marketing Mail Presort & Entry Trends

Source : RPW April 2018 YTD

Marketing Mail Volume by Shape

21% 
AADC/3-D

(+55%)
6% 
Sat

(-6%)

62% 
5-Digit
(0%)

0%
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20%
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35%
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Marketing Mail Flats

Presort Share & SPLY Variance

5% 
HD

(+5%)

3% 
HD+

(+4%)

5% 
3D

39% 
Sat

(+1%)

33% 
CR 
Basi

c
(-

1%)

7% 
HD

(10%
)

3% 
HD+
(-10%)

12
% 
5D
(+9

)

70% 

Letters

30% 

Flats

3% MX
(-100%)

Declining -2%Declining -8%

(-3%)



Marketing Mail Volume Trends

Source : CDM April 2018 YTD, NAICS2

7,846 7,761

5,108

3,982

3,083

1,709
1,224 1,171

826 768

-1.87% -0.76%
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-7.17%
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SPLY 2018 YTD Growth Rate Baseline



 Study is based on a two-stage survey conducted continuously, 52 

weeks/year:

Stage 1: Recruitment Questionnaire (8,500 Respondents)

Recruits 5,200 households to participate in detailed, week-long 

diary survey.

Stage 2:  Weekly Mail Diary (5,200 Respondents):

Respondents report the quantity, content, and treatment of all 

mail sent and received over an entire week.

Survey conducted every year since 1987.

Household Diary Study (HDS) FY17



HDS FY17 Findings: Marketing Mail



HDS FY17 Findings: Marketing Mail (cont.)



• Product Marketing strategy

• Marketing Mail - hardcopy mail as integral to an omni-

channel communications strategy
• Product & pricing structure 

• Incentive based pricing options
• Review and simplify product offerings

• Flats opportunities

• Postcard opportunities

• Product Assessments  - Picture Permit & Simple Samples
• User Group 13 –

• Optimization opportunities for letters and flats 
• Promote Political and Election Mail in 2018 mid-term elections

• Leverage Informed Delivery® to increase engagement with mail and 

value of the mailbox

Simplification & Other Key Initiatives



Open Discussion
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Shipping Products & Services

Initiatives
June MTAC 2018

Karen F. Key, Director Shipping Products & Services

June 13, 2018



Agenda

88

 Adult Signature 18 Years or Older

 Bulk Proof of Delivery Letters

 IMD Full Acceptance

 Mapping Group E PO Boxes

 Priority Mail Express Label 11-B/F Changes

 Expedited Packaging Supplies Form Update

 Refunds and Tracking Lookup



Adult Signature 18 Years or Older

Option

89



• Required: Delivers to a recipient who is 21 or over

• Restricted: Requires the signature of the addressee (or authorized

agent) who is 21 or over

Proposal: Adult Signature Required/ Restricted Delivery 18 or over

• Leverage the existing product offering and business rules

• Add Adult Signature 18 or over to expand the product offering

• Update human readable text on IMpb

Available Products for Adult Signature:

• Priority Mail Express

• Priority Mail

• First-Class Package Service – Commercial

• Parcel Select

• Parcel Select Lightweight

Adult Signature Services Enhancements

Current offering: Adult Signature Required/Restricted Delivery 21 or over

18+

21+

90



Sample Adult 

Signature

Labels

USPS ADULT SIGNATURE 18 or OVER USPS ADULT SIGNATURE 21 or OVER

Current Adult Signature Label
Proposed Adult Signature 18  

or Over Label

Proposed Adult Signature 21  

or Over Label

91



Bulk Proof of Delivery (BPOD)

Letters

92



Bulk Proof of Delivery Letters

93

Goal: Provide both consumer and commercial customers that request Proofof

Delivery (POD) with the complete address of where mail was delivered.

Proof of Delivery allows customers to receive signature proof of delivery  

records for applicable mailpieces without requesting them individually or  

attaching PS Form 3811, Domestic Return Receipt, on each mailpiece (if  

applicable).

Currently, the Postal Service provides the following (via email for individual

requests and PDF files for commercial mailers):
• a scanned copy of the customer’s signature (when applicable)

• City, State and ZIP Code only

Letter Standardization scheduled for release July 15, 2018



Bulk Proof of 

Delivery

Letters

Current Non-Signature Letter New Proof of Delivery Non-Signature Letter

94



New Proof of Delivery Signature LetterBulk Proof of 

Delivery

Letters

Current Bulk POD Signature Letter

95



IMD Full Acceptance

96



IMD Full Acceptance

11

“Full Acceptance” captures mailpiece data to include postage, fees, class

of mail, amount of insurance coverage, etc., at the time of mailing

• Improves visibility to products and Extra Services 

purchased at sites without  Retail System Software

(RSS)

• Aligns piece level data for Extra Services with all other 

USPS and Commercial

■ acceptance channels

• Enables online claims and service refunds

An Intelligent Mail Device (IMD) is a hand-held scanning device

used at non-RSS Sites for “Full Acceptance” and is similar to:
• Shipping Services File data from commercial channels

• Data obtained at USPS RSS sites and Self-Service Kiosks (SSKs)



IMD Full

Acceptan

cePhase I – September 30, 2017

•Mail Classes

•Priority Mail
•First-Class Mail (letters
and flats)

•First-Class Package
Service-Retail

•Extra Services
• Insurance (over/under
$500)

•COD

•Return Receipt  
(hardcopy)

Phase II – February 10,
2018

•Mail Classes

•USPS Retail Ground

•Media Mail

•Library Mail

•Extra Services

•Registered Mail Services

•COD Hold For Pickup

•Certified Mail Services
•Electronic Return
Receipt
•Special Handling –
Fragile

•Signature Confirmation  
Services

Phase III – June 9, 2018

•Add Return Receipt for
Merchandise

•Add COD Hold For Pickup
Alert – IMD Display
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Mapping Group E PO Boxes  

(No-Fee Post Office Box/Renewal

Notice/Annual Verification)

99



Mapping Group E PO Boxes

Currently, 1.3 million Group E Post Office Boxes (POBs) are in use by USPS

customers in lieu of street delivery.

• When Group E customers place orders that exclude delivery to POBs,packages

shipped bear an undeliverable physical street address.

o Packages are often returned to the sender as undeliverable as addressed (UAA).

• Mapping the Group E POB to a street address will allow packages to be

reassigned to their actual Group E POB to:
o Reduce UAA mail

o Improve customer satisfaction

10
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Mapping 

Group E PO

BoxesImplementing June 30, 2018:

• A “Group E” data file maps physical street address to associatedPOB.

• Unit scanning equipment uses “Group E” data file to produce audible and/or visual

alerts to “hold out” packages mapped in data file.

• Packages are held aside and a delivery point label with the assigned Group E POB

address is printed and affixed.

• Packages are delivered to the Group E customer’s POB address following routine

procedures.

• Annually Notice 32-N, No-Fee Post Office Box Renewal Notice/Annual Verification

will be required.
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Priority Mail Express Label 11-B/F

10
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Priority Mail Express Label Changes

Goal: Update existing label to improve the customer experience and  

ensure sender & recipient information is legible for accurate  

delivery.

Redesigned Form Changes:

• Moved from 3-Ply to Single Ply

• Added Quick Response (QR) code for tracking

• Improved legibility of sender’s & recipient’s address information  

to reduce the number of items that are undeliverable

• Peel-off section for Corporate Account information

• Updated Claims & Refunds information

10
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Priority Mail 

Express Label

Changes
New PME Label 11-B /11-F
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Current PME Label 11-B/11-F



Redesigned 

Label 11-B/F

Back
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Expedited Packaging Supplies Form
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Packaging Supplies Form Updates

Two Expedited Packaging Supplies forms updated and

converted to LiveCycle:

1. PS Form 4004-SP, Specialized Packaging Order Form

• Specialized program for customers with $50K in new annualized revenue

• 16 box sizes and 5 envelopes

2. PS Form 4004-C, Customized Packaging Business Case

• For customers with $250K in new annualized revenue

• Customized packaging sizes

• Co-Branding available

Contact: expeditedpackaging@usps.com for program information.
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Refunds and Tracking Lookup
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Refunds and Tracking Lookup for Customers

Objective: Expedite the process for determining tracking and refund

status using the Retail Systems Software (RSS) at 17,880 offices

Benefits:
• Provide tracking information at the Retail counter

• Provide Refund Status (approved, pending, paid etc..)

• Determine Refund eligibility for Priority Mail Express & Extra Service Failures

• Provide timely response to customers’ inquiries

• Improve customer experience by reducing wait time in line

Where’s my package?? Can I file a refund?? 23



Coming

• Automate PS Form 3801, Standing Delivery Order

• Redelivery to Parcel Lockers

• RedeliveryApps

• QR Code
1. Return Labels and Applications (Pickup)

2. 30 Expedited Packaging Supplies (Pickup)

3. Collection Boxes (PO Locator)

• ID Verification thru Scanning Government Issued Photo ID
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